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E are all going to have a chance to start our busi- 

ness world over again post-war. This was the 

interesting suggestion made by one of our leading 
appliance manufacturers recently. He made a very sug- 
gestive illustration in saying that those people who believe 
in, or play with, the idea of reincarnation commonly expect 
that when they are born again they will avoid all the mis- 
takes they made in this life, and have a lot of good ideas 
about starting a new one. 

As a manufacturer, his thinking was that actually in 
the new business life and new business world, which will 
open up post-war, that many mistakes of the past could be 
avoided—many lessons learned during the war produc- 
tion period could be applied, and the results of good hard 
thinking and imaginative forward planning could be 
achieved. 


HIS is a fascinating prospect, and offers its inspira- 

tion not only to manufacturers but to everybody in 
the business. I know many distributors and retailers 
who, while not having formulated the possibility in so 
striking a manner, nevertheless, have the same idea. 

I know, not only from my own contacts, But from 
reports of our field staff that dealers in every section of 
this country are making plans in their minds and on paper 
for the stores that they are going to have; the store loca- 
tions they are going to occupy ; the lines they are going to 
handle ; and the results they are going to reach. Depart- 
ment store men and furniture store men are, with the 
approval of their managements, now laying out depart- 
ments that will give appliances a greater than former 
prominence in their retail operations. We have all heard 
about new retail chain operations entering this field, of 
which we will see what we will see. 


NE good thing that could happen in looking ahead 

toward a fresh start in a new business world, would 

be the determination on the part of the most influential 

units in this field that old abuses would not be brought to 
life again. 

This wish and this hope will be heartily joined in by 


all the distributing trades. The things that distributors 
and retailers want earnestly to be brought about can be 
in part enumerated as follows: 

No more discount selling. 

No more indiscriminate creation of dealerships. 

Lines with a sensibly small number of models. 

No more five year warranties. 

Appliances sold through dealers for installation in 
new homes. 

Wiring allowances for ranges and water heaters. 

FHA financing on modernizing jobs. 

High pressure promotion for farm electrification 
and help on farm equipment merchandising. 

Sales training help from manufacturers and dis- 

tributors. 

New products—home freezers, driers, blankets, 
dishwashers, air conditioners, home heating 
equipment etc., to sell to old customers and 
create new ones. 

New developments in established home appliances ; 
automatic washers, ironers, toasters, irons, 
coffee makers, advanced refrigeration, new 
ranges, water heaters, sewing machines, vacuum 
Cleaners to obsolete millions of these appliances 
now in use. 

Sensible figures as a guide to trade-in allowance 
values, to avoid reckless giving away of profits 
in competition for replacement business. 


HESE are only some of the business policies and 
practices which, starting with a clean slate, the 
appliance retailer would like to see as industry practices. 
And every one of them is as much in the interest of 
producers and wholesalers as they are of the retailers, and 
of still more importance in the’ interest of our customers, 
the users—the men and women who depend on the elec- 
trical appliance industry for that freedom from household 
drudgery that signifies a higher standard of living. 
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ARE JUST A FEW OF THE REASONS wHY! 


PATENTED FOOT CONTROL... KNEE ACTION FOR PRESSURE... TWO OPEN USABLE ENDS... AUTOMATIC “FINISHING ACTION”... 
She merely presses foot control to A touch of the knee supplies the pres- Entire length of roll is unobstructed To-and-fro motion duplicates hand 
stop the roll “on a dot.” Raises foot sure. Easy to remember, easy to do. for creaseless ironing of wide pieces, finishing, gives sheen, lustre and 
to proceed, just like brake on her That’s why practically every home- for banishing excessive turning of superb smoothness to work. Saves 
motor car. maker wants it. work being done. time, tiresome work. 
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IRONER..---TOO!? 


We don’t need to remind you that thousands of home- 
makers are eagerly awaiting their new ABC-O-MATIC 
Washers. 

But this is a good time to remind you of the thou- 
sands that are also looking forward to a completely 
modern washday with the miraculous new and finer 
ABC-O-MATIC Ironer that’s coming! 


‘ 


The perfect companion to the ABC-O-MATIC Washer. 
the ABC-O-MATIC Ironer will mean two sales instead of 
one...for your after-Victory profit! With its Continuous 
Rotary Action... its Stationary Pressing Action...and 
its exclusive To-and-fro Shirt-Ironing Action... the 
ABC-O-MATIC will mean effortless ironing for tomor- 


row’s home-maker, extra sales and profits for you! 


Americal Leading 
WASHERS AND IRONERS 


ALTORFER BROS. COMPANY 


PEORIA, 


——— 
4 f $ 
— 
” 
ABC Flies \\¥AS the “E 
WAVY 
rand 
and 
aves 
*IASHERS AND IRONERS TOMORROW! 


DRILLS. 


EXHAUST FANS VENT FANS 


MOTORS 


SIGNAL ELECTRIC MFG. CO. 
Winominee, Which. 
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ECA Rodio presents WILLIAM S. GAILMOR, ond hit personal inter- 
pretation of the news, Monday through Friday, 11:05 P.M.—over 

WJZ, key station of the Blue Network. Featured on the program is 

ECA Radio's free 44-page book “A Plan For America At Peace,” 

outlining o workable proposal for a post-war world of peace ond 

plenty. Thousands of copies—potent salesmen for ECA Radios— 

hove already been distributed throughout the nation. 


te 


| 


ELECTRONIC CORP. OF AMERICA, Dept. M 
45 West 18th Street, New York 11, N. Y. 
Gentlemen: We are an outstanding dealer in our community, ! 
and are interested in the ECA Radio Franchise. Please send 
.details, without obligation. 

Store Name 

Address 


City State 


ELECTRONIC CORPORATION OF ZZ MERICA 
45 WEST 18TH STREET, NEW YORK 11, N. Y. 


SING 
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a afford ro today’® opportunity ECA Radio franchise? 
Because realize that whet is best for the dealer is best ECA 
Radios our sales plan was geverore? an close collaboration with \ead- 
ing retailers: embodies every feature vital for a guccesstul reroll 
> — gapio’s UNIQUE PROGRAM 
production of Radios will allocated onlY 
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“Lucky we put that new Electric Water Heater 


in the cellar, wasn't it, Henry!” 


Owners of Automatic Electric Water 
Heaters with Monel tanks are always 
lucky. 


They have a plentiful supply of clean 
hot water whenever they want it. 


That's important any time, but it will 
be doubly so in the days to come when 
people will be installing laundry machines, 
dishwashers, garbage disposal units and 
other labor-saving appliances. 


The people who do, are going to need 
really hot hot water... great quantities of 
it. And those who don’t will still require an 
abundant supply for their usual cleaning, 
bathing, shaving and cooking needs. 


Either way, it adds up to 
many easy sales of Automatic 
Electric Water Heaters with 
Monel Tanks. With that com- 
bination in the house, a family 


can have all the hot water it wants, at any 
desired temperature .. . on a ’round-the- 
clock schedule! 

Monel Tanks are rustproof and corro- 
sion resistant inside, outside and all the 
way through. They’re not plated, coated 
or clad ...they’re solid nickel alloy. 

No layer of rust and scale forms inside 
the tank, continually building up a fuel- 
wasting layer of insulation. That keeps 
bills down, minimizes service calls. 

Important, too, is the fact that home- 
owners like the cleanliness and conveni- 
ence that only automatic water heating 
brings them. 

We wish we could tell you exactly when 
NEW Automatic Electric Water Heaters 
with Monel Tanks will be available. To- 
day, of course, that’s not possible. Monel, 
because of its many vital wartime applica- 
tions, is still restricted to approved uses. 


MONEL 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York 5, N.Y. 
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To NEARER the top you are the more 


you'll see in this unusual opportunity. 


Here's a line of home radios thoroughly 
postwar — with no prewar entangle- 
ments of leftover ideas or equipment. 
They're built by the company whose 
name is a byword in aviation radio= 
a tough and exacting field. 


These instruments are designed with an 
eye and ear on all the advances made 
in radio during the war. And their 
construction has the precision you'd 
expect from hands thot fashion aircraft 
radios. 


Sets like these will attract the cream of 
the market. Our distributors must be the 
cream of radio merchants. So for that 


MARCH, 
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EAR RADIO 


reason our franchise has been made 
Particularly attractive. 


Lear policy aims to avoid the pitfalls of 
prewar radio merchandising. Dealers 
will have a line they can count on to be 
stable in models, in prices and in dis- 


counts. It will be supported by substan- 
tial advertising and sales helps. 


We hove purposely prepared the Lear 
wholesale distributor franchise to be one 
of the most advantageous dealership 
opportunities in the industry. \f you are 
interested and feel that you can meet 
the qualifications, address LEAR, Incor- 
porated, Home Radio Division, Sales, 
230 E. Ohio St., Chicago 11, Illinois. 
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1 Bridging The Gap between the scientist's language 
and layman’s is part of our editorial mission. Therefore, Willis N. 
‘Carrier, (center) Board Chairman, Carrier Corp., and L. N. Hunter, 
Research Head, National Radiator Co. test House Beautiful’s Editor 
Ralph Bailey's vocabulary, so he can gratify, in simple basic English 
the public’s curiosity about what makes air-conditioning tick. 


2. Flying High yourself is the only way to determine 
how the predicted age of Private Planes will affect people’s homes 
and community living. So Editor-in-Chief Elizabeth Gordon took a 
flying course. And for her down-to-earth conclusions on the subject, 
read “Will You Fly Your Own Plane After The War?” in the March 
House Beautiful. 


ilfred Pe 


Vv 

3, Complete Coverage of the Post-War picture takes in 4a, Trend-Spotter House Beautiful foresees a wider market Pog 

plans for Post-War fabrics and fabric finishes. And here’s MarionGough, _ for luxury goods because of increased war incomes. Finding out what fh. mou 

Chairman of House Beautiful’s Post-War Textile Committee, preview. Retail Stores intend doing about the matter, takes House Beautiful fhid been a 

ing the subject with Albert C. Woodruff, Vice-President, Banco, Inc. _ Editor Sara Little to John Brennan, Ad Manager of Georg Jensen, Inc. ffilfred Pe 

Read her article “You Are Going To Need A New Definition Of The — Here they discuss that store’s Post-War plans for serving the larger Ppolitan 

Word IMPRACTICAL” in the March House Beautiful. market for luxury items. a, r 
at left 

his was 

HOUSE BEA UTIFUL is the magazine that your ere for you! Ir FIRST i in "Yes, w 

K home field ... the must magazine for those who make it their business to know their business. age 
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As He Listens, 
ilfred Pelletier Dreams of the Great 
Voices of Tomorrow 


he voices of Kirsten Flagstad and 
auritz Melchior reached the end of 
famous duet from ‘“‘Tristan.”” This 
ad been a perfect performance... even 
‘ilfred Pelletier, conductor of the Met- 
politan Opera, could only whisper 
Bravo” in admiration. But this music 
at left him breathless was recorded! 
his was his audition of the famous 
leissner electronic radio- phonograph. 


“Yes, what has been said about this 
leissner is true. Never have I heard 
ch reproduction. This recording, 
aved on the Meissner, is a perfect 
ttormance. Nothing is missing.” 


Thus did Wilfred Pelletier, conductor 
the “Met,” famous for his widely 
oadcast radio programs, “The Metro- 


politan Opera Presents,” “Vacation Sere- 
nade” and “World of Song,” add his 
praises to those of other famous artists. 
For more than an hour he had listened 
. .. spellbound by the ability of this new 
instrument to reproduce the full range 
of voices he knew and loved. 


And as he listened, Wilfred Pelletier 
dreamed of the great voices of tomorrow. 
Now he could listen to the recordings 
of thousands of new voices ... catch 
that quality always before a “missing 
element” in recorded music. 


In recorded music played by the 
Meissner, you, too, will find new musical 
thrills . . . you will be able to enjoy 
more than two hours of continuous 
entertainment, thanks to the Meissner 
Automatic Record Changer that plays 
both sides of any record in sequence 


he gic of 


. and you will explore new listening 
horizons with the Meissner’s AM, FM 
and Super Shortwave radio reception. 


This amazing Meissner was perfected 
just before the war. The only model is 
now on loan to the high school of Mt. 
Carmel, Ill. After victory, thousands of 
counterparts of this great instrument 
will bring the magic of the Meissner to 
music lovers every where. 


MANUFACTURING COMPANY MI CARMEL 


print of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 
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YOU 


MAY BE THE 


MEISSNER 


RADIO-PHONOGRAPH 


DEALER 


IN YOUR COMMUNITY 


a 


Wes, your name may be the 
answer to many of the men and 
women who write to Meissner 
each month asking “‘Where can 
I buy this new Meissner radio- 
phonograph after victory?” 


Judging from their letters, they 
are the discriminating men a 
women of your community who 
expect—and purchase—quality. 
If you number them among your 
clientele, and if you have the ex- 
perience, financial strength and 
the facilities to sell this quality 
radio-phonograph, an exclusive 
Meissner dealer franchise is wait- 
ing for you. 

This is not “‘just another dealer- 
ship.”” With it, you become the 
sole Meissner representative in 
your area. You associate your 
name with an instrument that 
has been praised by the world’s 
greatest musicians for its perfect 
reproduction of recorded sound. 
And you get valuable sales help 
from a national advertising and 
promotional campaign that is 
attracting nation-wide attention 
with advertisements like that re- 
produced on this page. 
Interested? Write to our Chicago 
office today for further particu- 
lars. An executive of our company 
will arrange to contact you at the 
earliest possible date. 


METSSVER 


MANUFACTURING COMPANY + MT, CARMEL, ILL, 


Please Address Your Inquiries 
to Chicago Office: 


1629-A PALMOLIVE BUILDING 
CHICAGO, ILLINOIS 
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has new meaning today 


Yes, we're talking about a different kind of air by "we 
Allied fighters and bombers. For the air today is full of high-frequency impulses, : Inst 
launched by varied types of radio and electronic equipment and performing rat don 
varied functions of communication, detection, ranging and safeguarding. From adv: 
compact mobile radio sets to highly intricate radar equipment, Delco Radio ers 
products are helping to bring new “air supremacy” to America’s armed line 
forces. Delco Radio Division, General Motors Corporation, Kokomo, Indiana. Yes 
have 
etc. 
and 
KEEP BUYING WAR BONDS 4 side 
DIVISION OF 68 y 
GENERALMOTOR'S: 
lead 
nor; 
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E’RE like the little boy who told the new teacher 
he couldn’t figure the problem in oranges—because 
“we allus does our sums in apples.” 


DISING 


ELECTRICAL MERCHANDISING—MARCH, 


~ 


Instead of apples, substitute “washing machines.” We've 
done all our adding and multiplying our production, 
advertising and selling on home laundry equipment (wash- 
ers and ironers). And we've been concentrating on that one 
line since 1877. That’s 68 years! 

Yes, we’ve been specialists in every sense of the word. We 
haven’t dabbled in farm machinery, bicycles, motor boats, 
etc. _we have just stuck to one idea—better Easy washers 
and ironers. So when you sell Easy, you're not handling a 
sideline but the exclusive product of a manufacturer with 
68 years of experience. 

And along with that 68 years of specialization has come 
leadership, which, after attaining, we’ve never surrendered 


nor abandoned. Numerous engineering ‘‘firsts” have proved 


1945 


that leadership! They include the famed Spindrier model 
itself which has given retailers the bigger profits of the highest 
average unit-of-sale in the washing machine industry ! 


This is just one of the four examples of leadership men- 
tioned in our new 16-page book, “What can Easy offer you 
that no one else can ?”, written with your INTEREST 
and PROFITS in mind. It refers to the huge back-log 
of 2,000,000 eager-to-buy Easy owners and tells how the 
largest and most consistent advertising program on wash- 
ers has been selling Easys all this time FOR YOU. Yes, write 
for that book today! Dept. EM-3, Easy Washing Machine 
Corporation, Syracuse 1, N. Y. 


Umeucas Leading) 
WASHER 


WASHES MORE CLOTHES FASTER 


. 
| 
ta 


so all we can say here is that 
991 National Advertisers 
used Fawcett Publications 


in 1944 


World's Largest Publishers of Monthly Magazines 
1501 Broadway, New York 18, N. Y. 


True Confessions + Motion Picture + Movie Story 
Mechanix Illustrated + Life Story - True 
Fawcett Magazine Comics 


12" 


(hi 
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DEALERS! 
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SAFETY HEATER 


Underwriters approval 


BRAND NEW! 
SUPER-SAFE 
INBUILT EFFICIENCY 
CIENTIFICALLY DESIGNED 
IMPRESSIVE BEAUTY. 


Sells for only *33 
and worth it! 


(Incl. Federal tax and Cord Set) 


ISIN 


“BLACK HEAT” makes this 
New Electric Heater the Sensation 


Every family is a market for this 
revolutionary electric portable 
heater. Its amazing, fully-enclosed 
non-glow coils give extra heat for 
chilly rooms .. . extra comfort for 
children and old people . . . Heats 
by natural convection yet provides 
active circulation . . . No moving 
parts ... Handles large volume of 


warm air. Beautiful steel cabinet is 


Here is what you’ve been looking for! 


of the Industry! 


easily carried. Life-time coils mean 


no servicing. 


THIS SPRING—with its chilly days— 
is the time this new heater will 
prove a fast-selling profit maker for 
every dealer who acts promptly. 
Write today for merchandising de- 
tails and name of nearest Trilmont 


distributor. 


DISTRIBUTORS 


Some territory still open. 
Write or wire for details. 


RILMONT PRODUCTS COMPANY 


ALNUT STREET AT 24th 
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PHILADELPHIA 3, PA. 
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™ THE WAR, the Farnsworth line will once 
again be outstanding in “help-you-sell” ideas. In- 
genious, distinctive cabinets for special needs and 
particular appeal — an additional feature to talk 
about and sell . . . as well as precision construction 


and superb quality in every model. 


Every pre-war Farnsworth sold an idea in de- 
sign, use and application. For instance, the service- 
free record-changer. The post-war Farnsworth line 
will be far greater. The finest quality in every price 
range — phonograph-radios, radios, and televisio 
with construction and performance features tha 


will make history! 


Don’t plan your future without this line. It ha 
features found in no other. It brings territory pr 
tection, too — restricted distribution to allow profit 
able volume at established prices and prope 


margins. 


FARNSWORTH 


* Farnsworth Television & Radio Corporation, Fort Wayne 1, India 
Farnsworth Radio and Television Transmitters and Receivers * 
craft Radio Equipment ¢ Farnsworth Television Tubes * The Farnswo 
Phonograph-Radio ¢ The Capehart, the Capehart-Panamuse. 
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a desperate enemy may force 


temporary reyerses, the allied forces are over the hump. 
The end may be still some way off, but the knockout 
is inevitable. 

We are on our way back ;. . not to the old way of life. . . 


but to a better way. 


You can leok ahead and see what's in prospect for at 
least several years. America’s replacement needs reach | 


proportions that almost stagger the imagination. 


You ¢an plan ahead with assurance that your entire 


financing program... mperher wholesale, retail or to 


mieet spérial situations .. . can be well taken care of 
Commercial Credit service. 


‘COMMERCIAL COMPANY 
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miss the boat! 


Get Sparton’s exclusive franchise story today 


T= most talked of radio merchandis- 
ing plan, *SCMP is available to only 
one dealer in a territory. To make sure 
you don’t miss the boat—we suggest you 
get full particulars now. 


Many of America’s foremost radio 
retailers tied-up to *SCMP back in 1939. 
They proved conclusively that here was 
one way of retailing radios in volume 
at a profit. 


*SCMP will be continued without fun- 
damental change when Victory is won. 


Since 1926, Sparton, known through- 
out the world as “Radio’s Richest Voice,” 
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has contributed many firsts to the radio 
industry. 

The same engineering and craftsman- 
ship that contributed to Sparton’s superi- 
ority in the early days—augmented by 
new plant and research facilities—is your 
guarantee of continued leadership. 


Dealer appointments are now being 
made. If you are not familiar with the 
many exclusive features of the *SCMP— 
send for a copy of the Sparton Plan book 
today! 

Radio and Appliance Division—Plant 5 

THE SPARKS-WITHINGTON COMPANY 


JACKSON, MICHIGAN 
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ONLY ONE DEALER IN EACH CITY AND TOWN 
Check These Profit-Increasing Features 

* One exclusive dealer in each area 

* Direct factory-to-dealer shipment 

* Landed dealer cost prices 

* Low consumer prices 

* National advertising 


* Factory prepared and distributed 
promotion helps 


* Seasonal promotions 
* Uniform retail prices 


*Products styled by outstanding 
designers 


Sparton Co-operative Merchandising Plan. An exclusive method of profitably 
retailing radios and homs appliances that has been and is being adver- 
tised to consumers in leading national magazines as The Sparton Way. 
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This Dealer we think 's very Smart 
Hes ready now tor Postwar Action 
And with Eureka his futures Swell- 


When the Green light comes - 


Hes ser 70 Selt/ 


Yes .. . with Eureka’s new Qualified Dealer Policy, the 
position of Eureka Dealers will be unique in the com- 
petitive postwar appliance market. Based on Eureka’s 
past experience working with selected dealers as outlets 


for Eureka products, this franchise will give Eureka 


dealers a full-profit line . . . with a “tailored” market 
for every dealer. 


The Eureka Dealer will be ready for action when 
Victory is won . . . ready for sales and profits as soon as 
the green light comes from Washington for peacetime 
production. The vast Eureka plants stand ready to 
stock every Eureka Dealer’s shelf to the full measure 
of their vast productive capacity. 


Eureka Dealers will be selling not only new products, 
but new ideas in home cleaning . . . a new concept of 


PRECISION ENGINEERED 


FROM THE WOMAN'S POINT OF VIEW 


PRODUCTS 


home appliance merchandising proved and tested in the 
field. Such wonderful new appliances as Eureka’s 
unique Home Cleaning System . . . the new Eureka 
Cordless Electric Iron . . . the new Eureka Electric 
Garbage Disposer . . . the new Eureka Upright and 
Tank-Type Vacuum Cleaners will bring customers 
flocking to your door. 

All this is Eureka’s promise to the women of tomor- 
row .... and to you who will serve them with a new 
standard of home appliance convenience. See your 
Eureka Distributor or write us today for details on our 
new Dealer Policy . . . “Tailored Market Coverage— 
with Qualified Dealers” . . . and see how you can be in 
the front rank for profits after Victory. 


EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICH. 
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Wherever people gather, or are employed, that’s 
what they say... and they insist on having that 
good drink of water! Their comfort, and the 
safeguarding of public health, create the almost 
limitless market for Sunroc Water Coo ers. 


With an unequaled record of over eight 
consecutive years as sole. supplier of water 
coolers to the Government, from the General 
Schedule of Supplies, Sunroc now enters the 
national market. Production-wise, and promo- 
tion-wise, it is geared for the job. Its distribu- 
tional set-up is being completed. 


Sunroce concentrates all its efforts on one highly 
specialized product—the outstandingly 
best line of water coolers in America 
today.As its unbroken record of Govern- 
ment approval and acceptance attests, 
no other line can match Sunroc Water 
Coolers in efficiency; economical, trouble- 
free operation; or long life. The Sunroc Coolers 
offered the civilian market today are identical 
with those produced for the Army, Navy, and 


Maritime Commission. 


Sunroc desires sales-representation in keeping 
with the high quality of its product. Its dis- 
tributor-contract is designed to attract men of 
this type... who will be backed to the hilt 
with full factory cooperation, forceful national 
advertising, and direct-mail promotion. 


The Sunroc franchise in your community will 
reap rich rewards for an alert, energetic man. 
We suggest that you mail the coupon today for 
full details of the Sunroc product and proposi- 
tion. Sunroc REFriGERATION Company, Glen 


Riddle, Pa. 


“THERE'S NOTHING LIKE A GOOD DRINK OF WATER” 


UNROC 
Coolers 


GLEN BIDDLE, PA. 
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Sule- for you in the Chicago market 


than in 13 states combined 


Sales potentials in the Chicago market for autos, refrigerators, washing ma- 
chines, and all “big unit” products are tremendous. Dealer and consumer 
surveys reveal a pent-up demand running into the billions. Here in this one 
compact market is more postwar business than will be available in 13 
states combined. 

By starting now, you can get ready to cash in on the buying assured by 
diversified farm and factory income, by huge savings and by a demonstrated 
responsiveness to selling. Here are experienced dealers easily accessible to 
factory and salesmen—dealers who, with their customers, can be reached 
and sold at one low cost through a single powerful advertising medium—the 
Chicago Tribune. 


Throughout the Chicago market the Tribune is the voice of the midwest, 
read, quoted and bought from as is no other medium. It has a regional pres- 


The Chicago Area: strategically located, com- 
pact, fortified against reconversion problems, big 
enough to absorb all that many a factory can make. 


Now available for your study and 
use are the findings of a market-wide 
dealer and consumer investigation 
tevealing ownership of automobiles 
and electrical appliances, brand 
preferences and expected purchases. 
To get these facts, address C. S. 
Benham, Manager, National Ad- 
vertising, Chicago Tribune, Tribune 
Tower, Chicago 11, Ill. 
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tige, going all the way back to pioneer days, that is unrivaled. It is celebrated 
for its performance in helping manufacturers launch new products and in 
helping old and new manufacturers hang up national sales records. 

One out of every three families in 756 cities and towns of 1,000 or more 
population in this $4,496,734,000 market reads the Tribune on weekdays. 
On Sundays, it is practically every other family. 

The Tribune is a powerhouse in building sales volume quickly. It is basic 
to any long-term, profitable operation. It, alone, offers you a choice of 
monoroto, coloroto, comicolor, newsprint color and black and white printing — 
whichever you want to use to put over your name, product and message. 

Consider what you can do in this market with its huge sales potentials and 
a single medium with one of the lowest milline rates in the United States. For 
market facts and merchandising information, call a Tribune representative. | 


THE WORLD'S GREATEST NEWSPAPER 


January average net paid total circulation: 
Daily, over 935,000; Sunday, over 1,300,000. 


~ up 
a 
ng 
oe 
“> 
| PAGE 19 


PAGE 20 


AMERICA WANTS COMPETITION 


Only American Initiative Can Preserve It in World Trade 


a desirable pattern of international economic rela- 

tionships. We want an expanding world trade, with 
minimum recourse to government-imposed trade barriers 
and discriminatory trading arrangements, and offering 
ample scope for competitive private enterprise. Because 
they are necessary to such trade, we want also stability 
of exchange rates, and national currencies that are mutu- 
ally convertible at least for the settlement of current 
accounts. We want, too, arrangements to facilitate long- 
term capital loans with security to the lender and advan- 
tage to the borrower. 

Few other nations subscribe to these aims with en- 
thusiastic conviction. Some reject them flatly as imprac- 
tical under the conditions likely to prevail during the 
postwar period, or achievable only at prohibitive cost to 
their domestic economies. 

Unless, therefore, we can formulate a practical and 
comprehensive program to carry out our aims, and con- 
vince other nations that we will take a sustained and re- 
sponsible part in making it effective, the international 
trade of the world surely will be conducted under a sys- 
tem of exchange controls, bilateral agreements, cartel 
bargains, import quotas, and direct government purchas- 
ing arrangements that are the very antithesis of the com- 
petitive system that we favor. 


To agree upon a concrete American program, and to 
convince other nations that it is to their advantage as 
well as ours to accept it, is a major task of economic 
statesmanship. It entails reversing a trend which has 
persisted since World War I, and which has been intensi- 
fied during the depression years of the nineteen-thirties 
and by the exigencies of World War II. 

Clearly, that is not a task to be assumed lightly. We can 
hope to be successful only if (1) we have a deep convic- 
tion that what we seek is fundamentally important to the 
American interest, and (2) if we will take pains to under- 
stand why other nations fear that such a program may 
jeopardize their interests, and then make whatever ac- 
commodations may be necessary to resolve their doubts. 

An expansive foreign trade policy has been advocated 
so vigorously and repeatedly in America recently that 
The Economist (of London) comments wryly upon what 
it terms the ironic circumstance that “the acceptance of 
the principles of free trade by the more literate (Ameri- 
can) public should come at a time when the doctrines in 
their simplest nineteenth-century form have been pretty 
generally emasculated in fact and repudiated in principle 
by the rest of the world”. 


AO esrb generally agree upon what constitutes 


* * 


Why are we opposed to managed world trade, and for 
competitive world trade? 


First, we are against rigged and managed interna- 
tional markets because we know that successful partici- 


pation necessitates a comparable degree of control over 
the domestic economy as well. There is little debate of 
this fact, and those nations which accept a managed ex- 
ternal trade as a necessary protective measure are gen- 
erally willing to pay the price in internal regimenta- 
tion. We are not. For us to do that would be as alien to 
our genius as it is repugnant to our conviction. 

Second, we believe that the United States will be able 
to compete successfully in world markets, even though 
we have, and‘intend to maintain, wage scales far higher 
than those of the nations whose competition we must 
meet. 

There is impressive evidence to substantiate the sound- 
ness of this conviction: 


1. Wage scales, of themselves, do not determine the 
competitive position. They are meaningful only 
when translated into labor costs, by dividing wage 
rates by units produced. A recent War Production 
Board study shows that in manufacturing industries 
generally, during the period immediately before the 
present war, production per man hour in the United 
States exceeded that in the United Kingdom, Ger- 
many and Soviet Russia by a ratio of more than 
2% to 1, and that of Japan by more than 4 to 1. 
When comparison is made with available wage data, 
it appears that our labor costs are generally on a com- 
petitive plane. 

2. Perhaps the best evidence of our ability to com- 
pete in export markets is the record of our demon- 
strated capacity to do so in the past. During the entire 
period between World Wars I and II, the United 
States consistently commanded a greater share of 
the world’s export trade than any other nation, 
although the United Kingdom took a larger percentage 
of world imports. 


3. We have been particularly successful in world 
trade competition in the export of machinery, vehicles, 
a variety of manufactured specialties, and certain 
agricultural products. Except in the last-named field, 
there is every evidence that we enjoy genuine com- 
petitive advantage over other nations, and this advan- 
tage will have been increased rather than diminished 
by developments during the Second World War. It is 
noteworthy that the goods in which we have been 
able to compete most successfully have generally been 
the products of our high wage industries rather than 
those in which low wages have prevailed. 


* * 


It is clear that, on a price basis, we shall be able to 
compete successfully in postwar markets in numerous 
lines. It is equally clear that such an opportunity is by 
no means of negligible importance to our own economy 
as a whole. During the years in which the censuses 
were taken between 1909 and 1939, our exports amounted 
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to from 7 to 16 per cent of our entire production of movable 
goods. In the year 1938 our exports in each of the 
following lines accounted for more than 10 per cent of 
total domestic production of the particular product. 
(The figures in parenthesis are the percentages of total 
production exported.) 
CRUDE MATERIALS: Phosphate rock (51.5), cot- 
ton (30.5), tobacco (29.4). 


FOODSTUFFS AND BEVERAGES: Linseed (49.4), 
dried fruits (36.2), canned sardines (29.4), rice (21.0), 
fresh pears (15.9), canned salmon (13.8), canned as- 
paragus (13.2), canned fruits (13.0), wheat (12.2), 
lard (11.7). 

SEMI-MANUFACTURES AND FINISHED MAN- 
UFACTURES: Refined copper (53.1), paraffin wax 
(46.3), gum turpentine (42.6), carbon black (40.8), 
gum rosin (38.0), borax (35.9), crude sulphur (35.6), 
aircraft and parts (26.8), office appliances (22.3), 
carbons and electrodes (21.8), printing and bookbind- 
ing machinery (18:2), agricultural implements and 
machinery (17.0), biologic pharmaceuticals (15.3), in- 
dustrial machinery (144), dental instruments and 
supplies (14.3), automobiles (14.1), benzol (13.3), goat 
and kid upper leather (12.8), refined lead (12.0), radio 
apparatus (11.8), caustic soda (11.4), refined mineral 
oils (10.6). 

It is of major concern to all engaged in these lines of 
activity and in many others that foreign markets be not 
closed to us. It is particularly to our interest to have 
export outlets for our war-expanded capital goods and 
equipment industries. Since we undertook an important 
percentage of such expansion in order to furnish muni- 
tions to our Allies, it is reasonable to ask their coopera- 
tion in cushioning what inevitably must be a drastic 
readjustment here. The case is strengthened by the fact 
that the postwar world will desperately need the equip- 
ment items that we, alone, can supply. 

But our demonstrated ability to compete on a price 
basis will not, of itself, assure us of foreign market outlets. 
Transportation costs, quality of product, marketing skill, 
technical and repair service —all are basically important. 
Still more important are non-discriminatory open mar- 
kets and the command of dollar exchange by prospective 
purchasers. Our export potentials will surely be cramped 
in a world organized on the basis of bilateral deals and 
exchange controls. The availability of dollar exchange 
must depend upon the level of American imports and 
the volume of American capital loans. 


How are we to explain the skepticism of other nations 
toward an order which to us seems so clearly to represent 
not only our interest but the long-range interest of the 
world as well? 


Soviet Russia, of course, is committed to conducting 
its external trade through its central government. But 
what of the United Kingdom? Why are there so many 
British voices that counsel the abandonment of what has 
been Britain’s traditional position for more than a cen- 
tury? If we can understand that, we shall understand 
the dissent from our position of most nations whose 
economic positions have weakened and whose fiscal prob- 
lems have multiplied during the two World Wars and 
the ill-starred period between them. 


Essentially, their case is this: 


Partly, they were forced into managed external trade 
policies by the Axis self-sufficiency programs, adopted 
in preparation for aggressive war. That can be corrected 
only by crushing the Axis, and by establishing a world 
security system that will make self-sufficiency a less 
compelling need: 

But primarily, the reluctance of peaceably inclined 
nations to forego restrictive controls over postwar foreign 
trade stems from a deep-seated fear that is even more 
difficult to resolve. They fear, on the basis of past ex- 
perience, that their efforts to meet payment balances 
arising from normal foreign trade would force a deflation 
of their internal economies, affecting prices, credit, wages. 
and finally employment. Faced with the choice, as they 
see it, between making adjustments in foreign trade or 
in their domestic economies, they lean toward the former 
as, at worst, the lesser of two evils. 


* 


Since the kind of world trade system we seek is de- 
pendent upon international arrangements to assure rea- 
sonable stability of exchange rates between national 
currencies, we are challenged to find a formula that both 
will provide this and at the same time allay what other 
nations believe are legitimate fears with respect to their 
domestic economies. 

But at least two major steps toward resolving such 
doubts can be taken upon our own initiative without 
recourse to the intricate process of international nego- 
tiation. 

One is the rational overhauling of our tariff system, 
to provide other nations with increased opportunity to 
export to us. We can, and should, do this in a way that 
avoids undue cost to any segment of our economy. 

The other, and probably the greatest contribution we 
can make toward winning a reluctant world to our point 
of view, will be to offer ample and convincing evidence 
that we are ready and able to provide a high level of 
employment in the United States. If we can do that, the 
rest of the world will wish to expose itself to our in- 
fluence rather than to insulate against it, since prosperity 
here is the greatest single contributing factor to world- 
wide prosperity. 

Balance of payment problems are minimized in a 
world of thriving trade. Britain would have little reason 
to resort to exchange controls if the total of postwar 
world imports and exports reaches an 80 billion dollar 
level. She may well be in a desperate plight if it should 
revert to the 1935 level of 40 billions. 


* vr ve 


The United States wants a world in which private 
enterprise and competition play a major role. To obtain 
such a world will require a wiser, more understanding 
and firmer world leadership than this nation, or perhaps 
any nation, ever has exerted heretofore. 


President, McGraw-Hill Publishing Co., Inc. 
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On 
APPLLANCE 
REPALRS 


"| should like to deal with a neighborhood man, chiefly because | get more personal 
attention and can deal with someone who will know me if anything goes wrong and | 
need help . . . | like to know a man and trust him .. .” 


Customer Makes 
SOME POST- 


EN the census taker puts my 
occupation down on his little 
form, I am ranked as a wage 

earner, but the fact that I work for my 
living merely means that I am away 


from home for several hours each 
day—it has nothing to do with the 


story. From the standpoint of the 
electrical industry, I am_ simply 
a customer. I am a housewife. I own 


my own home, where I prepare my 
own meals, sometimes for one, some- 
times for a family of three. I like 
to cook and I like to entertain, so I 
have always been interested in kitchen 
‘onveniences. I do not like to clean 
house, so I am interested in electrical 
helps which will rob this task of some 
of its back-breaking and time-consum- 
ing elements. 

[ now own quite a respectable num- 
ber of electrical appliances. I cook on 
an electric range; | have a refriger- 


ator, a roaster, percolator, toaster, 
vacuum cleaner, portable heater, radio, 
two electric irons and several of the 
I.E.S. type lamps. When the war is 
over, | may be building a small home 


lesigned exactly to meet my needs. In 
any case, I am apt to be in the market 
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for a new range, a better radio, possi- 
ble an automatic washing machine and 
a dishwasher. Can dishwashers be 
bought as separate appliances, without 
having to tear out all the plumbing that 
is already installed? I am definitely 
interested in a home freezer. Inci- 
dentally I'll probably want to buy an 
automobile, too. 


When | Will Buy 


I don’t expect to buy any of these 
things until several months after the 
war ends. For one thing, I'll have to 
find out whether building costs will 
be such that it seems worthwhile for 
me to build that new home. And sec- 
ondly, I want to give the electrical in- 
dustry a chance to turn around and to 
put into effect some oi this modern 
planning of post-war equipment I have 
been reading about. I quite under- 
stand that the first appliances made 
will be duplicates, or slightly modified 
versions of those which were being 
turned out when production was cut 
off. But after a few months probably 
whatever has been learned from war 
experience that is adaptable to civilian 
needs will begin to appear in household 


products. In the case of important ap- 
pliances, which I shall want to have 
last for quite a while, I am going to 
wait and see what is available. 
Speaking of changes in appliances— 
here are a few which /’d like to see put 
into effect. I wish they’d make electric 


ovens easier to clean. That is why I 
like to use the roaster—because you 
can take out the whole inside and clean 
it like a pan. I know the oven is sup- 
posed to be wiped out regularly, but 
if you have ever cooked a steak under 
the broiler or a roast in an open pan, 


"When | build that dream house, I'm going to insist on having a blueprint which 


will show all the wiring . .. | want some additional outlets, too . 


wiring is in a tangle..." 


MARCH, 


. « my present house- 
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We have heard plenty about post-war 


planning from manufacturers, distribu- 


tors and dealers. What about the plans 


of the consumer to whom all this activity 


must, in the final analysis,. be directed? 


Here is a frank interview with a typical 


housewife who has been doing her own 


thinking about her home and electrical 


equipment 


By CLOTILDE GRUNSKY 


The Refrigeration Problem 


My refrigerator is great just as it 
stands. I’m going to be using more 
frozen foods after the war, I know, 
either of my own freezing or from the 
market and perhaps it would be well 
to have a fair sized storage cabinet for 
these, to tide over between the time 
they come into the kitchen and the 
time of use. Also I’d like to have 
essential instructions about care, such 
as defrosting intervals (or oiling if 
oiling is needed) or periodic cleaning 
of the machinery, stamped right into 
the box itself. In the same way I wish 
there were a date stamped on my 
vacuum cleaner which would indicate 
when it should be oiled. I cannot at 
this moment remember when I oiled 
it last, nor, for that matter, just how 
long it should be between oilings. If 
I get a washer, I'll certainly need such 
a memory aid. I know they give you 
booklets when you buy them, but I 
am not one of those who find it possible 
to keep them on hand. Besides, who is 
going to remind me when it is neces- 
sary to consult the booklets? 

While I’m about it, I might as well 
mention some appliances I’d like some- 
one to invent. How about a window 
washer, for instance? Also none of 
the floor polishers are really satisfac- 
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you will know that the brown coating 
which results is not so easy to wipe 
out. The sides of my oven are sup- 
posed to be removable, too, but it is 
pretty difficult to get them in and out. 
So I am apt to use the roaster, or 
“broil” the steak in a frying pan on top 
of the stove. This is one reason I 
haven’t much use for a glass oven door. 
It would brown up promptly and, 
though cleanable, would never look the 
same again. 

When it comes to the roaster, it 
would be nice if there were any way 
to tell the temperature in between 
clicks of the thermostat. I don’t quite 
trust the thermostat on mine, either— 
[ think the temperature runs a little 
under what is indicated. Perhaps it is 
because it is not so well insulated. 
Couldn’t the metal lid be padded in 
some way so that it doesn’t give off so 
much heat? I can put my hand on top 
of the stove when the oven is on, but 
tty it on the roaster! Otherwise, I 
think the roaster is fine. 

But to go back to the range. It would 


be a great convenience if there were” 


any way of installing an automatic 
control over top units, so they'd switch 


“Most people are going to want new designs and old stuff is not going to be worth 


much . 


to low after a given time and then turn 
off after, say, twenty minutes. You'd 
have to be able to change the adjust- 
ment of such a control, of course, to 
match the varying tasks. Perhaps this 
is just a daydream. 
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.. But you will have to tell me honestly what my old equipment is worth. . ." 


tory—or are they and I just haven't 
been introduced to one? No one ever 
tried to sell me one, but I could use it 
if I had it. Could a brush be attached 
to the vacuum cleaner and a weight 
added? There have been times when 


I’d have been glad to have an individ- 
ual cake baker—something not much 
bigger than a waffle iron to bake a cake 
right at the dining room table without 
heating up the entire oven. 

I still use gas for my water heating 
and for a floor furnace, but I’ve had 
lots of trouble with the pilot light—and 
in spite of what is said, I have the feel- 
ing that any pilot which is big enough 
to be safe, costs about $1 a month to 
operate. It seems to me there ought 
to be some electrical way to start the 
gas into flame whenever it is turned on. 
Wouldn't a spark do it? This wouldn’t 
have to be turned on between times 
of use—and on the other hand, would- 
n’t go out when gas pressure in fhe 
pipes is low. 


Our Wiring Puzzle 


There are several things I have to 
say about wiring, too. If or when I 
build that dream house, you’d better 
believe I’m going to insist on having 
a blueprint which will show all of the 
wiring. I live in an old house now, 
which has had so many changes made 
since the original wiring, that not even 
the original electrician, if he were still 
to be found, would know where the 
circuits run and which fuse controls 
which outlets. (I want another blue- 
print of the water pipes, too, but that is 
another story.) The fact that the son 
of a former owner was an amateur 
electrician didn’t help matters. When 
some remodeling was done a while 
back, I asked for the circuits to be 
traced and marked plainly on the fuse 
box. Well, they put down some cryp- 
tic remarks on the door of the panel, 
but none of my men folks can make 
head or tail of them—and we always 
have to use the trial and error system, 
with a scout to relay information as to 
whether or not that was the right fuse. 
We are none of us clear as to the size 
of fuse which is proper to use on the 
individual circuits, either. Some of 
the circuits are designed to handle 
heavier loads than others—but which 
ones are they at the fuse panel and 
what is the fuse size for each? Nobody 
in our house knows, with the result 
that I am sure most of our circuits 
have too large fuse plugs in them, I’d 
really like to have one of those trip 
switch panels, but have no_ idea 
whether or not they can be installed 
with old wiring and if so, how much 
they cost. Nobody ever tried to sell 
me one. 

In fact, I have never had anyone 
try to sell me anything in the wiring 
line. Both the contractor and the city 
inspector tried to argue me out of 
putting in extra circuits during the 
remodeling period. The city man was 
genuinely suspicious of my intentions 
and I felt made at least one extra in- 
spection after the job was all over to 
make sure I was not cooking in the 
wrong part of the house. I want some 
additional outlets and a back door light 
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"| hate above most things to be left standing for indefinite periods with no attention .. 
the war period we have all had to get used to a manpower shortage, but | still think something can 
be done about it..." 


right now, but I suspect I am going to 
have some trouble getting them put in 
even when the war is over. 

That remodeling experience, inci- 
dentally, was like things you read 
about. The wiring job was part of a 
general contract—and I kept warning 
the men who came out to look over 
the job that the housewiring was in a 
tangle. Most of them paid no atten- 
tion to the warning, making no real 
inspection of the premises before put- 
ting in their bids. The ones who did 
look into it, hardly thanked me, be- 
cause they had to charge so much for 
the job that somebody else got it. The 
man who did the work I am sure lost 
money on it. This same firm sold fix- 
tures and I felt it only fair to buy 
whatever I could from them to make 
up. But I had to go out of my way to 
get estimates from them—if I hadn’t 
bothered, they would have let me buy 
all the fixtures elsewhere without ever 
mentioning that they carried such ma- 
terial in their store. Later when I 
had an additional switch to put in, | 
asked them for an estimate. It seemed 
pretty high, so I got another from a 
different firm and finally had it in- 
stalled at about one-third the cost of 
their bid. I am not sure whether they 
were trying to make up for a loss on 
the earlier job, or whether they just 
didn’t want to handle it because they 


were sore at the whole situation. I 
haven't bothered to go back there 
again. 


Where | Will Buy 


I don’t know where I am going to 
buy the electrical appliances when I 
get them. I should like to deal with a 
neighborhood man, rather than to go 
to one of the big department stores, 
chiefly because I get more personal 
attention and can deal with someone 
who will know me if anything goes 
wrong and I need help. I tried to 
analyze the other day the reasons why 
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I deal with one store and not another, 
but it is not easy to put it down in 
black and white. Personalities have a 
good deal to do with it. I like to know 
a man and trust him. If he goes to my 
church, or I like his wife, or I know 
him as a good man in civic affairs, that 
helps. 


Must Trust Owner 


I know the store I’d buy from, if it 
were only in my community. Unfor- 
tunately it isn’t. I'd go there because 
I trust the owner. When it comes to 
electrical equipment, I realize that as 
a layman I cannot really tell anything 
about an appliance just by looking at 
it from the outside. I also know that 
although the tradename on the name- 
plate is a pretty good guarantee, one 
company may have an excellent wash- 
ing machine but a pretty poor refriger- 
ator, or vice versa. I believe this 
particular merchant is good business 
man enough to realize that the welfare 
of his customer is the important thing. 
He has a big store and he has made 
quite a bit of money just because he has 
been successful in the past satisfying 
people. Also he has the best repair 
department west of the Rockies, I do 
believe. I have an idea that he or his 
staff know the insides of most equip- 
ment and know how it works—which 
ones of them are good buys and which 
ones have hidden kinks in them which 
show up in service. Also if I should 
buy an appliance from him, I know 
he has the parts and the equipment and 
the specialists on his staff to take care 
of it. 

On the other hand, there is one 
store, in my own town, where I know 
I shall not trade. I was given an esti- 
mate of $19.85 on a vacuum cleaner 
repair job by them—and later had the 
same work done for $3.50. “They need 
it—they might as well pay for it”, 
seems to be this man’s motto. Well, he 
has made money during the war, per- 


. During 


haps, but he had better retire on it. 
He hasn’t built the kind of reputation 
which will make for post-war success. 


Must Trust Dealer 


I want to be able to trust the man 
with whom I deal. As a matter of 
fact, my attitude toward him is some- 
what like that of a patient to the doctor. 
I tell my needs and he prescribes from 
his knowledge the best thing to meet 
the situation. And if I need more help 
later, I can go and tell him my troubles 
and he will be genuinely interested in 
my problems and will help me to solve 
them. 

Do I want the store with which I 
deal to be artistic in finish and ar- 
rangement? Yes, of course, that helps 
—but chiefly I want it to look clean 
and shining and businesslike and suc- 
cessful. 


Nuts About Gadgets 


And here’s a tip to any dealer who 
wants to catch my interest. I am defi- 
nitely “nuts” on the subject of new 
gadgets. I used to wander into the 
household departments of the larger 
department stores occasionally, just to 
see what they had on display which 
might lighten the work of my kitchen. 
New peeling knives, milk dippers, 
measuring cups, were as interesting to 
me as a piece of news in the news- 
paper. And now that the promise of 
new things for the home has been made 
exciting by wartime developments, I 
shall be still more eager to see what 
turns up. Any dealer who kept a table 
of new items, whether electrical or not, 
and who occasionally displayed these 
in his window will have me dropping 
in occasionally just to see what’s going 
on. 
I like windows that have a touch of 
humor in them, too. There is one 


hardware store in our community - 


which each spring used to run a hat 
show, with a window display made up 
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of hats designed by individual employ- 
ees, using various items in the hard- 
ware stock as materials. I never failed 
to take it in. Since then I have gradu- 
ally become acquainted with the fact 
that this store is a good place to buy 
certain sorts of things. I am now what 
may be called a regular customer. An- 
other store had prominent men of the 
community design and execute table 
settings, some comic, some serious. 
These were shown in its windows on 
the floor of the store for a week. The 
display is still talked about occasion- 
ally. 

Then there is a furniture-electrical 
store which occasionally has breath- 
takingly beautiful windows, as lovely 
as the most stunning stage effects. | 
know more than one woman who goes 
out of her way to go past that store. 
And I am sure that each of them has a 
friendly feeling about buying things 
there. 


I Like Plenty of Attention 


Here’s another tip to dealers about 
me. I hate above most things to be 
left standing for indefinite periods with 
no attention. I know that during the 
war period we have all had to get used 
to a manpower shortage, but [ still 
think something can be done about it. 
I still remember with irritation one 
store which I entered just in time to 
see the attendant vanish with a cus- 
tomer (I presume) behind a curtain 
which divided the sales floor from the 
service department. I have no idea 
why they were closeted here for a half- 
hour or more—presumably there were 
terms or credit details which had to be 
extracted in privacy. And the clerk 
hadn’t seen me when he left. At the 
same time another man—I have an 
idea he was the head of the depart- 
ment—sat on his desk with his back 
to the store and talked on the tele- 
phone. It was a long conversation. 
And when he got through, without 
turning around, he dialed someone else 
and started on another long discourse. 
No one paid the slightest attention to 
me. I wandered about looking at 
price tags and opening refrigerator 
doors for a while—and then wandered 
out to take my trade elsewhere. 

Now I know I may be unreasonable. 
The curtained business transaction 
may have been important and goodness 
knows the store manager may have 
been saving his business from a hungry 
banker, but just the same, one or the 
other of them should have given me 
some indication of the fact that they 
had noted my presence and would do 
their best to be with me shortly. Why 
not have a window in the partition or 
curtain, so that the closeted clerk could 
keep his eye on the store? And why 
not telephone facing the store instead 
of looking the other way? If I had 
caught someone’s eye or had received 
any indication that someone was doing 
his best to get to the point where he 
could attend to me, I am sure I should 
have been more patient. 


Will I Pay Cash? 


Am I going to pay cash for my pur- 
chases? Well, maybe. I like the feel 
(Continued om page 78) 
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HAT there are three distinct and 
basic types of women from the 
psychological point of view, is the new 
and interesting approach to finding out 
what women want in electrical house- 
hold appliances after the war, upon 
which Dr. Ernest Dichter, well-known 
psychologist, based his recent market 
survey on household appliances for the 

Crowell-Collier Publishing Co. 

Through a series of case studies of 
women of different ages, educational 
and economic levels, Dr. Dichter found 
that women fall into one of the follow- 
ing three classifications : 

. The true housewife, whose interests are 
monopolized by her home. 

2. The career woman [or potential career 
woman), who hates housework. 

. The balanced woman, who either does both 
housework and outside work, or is capable 
of doing both. 

Dr. Dichter’s work on this project 
provides a new approach to the sale 

of electrical appliances. It includes a 

technique which is coming to play 

an increasingly important role in com- 
mercial research. The survey was 
broken down into three phases: First, 

Dr. Dichter made a preliminary study 

in which he arrived at certain basic 

psychological concepts. (These formed 
the foundation for a nation-wide inves- 
tigation to give statistical weighting 
and confirmation to his findings.) 
Second, the national sampling of home- 
makers along lines previously de- 
termined by Dr. Dichter was carried 
on by especially trained investigators 
in personal interviews. And, third, 
the tests were applied to the Woman’s 

Home Companion market specifically 

by conducting the same investigation 

among Companion “Reader-Reporters” 

—a panel group of 2,000 readers, con- 

stituting a cross-section of the total 

readers of the magazine. 

The national sample totalled 2,467 
—the Companion Panel, 2000. Inter- 
views were distributed geographically 
in about the same proportions from 
New England to the Pacific. It was 
broken down by size of city, by in- 
come, by marital status, by age groups, 
in addition to the breakdown by psy- 
chological types. 

Dr. Dichter’s study indicated that a 
woman’s attitude toward housekeeping 
appliances cannot be separated from 
her attitude toward homemaking in 
general, and for that reason the char- 
acteristics of the three type of women 
should be understood. 


The True Housewife Type 


He found that from the psychological 
point of view housekeeping is the 
dominating interest of the true house- 
wife type (51 percent of the national 
sample and 17 percent of the Compan- 
ton sample). She not only takes pride 
in maintaining a comfortable, well-run 
home, but wants to prove, consciously 
or subconsciously, that she is indispen- 
sable, and that no one else can take 
over her job. She has little desire 
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Know Y our 
WOMEN! 


There are three distinct psychological types 
of housewife, according to a recent exhaus- 
tive survey by Dr. Ernest Dichter for the 


Crowell-Collier Publishing Co. 


From an ap- 


pliance selling standpoint get to know (1) 
the true housewife (2) the career woman 
type and (3) the balanced woman type 


By ANNA A. NOONE 


for a position outside the home. 

Her reaction to appliances is mixed. 
She appreciates their advantages, but 
is inclined to be skeptical. In extreme 
cases she may even fear they will 
usurp her own functions or render 
unnecessary the old-fashioned way of 
doing things that has always suited her. 
This reluctance to accept new devices 
has to be combatted. It may lead to 
resentment and unreasonable fault-find- 
ing. 


The Career Woman 


The term “career woman” does not 
mean that these women are all job- 
holders. Many have never worked, 
but they feel they would be happier if 
they were not “imprisoned” in their 
homes—they do not believe a woman’s 
place is primarily in the home. They 
perform household duties under pro- 
test, and feel they are wasting their 
energies and talents. They represent 
only 11 percent of the national sample 
and 8 percent of the Companion Panel. 
This state of mind is particularly sig- 
nificant for anyone who would sell 
such a woman appliances, because her 
demands and expectations are apt to 
be unreasonable and unrealistic . 
What she really wants is to be able 
to press a button and presto, find all 
the housework done. Her attitude 
is best exemplified in her own words. 
One woman said, for instance: 


want a mechanical maid—a 
robot.” Another, “I hate housework. 
I’ve always hated it, and can never 
remember feeling any different.” And 
still another: “I think housekeeping a 
horrible waste of time. If my family’s 
meals and laundry could be taken care 
of by a competent person I would be 
delighted to go out and get a job.” 

The attitude of. the career women 
is not a healthy one. While they buy 
modern appliances, they are not the 
ideal type customer and need a good 
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deal of education in their use. Fortu- 
nately they comprise the smallest group 
among the nearly 2500 women ques- 
tioned. 


The Balanced Type 


The balanced type stands midway be- 
tween the two extremes and is ideal 
from the market standpoint. She has 
a realistic attitude toward mechanical 
appliances, accepts the help they can 
give, but does not expect the impossible. 
This group is the easiest to sell, and 
represents 31 percent of the national 
sample and 74 percent of the Com- 
panion Panel. 

Since the balanced woman repre- 
sents the market with the greatest 
future potential, the appliance manu- 
facturer should try through advertis- 
ing to make more women aware of the 
desirability of belonging to this group. 
He can help educate them to the idea 
that it is possible to have outside 
interests without forfeiting the well- 
being of home and iamily, and make 
them realize that the art of good home- 
making—as distinct from good house- 
keeping—should be the goal of every 
normal woman. 

Fortunately, this group is on the in- 
crease. A whole new generation of 
women is being educated to do work 
outside the home; an increased desire 
for emancipation is evident; the at- 
tractions of modern living—magazines, 
books, radio, movies, sports, are in- 
centives to free time. 

Merchandise should be designed and 
presented to appeal to these women who 
want not only time and labor saving 
devices, but those which will make 
her home more individual and livable. 


Preference for Household Tasks 


It was found that all but a very few 
women do at least some of their own 
cooking, dishwashing, cleaning and 
dusting, shopping, sewing and mending. 
Washing and ironing was also done to 


a large extent (60 percent do all and 
25 percent do part) but household 
linen is more generally sent out. The 
things women like to do best are cook- 
ing, shopping and sewing—in that 
order. The chore they dislike most is 
dishwashing, with ironing running a 
close second. 

In answer to the question “Do you 
like to use mechanical appliances in 
your housekeeping, 97 percent of the 
total said yes. The reasons why given 
were “makes work easier” —74 percent ; 
“saves time’—42 percent; “more 
efficient”—22 percent; and “more 
sanitary”—3 percent. 

Ninety-four percent said they have 
had satisfactory service from the appli- 
ances they own—less than a half-of- 
one-percent said “no.” 

Eighty-four percent said they have 
always had adequate instructions as to 
how to use their appliances. Of the 
small number who answered “no”, 62 
percent said they would like to have 
more demonstrations, and 33 percent 
said they’d like instruction books. 


Refrigerators 


Seventy percent of the national 
sample said they own electric refrig- 
erators; and 84 percent of the Com- 
panion Panel. The average age of these 
refrigerators was six years; the aver- 
age size was 6 cu. ft.; 94 percent said 
their electric refrigerators give satis- 
factory service. 

Thirty-two percent of the total 
women plan to buy new refrigerators 
when they are available, and by psy- 
chological groups, 33 percent of the 
housewife type said. yes; 32 percent 
of the balanced type said yes; and 57 
percent of the career type said no. 
The answers of the career type women 
are characteristic of this group—they 
will be harder to sell than either of the 
other two types. 


Ranges 


Only 15 percent of the national 
sample own electric ranges—and 22 
percent of the Companion Panel. The 
average age of these ranges is 5 years, 
and 87 percent of them are giving 
satisfactory service. Thirty-three 
percent of the total said they were 
going to buy a new range after the 
war, and 14 percent of them said they 
would buy an electric range. 

“Give us a range that is easy to 
clean,” was the plea heard most often 
to a question asking for improvement 
suggestions. Next most pressing thing 
is concerned with the height of the 
range—‘We want a higher oven to 
avoid stooping,” was repeated again 
and again. Following these two out- 
standing requests, the other items most 
in demand are: deep well cookers, 
better insulation to prevent loss of heat 
in cooking, as well as heating up the 
kitchen; and automatic heat control. 
They want more burners, and more 
space between them; more work space 

(Continued on page 76) 
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Net effect of the FCC proposals as far as television broadcasting is concerned is to preserve the status quo. 

Virtually all the Radio Technical Planning Board recommendations are followed. The new experimental band 

will provide an opportunity for continued research in both detail and color and new sets, incorporating these 
improvements, may make their appearance without necessarily absoleting those already on the market. 


HE Federal Communications 
Commission recently proposed 


new allocations for all radio fre- 
quency services above 25 megacycles 
(roughly, half the radio spectrum), 
which have aroused considerable inter- 
est in the trade as to their eventual ef- 
fect on markets in such newsworthy 
fields as Frequency Modulation, Tele- 
vision, Facsimile and Citizen’s Radio 
Communication (walkie-talkie, etc.). 
It should be understood first that the 
commission’s proposals, which fol- 
lowed closely the recommendations of 
the Radio Technical Planning Board, 
are not yet law. A final meeting was 
to be held late in February, which we 
cannot report on at the time of going 
to press, for the purpose of hearing any 
objections the new allocations might 
bring forth in radio engineering and 
other industry circles. Informed 
opinion has it, however, that the new 
proposals will suffer little change as a 
result of the hearings and may well be 
considered as law insofar as the gov- 
ernment is concerned. For the pur- 
poses of this article, therefore, we shall 
consider them as such and proceed to 
an analysis of what they mean from the 
standpoint of the radio manufacturer, 
distributer and dealer, as well as to 
the ultimate consumer of the product. 


The New Allocations 


In the first place, the proposed new 
allocations affect only that part of the 
radio spectrum from 25 to 30,000 mega- 
cycles. Straight broadcasting and 
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other services which occupy the lower 
frequency bands is not affected in 
the present proposals, but will be 
dealt with in a separate report later. 
Biggest change was the shifting of 
FM (frequency modulation) from the 
42-50 mc. spot to 84-102 mc.—a change 
which critics of the proposal assert 
would make some 500,000 FM sets in 


use at present obsolete. Some indus- 
try engineers believe that there are no 
more than 100,000 sets in use which 
can really be classified as FM. The 
FCC point of view is that the change 
will guard against interferences be- 
tween FM stations. The industry, es- 
pecially the broadcasting group, feel 
that the proposed frequency allocations 


FEDERAL COMMUNICATIONS COMMISSION 
PROPOSED RADIO FREQUENCY ALLOCATIONS 


Location 
Type of Service No. of Channels Channel Width (Mc) 
Frequency Modulation 
(Commercial) 70 200 ke 88-102 
Frequency Modulation 
(Educational) 20 200 ke 84-88 
Television (Commercial) 12 6Mc 44-50 
54-84 
180-216 
Television (Experimental) 480-920 
Television (Relay) 1225-1325 
Facsimile (Commercial) Any FM Channel 200 kc 84-102 
(simplex) 
Facsimile (Experimental) -—— —— 470-480 
Citizen's Radio Communication 
(Walkie-Talkie) 460-470 


Other proposed new radio freq y all 


police, fire service, forestry, utilities, special emergency, provisional, geophysics, railroads, 
general mobile, rural telephone, industrial and medical, relay systems, fixed public services, 
coastal ship, relay broadcast, studio transmitter and development broadcast, 


were assigned for aviation, amateur, 
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A brief look at the changes 
which will take place if the 
proposed new radio fre- 
quencies assigned FM, tele- 
vision, facsimile and citi- 
zen's radio communication 


become law 


LAURENCE WRAY 


will in some instances reduce the cov- 
erage of individual FM stations. It 
should be pointed out, however, that 
even the industry realizes that the FM 
band was due for expansion regardless 
of the present FCC move, which would 
have had the effect of obsoleting exist- 
ing FM receivers in any event. In- 
cidentally, it would be technically pos- 
sible to salvage FM sets following the 
change in frequency allocation, but it 
would be economically unfeasible in 
most cases, according to the experts. 
At present FM transmitters use a 
200-kilocycle wide channel and 35 
channels are assigned to the services. 
The width of the channel is an assur- 
ance of high fidelity in reception and 
the commission resisted some attempts 
to reduce the channel to 100 kc. The 
present 35 channels, however, are in- 
creased in the commission’s proposals 
to 90, 70 of them in the commercial 
broadcasting bracket and 20 in the edu- 
cational. This leaves room for future 
expansion in the FM spectrum which 
may be utilized as the need arises. 


The Television Picture 


The net effect of the FCC proposals 
as far as television is concerned is to 
preserve the status quo. Virtually all 
the Radio Technical Planning Board 
recommendations were followed. For 
months controversy has raged within 
the industry concerning the best place 
in the spectrum for television bands. 
One group favored ultra-high frequen- 
cies, another for frequencies below 300 
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Proposed change in Frequency Modulating broadcasting from 42-50 megacycles to 84-102 megacycles will re- 
sult, in the opinion of many, to the obsoleting of some 500,000 FM sets in use at present. Some industry en- 
gineers, however, claim there are no more than 100,000 actual FM sets in use and point out that the FM band 
in the spectrum was due for expansion anyway. Above is an FM circular antenna; M. W. Scheldorf, G-E en- 

gineer, is examining it. 


me. The commission retained the 
present frequencies for commercial 
broadeasting—12 channels below 300 
me., but proposed a new channel at 
480-920 mc. for experimental purposes. 
In effect, the commission took cogniz- 
ance of the very great possibilities for 
improvements in both detail and color 
and assigned the additional band in 
order that expansion may take place 
there when improvements make them- 
selves manifest. Experiment and re- 
search will continue to play an im- 
portant part in the television picture. 
The new experimental band will mean 
that the scientists in charge of tele- 
vision improvement and perfection will 
not be held down in design by lack of 
channels and a place in the spectrum; 
it will also mean that new and im- 
proved sets, probably costing more, 
may make their appearance in the 
distant future, but will not necessarily 
obsolete the sets on the market. 

What the FCC proposals mean, 
when they are nailed down, is that the 
television market gets the green light; 
it can go ahead with assurance that 
the obsolescence factor will not be ser- 
ious for many years to come. Further, 
the settling of the television band in 
the lower frequency spectrum with 12 
channels will be ample to cover the 
major cities and marketing areas of the 
country from which television is ex- 
pected to get its biggest play. When 
the time comes for a truly nation-wide 
television network, higher frequencies 
may be allocated commercially. 
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Facsimile Broadcasting 


Little heard of since the war began, 
facsimile (transcription of news, pic- 
tures, etc., by radio) popped up again 
with the FCC proposals. Facsimile 
transmission is to be permitted any FM 
channel, and in the 84-102 me band. 
Facsimile transmission will, however, 
only be permitted when the band is 
not being used for FM sound, trans- 
mission. Both cannot occupy the same 
channel at the same time. If the 
dream of having your morning news- 
paper delivered via radio comes true, 
however, this should prove no diffi- 


Most famous civilian shown using citizen's radio commission (Motor- 
ola “Handie-Talkie") is Winston Churchill, Britain's Prime Minister, 
while in Fort Jackson. New FCC proposals, in addition to assigning 
new band (460-470 mc.), also made it possible for practically any 


civilian to obtain a license to operate in the channel. 


culty, because FM sound would not 
likely be in use all night. 


Walkie-Talkie Boom? 


Next to FM and television, the com- 
mission’s proposals made the most 
news in the field of a comparative un- 
known to commercial radio broadcast- 
ing—Citizen’s Radio Communication, 
as it is stiffly known to the moguls of 
the FCC. In the war, however, 
movies, newspapers and pictures have 
made the public more than conscious 
of the important contribution that the 
“walkie-talkie” has made in speeding 
communication. 


Radio Corp. 


he pointed out. 


one more additional television channel. 


500,000 FM SETS WILL BE OBSOLETED 
McDonald Says 


The Federal Communication Commission's proposal to shift FM broadcasting 
bans will result in the obsoleting of 500,000 FM radio sets now in use, according 
to a recent statement by Commander E. F. McDonald, Jr., president of Zenith 
In addition, he said, the change will delay post-war expansion of 
FM broadcasting so much that it will cost thousands of workers their jobs and 
hinder post-war employment. These 500,000 FM sets are the latest and most 
expensive models owned by the public, which paid more than $50,000,000 for them, 


Only argument for moving FM is that in the present ban stations might be sub- 
ject to and cause some interference, he said. Yet it is proposed that television, 
which is far more subject to interference than FM, be left in this portion of the 
spectrum, and that 30 existing FM channels be sacrificed to make room for just 
In 1944, he continued, the Radio Techni- 
cal Planning Board considered the question of interference and recommended, by 
a vote of 24 to |, that FM be permitted to remain where it is. McDonald further 
asserted that engineers of General Electric, Stromberg-Carlson and Zenith, whose 
companies have had the longest experience in FM set manufacture, feel that it is 
a mistake to move the FM frequencies and that Major E. H. Armstrong, FM 
inventor, said the present range is satisfactory from an interference standpoint. 
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Assigning Citizen’s Radio Com- 
munication to the 460-470 mec portion 
of the spectrum was only part oi the 
commission’s proposal. More impor- 
tant, they made it possible for practi- 
cally any civilian to obtain a license 
to operate in the channel. About all 
he has to do is to get in touch with the 
commission, tell them he has read the 
laws governing the operation of civil- 
ian’s radio communication equipment, 
and receive a license. The walkie- 
talkie, of course, is the best known of 
the applications for this short-range 
(4-5 miles) equipment and potentially 
would provide the greatest market. By 
its very nature, however, it would be 
most practicable in the rural areas of 
the country where the possibility of 
interference would be minimized. In 
the more crowded metropolitan areas, 
one has only to use a little imagina- 
tion to foresee the confusion that would 
arise with thousands of people using 
personal broadcasting sets over the 
same wave-lengths at a given time. 


All in all, the FCC proposals, while 
causing some pain in some quarters 
of the industry, would appear to have 
been presented in a spirit of adhering 
to sound, well thought out engineering 
principles. No plan in such a complex 
field as modern radio and communica- 
tions could be expected to satisfy 
every branch of the industry and the 
present ones, in the opinion of in- 
formed observers, have avoided any 
discernible political implication or bias. 
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A DEALER LOOKS AT 


Home Business 


Over-optimism should have no place in 
our thinking, he says, citing the lack of 
proper sales planning, the problem of in- 
creasing frozen food production volume, 


locker plant storage facilities, and the 
housewife's reaction to methods of food 
preservation and storage in the home 


By C. M. DAVIDSON 


Davidson & Co., 


Miami, 


RECENTLY returned from a 

swing through the east and middle 

west where [ discussed post-war 
products and problems with some 
manufacturers, distributors and power 
companies. Before I leit on this trip 
I was greatly impressed with the post- 
war sales possibilities of the home 
freezer. I did not gain this enthusiasm 
over night. I have been vitally inter- 
ested in frozen foods for many years 
and hold one of the early United States 
patents on a method of freezing food 
products. On the other hand I do not 
claim to be an authority on such 
matters. 

What I saw and heard on this trip 
considerably dampened my home 
freezer enthusiasm. Therefore, I de- 
cided to study the problems I encoun- 
tered, dig for some facts and figures 
and then attempt to make a new analy- 
sis of the subject. 

I don’t like the opinions I have 
reached. I wish they were just the 
opposite, but I have been complimented 
by prominent economists on an “un- 
usual willingness to let your analysis 
carry you to any conclusion which 
seems warranted.” Of this I am reas- 
onably certain. Definite facts and 
figures will soon be published by re- 
liable publications which will sub- 
stantiate some of my opinions. 


1,000,000 Units in Two Years 


Those with whom I discussed home 
freezer sales possibilities can be placed 
in three classes: 1. Those who doubted 
the home freezer had any sizable post- 
war sales possibilities; 2. Those who 
were fairly optimistic; 3. Those who 
were very optimistic. The very opti- 
mistic talked about selling two million 
units in two years after production is 
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resumed. The fairly optimistic talked 
of selling one million units in this 
same period. My analysis will be based 
on the fairly optimistic estimates or 
the sale of one million freezers in two 
years. 

Before we start this analysis we 
must arbitrarily determine the number 
of pounds of frozen foods the average 
home freezer owner will consume per 
week. These figures are obviously 
guess work and the guesses vary as 
widely as the sales estimates. The 
pessimists thought about four pounds 
of vegetables and fruits and a similar 
amount of meats, fish, etc., making a 
total of eight pounds. The optimists 
thought 12 pounds of vegetables and 
fruits and 10 pounds of meats and fish 
or a total of 22 pounds per week. Most 
all agreed that there would be little 
use for anyone to purchase a home 
freezer if they didn’t use at least 8 to 
10 pounds of frozen foods per week. 
You can make your own guess on this 
consumption problem, but for my pur- 
pose I will use the low guess of 8 
pounds per week. I am in full accord 
with the thought that people who would 
use less than 8 pounds per week are 
poor home freezer prospects. 


Food Production 


Proceeding on this basis, if we sell 
one million additional home freezers in 
two years, we will have to increase 
frozen food production 416 million 
pounds during this same period of time 
to make 8 pounds of frozen foods per 
week available to these new home 
freezers. Frozen food production is 
now at an all time high yet there is a 
scarcity of most items. Some of this 
production is going to the armed forces 
and lend lease, but retail and com- 


mercial civilian consumption would 
absorb the present entire production 
if it were available. 

Therefore our first question is: Can 
the frozen food industry expand suffic- 
iently in two years to increase produc- 
tion 416 million pounds? Some say 
this is impossible, but I am inclined to 
think it might be possible. Now we 
reach the real determining factors in 
this problem. The production of 
frozen foods is not accomplished 
throughout the entire year. A twelve 
months supply of fruits and vegetables 
must be frozen in the three to four 
months the fresh fruits and vegetables 
mature. Fish and poultry freezing is 
seasonal and even the freezing of cut 
meats is seasonable. Thus the 416 
million pounds must be actually frozen 
in a relatively short time and stored in 
low temperature freezers for orderly 
distribution throughout the year. 

At the present time freezer space is 
87 percent occupied. That is about 
the peak as 10 to 15 percent is usually 
unoccupied because stocks are moving 
in and out. A considerable amount, of 
our freezer storage space has been 
taken over by the government. It is 
likely to be held until the war is en- 
tirely over and the eventual release 
might require two years as the food 
stocks could not be dumped without 


breaking the markets. Moreover, these 
stocks are mostly meats, butter, eggs, 
etc., which must move through the 
established wholesale and retail chan- 
nels before they would reach the con- 
sumer. In other words, they are not 
stocks which, if and when released, 
would provide much fodder for the 
home freezers. Even when the gov- 
ernment held freezer space is released 
there is not, in my opinion, sufficient 
freezer space available to store any- 
thing like 416 million additional 
pounds of frozen food nor do I believe 
that it is possible to construct sufficient 
additional commercial cold storages 
within two years to provide the neces- 
sary facilities. 


Can Industry Do the Job? 


The refrigeration industry might 
provide the necessary equipment to in- 
crease the production capacity, but it 
would be a Herculean task to provide 
both the machinery for increasing pro- 
duction and for the additional storage 
facilities. If this gigantic task could 
be accomplished it would require the 
investment of millions of dollars. Thus 
we are faced with two questions: (1) 
Can the industry secure sufficient 
physical equipment to increase produc- 
tion and storage facilities to meet this 
assumed demand?; (2) If the equip- 


EDITOR'S NOTE 

Mr. Devidsen makes the polut, emong others ln the accompany» 


on 
assumption that home freezer seles should reach ene million salts 
in the first two post-wer years, he deduces that the production 


ef frozen foods will have te be increased 414 million pounds dur- 


Ving this same period of tie, Wille edmitting that this Is possible, 


be expresses doubt thet # cen be done. However, Deneld Berr, 
vice-president of Birds Eye Snider, inc. (division of General Feeds, 
Inc.), in Y. Times Jan. 2, 1945, poirts ost thet production of 
frozen foods in 1944 approximated 600,000,000 pounds, compered 
with 450,000,000 pounds la 1943 and 250,000,000 pounds in 1941. 
These production Increases were made despite poor crops in 
some sections of the country, manpower shortages, material 
shortages, etc. Te increase frosen food production by 416,000,000 
pounds is two-yeer peried meens 208,000,000 pounds increase 
in @ year—roughly one-third of the 1944 production record. in 
is post-war with ample manpower and materials this should net 


Z prove fo be in any way difficalt, according to company executives, 


whe see even normal expansion of frozen food production exceed- 


oe ing those figures. 
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“Have the things kids like to eat at home .. . The home freezer provides storage for ice-cream in bulk containers and its much cheaper purchased in such 
quantities. Siphon bottles, top milk or cream, and chocolate or other syrups provide the necessary ingredients for the best ice-cream sodas—and the chil- 
dren get a kick out of making their own.” 


ment is available will the industry be 
able to raise this money and if so will 
they be willing to make the necessary 
investment to build these facilities on 
the mere guess work that one million 
home freezers will be sold in the two 
years after production is resumed? 
My answer to the first is—I doubt it. 
To the second—NO. 

There may be those who will con- 
tend that many people will grow, pre- 
pare and freeze their own vegetables, 
fruits, fowl and meats. The genuine 
farmer will, of course, but the back 
yard gardeners will mostly go out with 
the end of the war. Those who hang 
on will find it cheaper and far less 
work to purchase standard brands. 
Furthermore the flavor and keeping 
qualities will be far superior to most 
home packs, 

While these may be the most im- 
portant problems they are not the only 
ones. The retail meat dealers are 
threatening to boycott the meat dis- 
tributors who sell to the locker plants. 
The meat cutters’ union is naturally 
opposed to the sale of cut, frozen meats 
for it will put them out of a job. I 
have heard this problem shrugged off 
with the statement that if the public 
Wants cut frozen meats the union won’t 
be able to interfere, but it seems to me 
that the meat cutters’ union is in a 
stronger starting position than Petrillo 
was with his musicians’ union and he 
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seems to be doing pretty well even 
though the general public, congress 
and the President of the United States 
don’t seem to like it. This has resulted 
in confusion in the meat industry as to 
if, how, what and when frozen cut 
meats will be available to the public. 


Lack of “Planned Selling” 


One of the most distressing things 
to me was the seeming lack of “plan- 
ned” selling programs on the part of 
the home freezer manufacturers. There 
was, for the most part, evidence of 
ample engineering preparation. Home 
freezers which would maintain a below 
freezing temperature for four days 
after a current interruption (without 
current). Mechanically some of the 
home freezers were beyond my ex- 
pectation, but right here you can place 
a large period. 

I believe that I can best illustrate 
the seeming lack of “planned” selling 
by this comparison. In one manufac- 
turing plant I talked to the man in 
charge of home laundry equipment. He 
showed me layouts of post-war auto- 
matic laundries. All of these were on 
the first floor of the residence in a 
separate room, but in combination with 
the kitchen, or some other room. He 
explained that they had been trying 
for ten years to get home laundry 
equipment out of the basement or 
garage because experience had taught 
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them that owners do not have pride 
of ownership in home appliances per- 
manently located in the basement or 
garage, and fail to give them good 
care. When Mrs. Doe will exclaim 
to all her friends, “Come see my new 
automatic clothes washer, drier and 
ironer”, we will have pride of owner- 
ship. But one just doesn’t invite one’s 
friends down in the basement to see 
these appliances for basements as a 
rule are pretty dismal looking affairs 
and we would rather our friends didn’t 
see them. Relegate any home appli- 
ance to the basement or garage and 
you lose our greatest selling incentive 
—Keeping up with the Joneses. 

Many manufacturers have been or 
expect to work along these lines and the 
plan shown me by this man was one 
of the impressive parts of my trip. To 
my way of thinking this “get the home 
laundry equipment out of the base- 
ment” is a swell, progressive idea. It 
shows plenty of sales planning and I 
believe it will appeal to lots of pros- 
pective purchasers. 


Basement or Kitchen? 


Later I talked to a man in charge of 
home freezers. Mechanically it looked 
swell, but it didn’t seem to fit into any 
room in the house. I asked where they 
expected the home freezer to be placed 
and he replied, “Why in the basement”. 
When I asked why he seemed some- 


what startled and answered, “that the 
basement was where people put them”. 
I related the story I heard from the 
home laundry man who has been fight- 
ing for ten years to get his equipment 
out of the basement and said it seemed 
to me that they were deliberately plan- 
ning to push this new product into the 
basement where, if the home laundry 
man was correct, it could not hope to 
receive pride of ownership. He replied 
that the program I referred to was for 
new homes and that they could not get 
production by merely selling to new 
homes. I contended the place for the 
home freezer was in the kitchen or a 
room adjoining the kitchen. He stated 
that there wasn’t room to put the 
freezer in a large majority of the al- 
ready constructed kitchens and sales 
would be limited. I agreed that this 
was correct IF manufacturers main- 
tained their present exterior designs, 
but it was not true if the exterior 
design of the freezer was such that it 
could REPLACE something in the 
kitchen like a base cabinet, work cen- 
ter or even a center table. Of course, 
the center table idea is extreme, but 
I can’t for the life of me see why the 
home freezer can’t be designed with a 
flat, divided, lift lid, work top so that 
it could teplace some present fixture. 
Moreover, in a new house with 
available space it would serve two 
(Please turn to page 72) 
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Asserting he is no salesman, Henry E. Spire admits to being a fair ordertaker and 
delivery boy—"and maybe also a careful buyer. In any event, in a normal year he 


places 200 refrigerators, 75 ranges, 150 washers, and 240 sizeable radios. 


The new home of Spire Electric, built in 1940, is thoroughly 


snipe @ 


modern, its curved glass front presenting the entire sales floor 


as an attractive window display. 


*s one of the very few new lines first introduced as a wartime measure to boost 
“ar volume during this period. Displayed near entrance, early paint sales 
Breakfast sets, another wartime addition, also show a fair turnover. 


This model store has fluorescent 
lighting and air conditioning. 


Originally opened strictly as an appliance center, Spire tries hard to maintain that 
atmosphere during the war. Here, Jacob Crawford, all-around handyman, closes @ sale 
on a sink, a department which has been greatly expanded during the past two years. 


Low-Pressure 


Not only in wartime, but when appliances are 
plentiful, Spire Electric at Hummelstown, Pa., believe 
in gaining the confidence of the customer first 


By LANSDELL ANDERSON 


PIRE ELECTRIC, Hummels- 
S town, Pa., is one of the out- 

standing retailing establishments 
in the appliance field in this country. 
This is the outspoken opinion of one 
of the largest manufacturers in the 
business. 

Thoroughly modern in design, this 
model store is complete with many of 
the trimmings slated for the store of 
tomorrow. The well-arranged sales 
floor is strikingly fronted by curved 
glass, thereby presenting the entire 
stock on this floor as an attractive win- 
dow display to sidewalk and street 
traffic. Naturally, it has an efficient 
fluorescent lighting system and pleas- 
ant air conditioning. The artistic sign 
above the windows is unusually promi- 
nent—you can’t miss it. Drop this 
store smack into the center of the 
swanky shopping section of any city 
and it assuredly would command its 
full share of consumer attention. 

Hummelstown, Pa., a town of 3,000 
population, is located about ten miles 
east of Harrisburg. Not only is this 
appliance center located in a small com- 
munity, but on snap appraisal the sur- 
rounding trading area does not appear 
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to offer an especially fat sales potential. 
The only nearby town on the same 
main lughway is Hershey, three miles 
away, with 4,000 population. And 
Hershey has a progressive department 
store of its own, one which gives elec- 
trical appliances a good play. 


Opened In 1940 


Opening this new store in 1940, as a 
General Electric independent retailer, 
Henry Spire cleared three carloads of 
GE refrigerators that year along with 
75 ranges and 150 washers. The radio 
department billed 240 radios—‘models 
big enough to really call radios”—and 
a raft of small sets. That was about 
the average pace during pre-freeze 
years and everything else in the store 
moved in like proportions. He car- 
ried a complete line, including all table 
appliances. 

The store today, despite the scarcity 
of electrical products, still retains the 
air of an appliance center. Paint (De 
voe and Kem-Tone) is one of the very 
few lines introduced as a wartime filler. 
Breakfast sets is another. Sinks 
(Porta-Bilt) were sold before the wat 
but lately he has expanded this dep tt- 


MERCHANDISING 


ment b 
line on 
times. 

ried a 
barely 

combin: 
that ree 
which } 
Twelve 
service 
couple 

counter 
partme1 
popular 
come it 


Befo: 
“Some 
operati: 
mits—y 
paid st 
him de 
here’s 

Shor 
he set 
home, t 
ing on 
of refr 
opened 
asa GE 
set up 
above t 
middle 
fine ne 
ond al 
Pennsy 

By 
stown 
to plan 
extrem 
electric 


4 
The lar 
service 
>. 
* a | 
™ 


tential. 
e same 
e miles 

And 
artment 
es elec- 


40, asa 
retailer, 
loads of 
ng with 
he radio 
“models 
is about 
re-freeze 
he store 
He car- 
all table 


scarcity 
tains the 
int (De- 
the very 
me filler. 

Sinks 
the war 
s deptt- 


Ising 


The large repair department at rear is well equipped for the work of Dick Seibert, ace 
service man. Before war, Spire operated department at “healthy” loss, principally due 
to his easy-going service policy, but considered it good business. 


ment because he finds it an excellent 
line on which to concentrate in these 
times. Before Pearl Harbor he car- 
ried a very small stock of records, 
barely sufficient to swing the sale of 
combinations. Now he has increased 
that record stock to a $750 inventory 
which he turns over four times a year. 
Twelve feet of display racks, self- 
service type, along the wall plus a 
couple of shelves behind the cashier 
counter neatly wraps up the whole de- 
partment. He’s as well posted on the 
popular hits as the bobby-soxers who 
come in to buy them. 


Spire’s Background 


Before checking into any of Spire’s 
easy-going merchandising methods— 
“Some of the boys swear my way of 
operating here is all screwy,” he ad- 
mits—which nevertheless seems to have 
paid surprisingly heavy dividends to 
him despite his countryside location, 
here’s a thumbnail sketch of Henry E.: 

Shortly after high school, in 1927, 
he set up a small radio shop in his 
home, then moved into a garage build- 
ing on a back street and added a stock 
of refrigerators. Two years later he 
opened a small store on Main Street, 
asa GE retailer, and after his marriage 
set up housekeeping in the apartment 
above the store. In 1934—right in the 
middle of the depression—he built a 
fine new home, rather large, the sec- 
ond all-electric home constructed in 
Pennsylvania. 

By 1940 his business had so out- 
grown the original store he was forced 
to plan this new one. Above it are two 
extremely attractive apartments, both 
electrically equipped. 


A nut on fishing, Henry feels down- 
right cheated if he can’t get away for 
a winter month’s angling on southern 
waters. During the summer he slips 
away from the store for an aiternoon 
or two every week when the fishing is 
hot at some nearby stream. In due 
time he’s going to own a cottage along 
the Chesapeake Bay and troll for 
striped bass there from his own cruiser 
—or else! “It never pays to let any 
business run you ragged,” according 
to Henry’s philosophy. 

He may sound like an easy-going 
character but he is hard-headed enough 
to invest in a retirement plan which 
will assure that cottage and cruiser. 
And before the appliance industry re- 
ceived the freeze orders he was fore- 
sighted enough to lay in a stock that 
jammed his display floor to the limit, 
crowded the store’s basement solid to 
the ceiling, and completely filled a large 
stone building, at the rear of the store, 
a small part of which normally was 
used for warehousing instead of the 
basement. The last of the stock to 
arrive overflowed into several private 
garages quickly rented in the emerg- 
ency for storage purposes. 


Spire's Selling Methods 


How does he sell? Harrisburg, with 
nearly 100,000 population, is only ten 
miles away. Plenty of large aggressive 
merchandising outfits there, too. What 
kind of promotion does he swing to 
counter that city competition? What 
sort of a service department does he 
run and what is his policy on repairs? 
How about his charge system? Does 
he lose any money on these accounts? 

(Continued on page 170) 
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Everyone lends a hand when the service load jams this department. Here, Crawford 
polishes a refrigerator door he repainted. Spire, who entered sales end of appliance 
busines after start as a radio serviceman, also knows all the angles of the repair game. 


"Never let the customer down on service” is leading motto of this concern. Repair parts 
stocks today receive more attention than merchandise on sales floor. ‘Vhis dealer's 
excellent standing with distributors assures him favorable break on all parts available. 


Currently inventoried at $750, the record stock is turned four times a year, with chief 
thanks due the town's younger set which goes strong for the latest popular hits, giving 
the single player on counter a heavy run almost every afternoon. 
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"Selling Up’ 


Washer Service Jobs 


When Grotemat’s Wife-Saving Sta- 
tion, 420 S. James Street, Ludington, 
Mich., brings in a washing machine for 
repair and gets the machine all apart 
Roy Grotemat, owner, makes note of 
all the worn parts. Work on that job 
is then halted for the moment. Mr. 
Grotemat telephones to the owner of 
the washer, tells her that the machine 
has been torn down and that a num- 
ber of worn parts have been discovered. 
He asks the owner if he may make a 
trip to her home and show her the 
worn parts. 

Tn most cases the answer is “yes,” 
aud in a number of instances Mr. 
Grotemat gets an order to put that 
washing machine in good condition. 
This sort of sales procedure often 
changes a, $5 repair job into a $25 one, 
says Mr. Grotemat. 


Service Must be Sold 


Service needs to be sold. Mr. Grote- 
eit is a firm believer in this policy. 
it las paid him well. With a three 
man service organization in a town of 
8700, Mr. Grotemat does an annual 
repair business of about $18,000. Be- 
cause of this service volume, he has 
heen able to make a neat profit during 
wartime. 

“What do my men do when I go out 
aud show the worn parts to a washing 
machine customer?” asks Grotemat. 
“Why they work on other jobs which 
are in the shop. I have found that it 
pays to show customers worn parts 
hefore going ahead with the job. They 
like this sort of consideration in war- 
time. When they are consulted ahead 
of time, they know how big the repair 
hill will be, and they expect it. They 
know from looking at the worn parts 
that the machines need the repairs we 
reconmend. This sort of procedure 
takes friends of washing machine 
customers. We have been in business 
for a number of years and expect to do 
a large postwar business. We think 
that this method of treating customers 
makes many customers and friends for 
us. We know it pays.” 

Mr. Grotemat works on the idea 
that it is better to turn over a smaller 
number of $25 repair jobs in his shop, 
than it is to turn over a larger number 
of $5 to $10 repair jobs, because of 
the handling factor of the smaller 
jobs. 

This enterprising dealer says that his 
shop handles one major washer job 
per day and eight to ten smaller 
washer jobs, including supplying parts 
for machines. Because it takes many 
hours to tear down a washing machine 
completely, Mr. Grotemat points out to 
customers that it is cheaper for them 
to order all repairs done # this time, 
rather than to wait until later on and 
pay for the expense of tearing down 
the machine again. 
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Exterior view of the Grotemat Wife-Saving Station, Ludington, Mich. Service 
department is on the second floor of the building. 


Many customers see the logic of this 
argument and order the work done all 
at one time. 

“We offer this call-back service only 
within the city limits,” says Mr. Grote- 
mat. “Our rural customers bring in 
their own machines. We cannot af- 
ford to have rural pickup and delivery 
in wartime. So far our gasoline allot- 
ment has held out for city work, so 
we plan to continue this call-back on 


parts as long as we can. It has been a 
real good-will builder and profit 
maker.” 


There is money in a real, honest-to- 
goodness washer repair business, Mr. 
Grotemat says. Many small repairs 
run from $2 to $5. Then there are 
wringer repairs which he says run 
from $8 to $15. A minor washer re- 
pair job will cost from $15 to $25 in 
this shop, while a first class complete 
reconditioning job will range from $30 
to $85. 

The washer repair shop of this firm 
is located on the second floor of Mr. 
Grotemat’s large building. It is roomy, 
has plenty of light and is well equip- 
ped. Mr. Grotemat is fortunate in 
having large stocks of washer parts 
which helps speed repair jobs. 

These parts are all placed in special 
wall bins, all properly marked, so they 
can be found very easily by anyone on 
the staff. The Grotemat organization 
consists of a radio repair man, a 
washer repair man and Mr. Grotemat 
and they handle a large volume of work 
between them. 

To facilitate washer repairing, Mr. 
Grotemat has taken the bottom section 
of an old washer on wheels and placed 
a tool box on top of it. Through the 
wood are special holes where screw 
drivers of various sizes can be thrust. 
This special tool box on wheels can 
very easily be pushed all over the shop 
by Mr. Grotemat and his service man 
as they work on a washer repair. It 
not only keeps the tools in one spot 
within easy reach, but saves a tremen- 


dous amount of time and also saves 
countless steps during the day. 

“In wartime, with labor at a pre- 
mium,” says Grotemat, “we find that 
this simple little tool box helps us to 
turn out more repair jobs during a 
day.” 


Wringer Roll Display 


Another time saving feature is con- 
tained in an adjoining room on the 
second floor. Here the firm’s stock of 
wringer rolls is kept on racks against 
the wall. All four walls of the room 
are lined with these rolls. This dis- 
play and stock setup means that stock 
can instantly be spotted. The rolls rest 
securely in specially cut slots in the 
wood. There is no time lost in sorting 
through storage containers, etc., when 
looking for rolls for certain types of 
machines. 

Another very convenient feature is 
a two-way communication system with 
the first floor. Using this system any- 
one in the second floor washing ma- 
chine department can hear any conver- 
sation that goes on in the office area 
downstairs, or any telephoning. The 
second floor shop keeps its receiver 
open all the time so that this conversa- 
tion can be heard all day long. 

When a customer telephones, the 
service man can hear what Mr. Grote- 
mat says to her and can interrupt if 
he has some suggestion. Thus the sys- 
tem helps a lot in the saving of time 
for customers and the firm and enables 
the firm to give better service. Ona 
washing machine repair job, discussed 
via telephone, the washer man knows 
in advance about every job that is com- 
ing in and just what the difficulties 
are going to be in handling the job. By 
quickly consulting his washer schedule 
chart, the repair man can notify Mr. 
Grotemat on the spot how quickly the 
call can be handled. 

This firm does practically all of its 
own washer repair work, except motor 
work which is done very efficiently 
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by a neighboring shop giving Grote- 
mat a fine rate on motor rebuilding. 

As a safeguard on “Victory Parts” 
Mr. Grotemat issues a special tag 
with each repair job which indicates 
whether “Victory Parts” have been 
used, and whether. worn parts have 
continued to be used on the job, parts 
which should be replaced but which 
are not obtainable at this time. 

Copy on this card reads as follows: 

“Notice 

“ ( ) Victory parts made from re- 
claimed material, were used in the re- 
pair of this appliance. 

“ ( ) We have continued to use 
parts that test low or show wear and 
should be replaced, but which are not 
obtainable at this time. 


Victory Parts Carry No Guarantee 

“Every effort has been made to put 
your appliance ig the best possible con- 
dition. We used the best repair parts 
obtainable at this time. We guaran- 
tee our service but cannot guarantee 
against the failure of Victory Parts or 
worn parts.” 

Mr. Grotemat states that every per- 
son who calls for a repaired appliance, 
or who has an appliance delivered to 
him with this tag on it, reads it. “They 
know exactly where we stand on this 
repair business,” he says. “This is 
notice to them that we have done the 
best job possible under conditions 
caused by the war.” 

Other appliances are also repaired 
by this firm. They include vacuum 
cleaners, toasters, electric irons, etc. 
Only a few electric refrigerators are 
handled, as Grotemat’s prefers to spe- 
cialize in washing machine repairs. 

Downstairs on the first floor, is a 
full fledged radio repair department 
handled by an expert repair man. This 
department handles many repair jobs 
weekly, and at the present time is 
about three weeks behind on sets which 
are on hand awaiting repair. There 
is no pickup and delivery on radio 
sets in Ludington and vicinity, except 
for invalids and the like. Tube stock 
has lasted pretty well through the war 
period, with substituting helping get 
many radios into operating condition. 

To help out during the war period, 
Mr. Grotemat has also installed a line 
of paint. The volume of sales on this 
hew line helps boost the store’s annual 
volume and the line will probably be 
retained to some extent in the post- 
war era. 

Mr. Grotemat has a couple of timely 
signs on the exterior of his building 
which read, “Electrical Appliance First 
Aid Station,’ and “Keep ’Em Run- 
ning.” He says he chose the name of 
Wife Saving Station about ten years 
ago, as he desired to get a name for 
his organization which would be re- 
membered. 
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Roy Grotemat, owner, consults his wall bins which are plainly marked to facilitate 


finding any part required. 


Washer repairman at his bench in the Grotemat organiza- 

tion. “Victory Parts" tags are placed on all jobs using 

them to let the customer know that original parts for 
the job were unobtainable. 


To speed washer repairs, Mr. Grotemat has taken the bottom section of an old 
washer, put a tool box on top, and created a portable tool kit. 


Radio repairs are also a feature of the business, but the biggest volume is done 


on washer service which the firm specializes in. 


Changing a $5 repair 
job to a $25 one is a 
policy with profit for 
the dealer and satisfac- 
tion for the customer, 
says Roy Grotemat of 
Grotemat's Wife-Saving 
Station, Ludington, 
Mich. ... Here are some 
of the ideas he uses in 
his business 


All four walls of a special room are linéd with these 
wringer roll display racks so that all types and sizes may 
be spotted quickly. 


A paint department has helped eke out the company's volume during the war 
years and Mr. Grotemat is sufficiently sold on it to keep it going in post-war. 
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Removing and Replacing 
Dash Pot 


The dash pot, which consists of a plunger inside 
of a cylinder, provides a snubbing action for the 
record changer mechanism. It regulates the speed 
at which the record is changed and the playback 
arm is set on the record. Erratic operation of the 
changer, extremely fast or extremely slow move- 
ment of the playback arm indicates a faulty dash 
pot. It is removed by the following steps: 


Action should be smooth and when the plunger is re- 
leased it should return to its original position at a 
slow, even speed. 


Removing or Checking 
The Feed-in Spring 


The playback arm normally drops on the record 
just outside of the actual record grooves. The 
feed-in spring provides a slight impetus to the 
playback arm so that it is guided gently to the first 
playing groove. If the playback arm, after it drops 
on the record, proceeds to jump in several playing 
grooves, or stays at the outside of the record and 
does not reach the first playing groove, a defective 
adjustment of the feed-in spring is indicated. 

You can judge whether it has too much or too 
little tension by this: If the arm skips, it has too 
much ; if it remains stationary or nearly so, it does 
not have enough. 


Remove the hair pin clip holding the plunger rod in 
place. 


2 Take out the two screws holding the dash pot bracket 


Grasp the playback arm and rotate it back and forth 
to find out where the stud on the rocker arm contacts 
the feed-in spring. It should strike the lower angle. 


3 Out comes the dash pot. Its action may be checked 
by holding the bracket and pushing the plunger clear 
in and removing the finger. 


Where you cannot bend the spring up or down to make 
the adjustment, a screwdriver permits you to remove it. 


PAGE 34 


MARCH, 


Here is the spring, taken out. Very rarely do you need a 
to replace it. 1 0 The 
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Removing and Adjusting 
The Trip Switch 


Failure of the mechanism to trip when the tone 
arm reaches the tripping groove in the center oi 
the record, or tripping before the record is com- 
pleted, indicates a faulty setting of the trip switch. 


11 Aft 

tigh 
center of 
the leathe 


8 Remove the two screws holding the trip-switch bracket 
and take out the trip switch. 


12 Now 

back 
center of 
of the trig 
the rocker 


Cautior 
Where toc 
Plate and 
will have 
ahome re 


+ Gap between contacts on switch should be abou: .020 
in. The stationary contact can be bent in or cut bY 
means of long nose pliers. 
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CORD CHANGERS 


Depth of Cut Adjustment 


In making home records, the depth of the groove 
cut will be such that groove width is about the 
same or slightly greater than the width of the 
“land” or uncut record material between grooves. 
This condition may be observed by use of a strong 
magnifying glass. The record shaving should be 
about the texture of a very fine human hair. 


u need 


To determine if the proper adjustment is being 


0 The phosphor-bronze fatigue spring should rest 
maintained, raise the recording arm to a near verti- 


lightly against the leather finger. (Arrow points 


to leather finger) This maintains a slight pressure against 
the leather when it is in contact with the rocker arms. 
The fatigue spring can also be bent. 


cal position so that the stylus retaining screw is midway 
in the slot in the front end of the arm. When it is moved 
to either end of the slot and released, it will return to 


the midway position and stop. 


1e tone 
nter of 
$s com 
switch. 


13 Notice how the record shavings are about the size. 
of a fine human hair. To make them visible to the 
camera they have been wound about the record spindle. 


After checking, replace the trip-switch but do not 

tighten screws. Rotate the playback arm toward 
center of turn table and push spring up or down so that 
the leather finger just touches the rocker arm. 


If the adjustment is too loose, the needle will move 

back and forth a few times before coming to a stop. 
In this case, the damper adjucipent screw should be turned 
counter-clockwise. If the adjustment is too tight, the 
needle screw will return only part way to the center 
position. In this case, the damper adjustment screw 
should be turned to the right or clockwise. 


If the cut is too fine or shallow, turn the depth 
adjustment to the right. If too deep, turn to left. 


Height of Recording 
Arm Adjustment 


h bracket 


Caution: Before attempting any depth of cutting 
adjustment, be sure that a new recording stylus is 
inserted in the cutting head. 


Cutting Head 
12 Now tighten screws. If switch is set correctly, a Damper Adjustment 
back and forth motion of the playback arm near the 


tenter of the record will produce an opening and closing A felt snubber is provided on the cutting arm to 

the trip-switch contacts by means of friction between provide a damping effect on the cutting head. If 

he rocker plate and the trip-switch leather. the adjustment is too tight, ‘“‘wows” will be pres- 
ent in the recording. If too loose, a slight “flutter” 
may be present in the recording. 


Caution: If the trip-switch is set to the point 
where too much friction exists between the rocker 
plate and the trip-switch leather, the playback arm 
will have difficulty following the lighter grooves in 
thomne recorded record. 


The height of the recording arm above the record 
surface, with the arm lowered to recording position, 


should be '/% in. (Continued on page 36) 


CONTINUE TO TOP OF NEXT COLUMN 
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Servicing 


WILCOX-GAY 
RECORD CHANGERS 


lf this distance is not correct, adjust as follows: 
Raise recording arm to a vertical position and 
loosen lock nut on arm height adjusting screw. 


recording surface, turn height adjusting screw to 
the right and lower arm to check the height. When the 


Incorrect adjustment of the lock-in switch is indi- 

cated when the mechanism trips and the pick-up 
arm does not return to the record. The switch should 
have a contact clearance of approximately .025 in. The 
distance between the contacts can be adjusted by bend- 
ing forward or backward the small angle bracket located 
on the end of the solenoid plunger. 


CONTINUED FROM 
PAGE 35 


If the cutting arm was more than '/4 in. above the 


correct height has been obtained, tighten lock nut. If 


Adjustment of Rear 


2 Check the finger to make sure that it is perfectly 
Record Su ort Post straight and replace, making sure that the slotted 
hole is positioned correctly on the flat sided shaft. 


The positioning of the rear support post as well 
as the clearance between the record selecting finger 
and the record is very important. To check and 
make the proper adjustments proceed as follows: 


23 The clearance” between the record and the edge 
of the selecting finger should be 1/32 in. 


the distance is less than '/4 in. turn the screw to the left 2 Remove the screw holding the record selecting 

and proceed as in above. finger and remove the chromium plated finger. (Continued on page 38) 

Previous Service Articles 
HIS is one of a series of “how to” service articles on specific (November, 1943); cleaners (April, 1944); ranges (August, 1944); 
makes of electrical appliances. These step-by-step operation waffle irons (December, 1944); Lovell wringers (June, |943); Hotpoint 

instructions are prepared by Electrical Merchandising, in cooperation ranges (June, |943); Apex washers and ironers (July, 1943); Easy 
with the manufacturers, and carefully checked for accuracy. Already washers and ironers (August, 1943]; Chromalox electric range units 
published are similar service articles on the following makes of appli- (September, 1943); Thor washers (September, | 943); Norge refrigera- 
ances: Westinghouse irons (February, 1941}; ranges (August, 1943); tors (November, 1943); Bendix washers (November, 1943); Gibson 
Maytag washers (April and September, 1942); Knapp-Monarch refrigerators (December, 1943); Telechron clocks (February, 1944): 
toasters (November, 1942); Premier vacuum cleaners (November, Dexter washers (March and April, 1944); Motorola radios (March, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 1944); ABC washers (April, 1944); 1900 washers (May, | 944); Crosley 
1943); wringers (June, 1943); dronrite ironers (April, 1943); General refrigerators (June, |944); Automatic Laundry Queen washers (July, 
Electric and Hotpoint irons (April, |943); General Electric washers 1944): Frigidaire refrigerators; Frigidaire ranges (September, | 944); 
(May, 1943); refrigerators, Type CA (October, |943); Blackstone Horton ironers, washers (October, 1944); Electromaster ranges (No- 
ironers (May, |943); wringers (September, |943); Universal irons (May, vember, 1944); Kelvinator refrigerators (February, |945). 
1943); washers (July, 1943); percolators (October, 1943); toasters . 
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With a half million circulation more than the next publication, Farm 
JOURNAL is the largest of all rural magazines. 


COMPARATIVE CIRCULATIONS, 1944* 


Country Gentleman . . . . . . . 2,023,353 


*Latest A. B. C. statements 
Products in your line advertised in current issues of Farm JouRNAL. 
_ Stock and display them for the benefit of rural customers. 


ALCOA ALUMINUM GENERAL ELECTRIC SPEED QUEEN WASHERS 
ARMCO STEEL KELVINATOR U-C LITE 

ah BURGESS BATTERIES F. E. MYERS & BRO. CO. UNIVERSAL APPLIANCES 
BURKS WATER SYSTEMS NORGE U. S. ELECTRIC BATTERIES 
DEEPFREEZE PARMAK ELECTRIC FENCER U. S. STEEL 
EVEREADY FLASHLIGHT BATTERIES PHILCO PRODUCTS WESTINGHOUSE PRODUCTS 
FRIGIDAIRE RCA PRODUCTS ZENITH RADIOS 


Of the “Big Four” general magazines—Life, Saturday Evening 
Post, Collier’s, Farm JouRNAL—Farm JourNAL is the only 
one that covers the rural market. 


GRAHAM PATTERSON, Publisher 
Washington Square, PHILADELPHIA 5 
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Servicing 


WILCOX-GAY RECORD CHANGERS 


What’s that one 
about any port? 


The old saw that cautions getting in quickly, any- 


where, when the wind starts blowing is sage counsel— 
sometimes. But when the trade winds that howl for the 
satisfaction of pent-up home-appliance demand are 
finally loosed, the wise dealer may have no ear for 
such advice. For he’s been around long enough to 
know that all hurricanes have a way of blowing out. 


He'll want merchandise fast, sure! But he'll also 
want to get “in” on products with respected reputa- 
tions; appliances that have been, and give the promise 
of again being, worthy wagons to which he may hitch 
his economic star; made by a manufacturer who has 
shared the boat with him many a time in weathering 


sales storms and rowing out the calm which followed. 


And that’s exactly what he can expect from Hamil- 
ton Beach, for 35 years a consistent producer 


of top-quality electrical appliances. Hamilton 
Beach Company, Division of Scovill Manufac- : 


turing Co., Racine, Wis. 


HAMILTON 
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CONTINUED FROM PAGE 36 


a. 


24 (View from below) To set the position for correct 
clearance, loosen the two screws on the connecting 


link between the base of the front support post and the 
rectangular metal box. 


5 Move the rear post in or out as the case may 
require. When clearance is correct, tighten screws. 


Playback Arm Adjustment 


6 The playback arm, if adjusted correctly, should posi- 
tion itself on the record after the changing cycle, 
about halfway between the edge and the first recorded 
groove. Hand points screwdriver to place where needle 


should light. 


(Continued on page 42) 
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“* WILL YOU HAVE TOMORROW'S 


In Your Home Laundry Line ? 


After the first big spending spree, postwar buyers aren’t going 
to settle for prewar merchandise. They will expect things to 
be new, improved, different. That goes for home laundry 


equipment as well as automobiles, houses and gadgets! 


Will you, as an applianee dealer, be able to offer complete 
‘ equipment that will.wash, dry and iron the family wash 
~ automatically? Qr will you sell Mrs. Jones part of the equip- 
ment... and then send her up the street to buy the balance? 


Blackstone dealers won't! They’! have the Blackstone Com- 

bination Laundry ,.. . complete, compag§ equipment that 
‘3 performs all three laundering opérations automatic- 
ally. They'll have the “buy appeal” that will capture 
a big and profitable slice of the postwar market. 


BLACKSTONE CORPORATION 


Jamestown, New York 
A Division of Jamestown Metal Equipment Co., Inc. 


BUY WAR BONDS 


Today 
SELL BLACKSTONE 
“Tomorrows 


PRODUCT 
AMERICA'S OLDEST WASHER 


[2 SINGLY ...OR AS A COMPLETE LAUNDRY 
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PUT THE STRENGTH OF THIS FAMOUS 
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Have you seen |. 
the new Westinghouse 
Radio Dealer Plan? 


+ Until victory is won, our entire radio resources will continue 
to be devoted to the enormous job of producing military radio 
and radar for our armed forces. : . HERE ARE A FEW SAMPLE PAGES 

It is not too early, however, for you and ourselves to begin 

' thinking about the home radio and television receivers in which 
you will invest money—and your future. 

Consider these important questions before you decide on the lines 

3 you will sell. 

Does the manufacturer’s management know the radio business 

—your business? 

Does the manufacturer have a record of imaginative, resourceful 
engineering, engineers who will continue year after year to supply 
you with new, dependable and highly salable radio features? 

Does the company have dependable wholesale distribution— 
organized and ready to go—distribution that will help you sell 
more sets? 

Does the company have a sales policy that protects your oppor- 
tunities to make money—and a reputation for square dealing to 
back it up? 

Does the company have the resources and promotional flexibility 
to move in and help you meet local competition when the going 
gets tough? 

These and other questions vital to the future of your business 
are answered in the new Westinghouse Radio Dealer Plan. Call © 
your Westinghouse radio and appliance distributor today, or write 
Home Radio Division, Westinghouse Electric & Manufacturing i 
Company, Sunbury, Pennsylvania. 


10 We stinghouse 


RADIO ~ TELEVISION 


4 
FIELDS 


TUNE IN: John Charles Thomas—Sunday, 2:30 EWT—NBC. Ted Malone— Monday, Tuesday, Wednesday—8:00 P.M. EWT—Blue Network. 
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WILCOX-GAY RECORD CHANGERS 
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CONTINUED FROM PAGE 38 


71 The position of the arm can be regulated by loosen- 

ing the holding screw on the arm bracket and mov- 

ing the bracket right or left as the case requires. The 

holding screw should be tightened after each adjustment 
until the correct positioning is obtained. 


Operating the 
Mechanism by Hand 


All the adjustments on the Insta-matic record 
changer can be checked by manually operating the 
mechanism. This eliminates need of having to 
apply line voltage to the unit. 


28 Place the thumb on the back of the solenoid and 


the index finger on the bracket to which is fastened 
the dashpot plunger shaft. 


29 By pulling the bracket in toward the solenoid you 

operate the mechanism at any desired speed. 
Slowly pulling the bracket toward the solenoid enables 
the service man to watch the tripping action, the record 


selection, and the playback arm positioning in a slow 
cycle. 


MARCH, 
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Yes, year after year, Philco maintained a unit sale that 
was 40% higher than the average of the radio industry ! 


IF THERE is any one factor in the long 
and unbroken history of Philco leader- 
ship that has the greatest significance to 
the radio dealer, it is this / 


Year after year, not only leadership in 
units and leadership in total dollars... 
but consistently the bighest average unit 
sale in the industry. One year it hit as 
high as 59%. And over ‘the years, the 
average has held at 40% higher than 
the industry, 


Why do we say that’s important to you, 


the radio dealer? Because it represents 
not only a record but a policy. It signifies 
a method of merchandising that pro- 
duces more dollars per sale. And every 
radio dealer knows... that means more 
profit, more dollars in the till! 


That’s a fundamental of Philco mer- 
chandising. And because Philco enjoyed 
a higher average sale, dealers who con- 
centrated on Philco also enjoyed a higher 
average sale. It’s the logical result of 
leadership in every price bracket of the 
radio business. 


After Victory, Philco engineering and merchandising 
will be devoted again to the policy of giving Philco 
dealers higher volume plus a higher dollar margin. 
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INDUSTRIAL 
PARTS-WASHER... 


removes acids, grime, grease, etc... . frees 4-5 workers 
for other war-service . . . model shown is one of many. 


* 


INSTITUTIONAL- 
KITCHEN. WASHER... 


saves countless man-hours cleaning utensils, tableware, 
foods .. . unit shown here without housing. 


* 
HOME-KITCHEN WASHER... 


standard 48” wide sink-cupboard package, plus others 


. ». Mo spray or splash, no soap required, no breakage, 
no wiping, no noise, low cost. 


BATHROOM MODEL... 


convenient as a clothes hamper. Shampoos hair and 
washes light household linens. New design shown here. 


* 
FOUR MAJOR PLANTS... are working on Modern Maid 


washers; floor samples available between orders for 
industry. Exclusive trade franchises still available for 
certain areas. Distributors must be fully qualified; dealers 
may write direct for the name of nearest distributor. 


LECT 


MARCH, 


[CWASHERS 
For HOMES; fer Clubs and 
Restaurants; for INDUSTRY 


This washer is unique! Revolutionary in 


design and performance, proved by test- 
use in all 3 markets! Compact, efficient, 
reasonably priced, its universal appeal is 
boosted by many competitive advantages. 
And YOU may still get its exclusive trade 
representation in your area. 
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Like magazines on a newsstand, 
evidence seems to show that the 
container is the greatest asset in 
upping phonograph record volume 


all over—the people who make 

records are beginning to discover 
that its what’s on the cover of the 
album that sells the goods. 

Folks like us in the magazine busi- 
ness were a long time tumbling to this 
truism. As a broth of a boy this 
writer had a meeting with the late, 
great John Siddall, genius who made 
the American Magazine what it was. 


Ja the old story of the newsstand 


Mr. Siddal had his lank, long legs up 
on his desk, which was covered with 
pictures of heads of pretty girls. 

“So what?” he said. “I’ve found 
that a country boy comes up to a news- 
stand, sees the picture of one of these 
pretty girls on the magazine, gets ex- 
cited and planks down his money and 
buys it. If we take off the girl’s head 
newsstand sales fall, so it must be the 
attractiveness of the young woman 


Today it is beginning to be found that the covers of rec- 
ord albums have as great a selling power as the contents. 


that causes him to buy the magazine.” 

In the past five years phenomena of 
the record business has been the trend 
to albums, the jump from a 75¢ sale 
to a $2 to $3 average. With this new 
era in record selling, retailers have 
upped the dollar volume of their de- 
partments considerably. 


Record Changers Help 
The public appetite for the album is 


Years ago newsstand operators found that the magazines whose covers they displayed sold best. 
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logical and progressive. Any man who 
likes a tune wants more than 3 minutes 
of it, enjoys hearing half a dozen en- 
cores of similar music. One thing that 
put radio music over with a bang was 
the fact that the customer didn’t have 
to jump up at the end of every three 
minutes to shut off a record. Radio 
record changers play through half a 
dozen disks and further extend the 
popularity of records and the device of 
bundling them in a neat album has 
tickled the public fancy. In fact, to- 
day in many shops up to two-thirds of 
the sales are albums, particularly in 
silk stocking areas. 

“Record albums should be treated 
with respect,” says Herbert Hall of 
Sonora Radio & Television Co., who is 
an expert on them. “For the cover 
on the album is one of the strongest 
sales appeals possible in moving the 
goods. The average human gets more 
information through his eyes than 
through his ears anyway, and depends 
on them. The beautiful covers on to- 
day’s albums sell him and make him 
want the record even before he has 
heard it.” 

Mr. Hall shudders whenever he en- 
ters a record department and sees the 
albums all tucked up on shelves like 
books. The beautiful designs are quite 
invisible, and it is much like stuffing 
cotton in your ears when you go to 
listen to a Brahms concert, he says. 

It has been hit upon by the record 
industry during the last year or so 
that the kind of picture on the cover 
has more influence in selling contents 
than any other factor. A number of 
artists have come to the fore who dis- 
play surprising ability in portraying 
the moods in color, designs and pic- 
tures. Look over a popular display of 
record albums, and your eye will catch 
something that clicks with your present 


(Continued on page 80) 
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Every fifth line in the 
THOR Priority Register 
is reserved for 
Men in Service 


wt 


\ 6 10 46 dt, 
\ What 


Civilians appreciate the fact 

that you’re giving the boys a “break” 
by reserving every fifth line : 

of the THOR Priority Register 

for service men! They and their families deserve 4 


some of the first THOR Washers and Gladirons available. 


HURLEY MACHINE DIVISION Avene 80, Illinois 
THOR-CANADIAN COMPANY, LTD., Toronto, Canada 


— 
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Tl is estimated that the Pacific 
I Northwest is going to have some 

800,000 kw. of surplus power to 
dispose of after the war—and a large 
part of it is going to have to be dis- 
posed of to residence customers. Take 
the Washington Water Power Co., for 
instance, 

This utility serves Spokane and 
other communities in a predominantly 
agricultural area covering 30,000 sq. 
mi. in eastern Washington and north- 
ern Idaho. The estimated population 
of the area is 398,000, the number of 
residential customers (both urban and 
rural), is 76,497. Forty-four per cent 
of the company’s annual revenue at the 
present time comes from residential 
and farm customers, 24 per cent from 
commercial customers and 32 per cent 
from industrial and government users. 

In addition to agriculture, there is 
considerable mining and lumbering and 
some industry, consisting chiefly of the 
preparing of these raw materials for 
market. Of the 30,000 war workers 
vho have been attracted to this region 
to work in war plants, 51 per cent have 
expressed their desire to remain. 


Average Consumption High 


Domestic customers on the lines of 
the Washington Water Power Co., 
already use, on an average, 2,956 kilo- 
watt-hours of electricity per year, or 
nearly three times the national average 
ior 1943. The postwar problem, as 
Kinsey M. Robinson, president of the 
company, sees it, is to increase this 
consumption per home—and he be- 
lieves this can best be done by utility 
participation in appliance selling. 
Hence the company has outlined a 
program which will continue its active 
sales department and selling staff, with 
efforts particularly directed toward the 
introduction of new and modern equip- 
ment. This does not mean that the 
utility plans to dominate the appliance 
selling field—in fact, it is expected 
that dealers will increase the propor- 
tion of business which will pass 
through their stores. Before the war, 
under a policy of cooperation and 
power company promotion, the dealers 
already handled 95 per cent of the 
dollar volume of electrical appliance 
sales. Utility efforts will be to intro- 
luce new equipment and to apply a 
promotional and sales effort behind 
others which will increase the volume 
of sales through all channels. 

The company has maintained the 
nucleus of sales organization 
throughout the war period, their efforts 
being directed toward helping custom- 
ers comply with government regula- 
tions and restrictions affecting their 
use of electric service, keeping appli- 
ances in good repair by proper care 
ani servicing, explaining rates, and 
handling complaints. Women and 
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aSALES PROBLEM 


It is estimated the Pacific Northwest will have 
800,000 kw. excess capacity to dispose of 
after the war. Where's the load going? Wash- 
ington Water Power Co.'s 76,500 residential 
customers, for instance, already have an 
annual average consumption of almost 3,000 
kw.-hr. ... But the utility believes appliance 
merchandising is the answer and this article 
tells ow they plan to do the job. 


returned veterans make up a large part 
of this nucleus structure. 

After the war the plan of organiza- 
tion calls for a general sales manager, 
directing a general sales department, 
with division sales managers in each of 
the company’s six divisions heading 
groups proportioned in size to the 
number of customers served. The 
general sales department itself is di- 
vided into the three departments of 
residential (including rural and agri- 
cultural), commercial and industrial. 
This allows for a flexible setup, vary- 
ing according to the type of district 
served, while unifying all efforts under 
sales policies and promotional activi- 
ties outlined by the central department. 

Residential representatives, who now 
make regular calls upon customers to 
help them meet their wartime prob- 


lems, will continue to expand this 
coverage. The aim will be to sell the 
greater use of electric service rather 
than the specific sale of appliances. 
Should the customer wish to continue 
to the point of purchase, however, the 
representative will be prepared to com- 
plete the sale. He will provide general 
assistance to the customer in such mat- 
ters as rate applications, company poli- 


cies, and advice as to the type and size » 


of appliance needed to fulfill a given 
task. In general he will encourage 
adequate wiring, good lighting and the 
improved service of electricity in the 
home. Special care will be taken in 
the selection and training of this per- 
sonnel, with due regard to their capa- 
bility of promotion. 

Home service has always’ been 
stressed by this company, as a means of 
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getting close to the customer, and will 
continue to play an important part in 
the sales promotion program. Home 
service advisors ‘will work in the 
divisional groups, carrying out a pro- 
gram outlined by a home service di- 
rector who serves under the general 
sales manager. They are graduates in 
home economics carefully selected for 
personality and previous training. 
After employment they receive special 
instruction in home lighting and elec- 
trical home economics. 

Their duties include home calls after 
the purchase of major appliances to 
make sure the new owner understands 
the care and use of her new equip- 
ment, and in other cases as needed. 
Dealers send in lists of purchasers 
through their stores who are called on 
with the same impartiality as those 
who make their purchases through the 
power company. Lighting and cook- 
ing clinics and classes are conducted 
for dealers, for groups in company 
demonstration rooms, before women’s 
clubs, Parent-Teacher Associations 
and high school and college classes. 

Dealer cooperation will be continued 
along lines laid down before the war. 
Electrical dealers in this territory have 
for some years been organized into the 
“Inland Empire Electrical Equipment 
Association”, with subdivisions, 
similar to those of the power company. 
The only utility members of these 

(Please turn to page 48) 
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Employee training is made palatable to members of the Washington Water Power staff by clever playlets and stunts 
worked out by the personnel department. Instead of talks directed "at" them, employees themselves act out the skits 


which convey the idea in a way that is pleasurable to all. 


A little extra time and effort is all that is needed, according 


to Kimball Jack, manager of the advertising and promotion department. 
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This porcelain enameled ewer stand was created in Limoges, France, 
in 1557—nearly four centuries ago. A gift of Robert A. Weaver to the 
Cleveland Museum of Art, it is reproduced here through their courtesy. 


Porcelain Enamel lasts many lifetimes 


Museum pieces give convincing evidence that porcelain enamel lasts for CENTURIES. 
You can point out to your customers that porcelain enamel is the “lifetime finish’— 
that it will retain its gleaming beauty as long as the appliance is serviceable. 


Porcelain enamel is a glass-hard mineral substance 
fused on a special kind of iron at 1550° F. 


Porcelain enamel is magically easy to clean and rarely 
needs scrubbing or scouring. 


The lemon test shows that acid-resisting porcelain 
enamel is not harmed by food acids. 


HELP FINISH THE FIGHT—WITH WAR BONDS 
NATIONALLY ADVERTISED FOR OVER THIRTY-ONE YEARS 
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This “lifetime” durability of porcelain enamel 
comes from the materials used in it and from 
the way they are bonded. The base is a special 
iron on which the hard, glassy finish is fused 
at terrific heat (1550° F.). 

Unlike many other finishes, porcelain 
enamel is a solid mineral substance. There 
is hardly any wear-out to it; and the bond 
between porcelain enamel and. iron is so 
tenacious that only unreasonable abuse can 
break it. 

But remember, the metal base is highly 
important — which is why so many appliance 
manufacturers insist on Armco Enameling 
Iron, the most widely used for this exacting 
purpose. To identify its use, ask for Armco 
labels on the products you will sell after the 
war. The American Rolling Mill Company, 
421 Curtis Street, Middletown, Ohio. 
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Tackling a 
Sales Problem 


CONTINUED FROM PAGE 47 


groups are the division sales managers 
who act as secretary in each division, 
and the general sales manager who 
serves as general secretary of the 
Association. 


Cooperative Advertising 


The utility in the past has cooper- 
ated with dealers by advertising ex- 
tensively the value of the general serv- 
ice being promoted at the time of each 
campaign—as cooking, lighting, water 
heating, laundry equipment, etc. These 
advertisements refer the reader to the 
power company store “or your favorite 
electrical dealer”. Store and window 
display material has also been furn- 
ished for each campaign. 

These activities will be continued 
after the war and in addition the dealer 
is to be offered a comprehensive mer- 
chandising consulting service. The 
consultant will be a part of the general 
sales staff directly under the general 
sales manager and will be available to 
give advice on such problems as store 
location and design, display of mer- 
chandise, sales policies, stock control, 
hiring and training of sales personnel, 
budgets, advertising, and campaigns. 

Another new position will be that of 
agricultural specialist, in the residen- 
tial department, who will be in charge 
of promoting the use of electricity on 
the farm—developing new fields and 
encouraging old. He will be con- 
cerned with such services as electric 
drive for machinery, walk-in refriger- 
ators, quick freeze and refrigerated 
storage, brooders, dehydrators, in- 
frared and sterilizing lamps, farm 
home and outbuilding lighting, ade- 
quate wiring and new farm extensions. 

A special department under general 
sales will promote uses of electricity in 
the commercial field with a policy of 
field calls at least twice a year on every 
customer, supplemented by campaigns 
and advertising. While the company’s 
policy of encouraging commercial cus- 
tomers to purchase equipment through 
dealers and contractors will be con- 
tinued, the company salesmen, as in the 
domestic field, will be prepared to 
complete the sales where it is believed 
that this will stimulate customer ac- 
ceptance or build up a demand which 
will lead to increased sales later 
through dealer channels. 


Present Saturation 


Under the pre-war cooperative 
policy, dealers and the power company 
sold major appliances which resulted 
in a 37 per cent range saturation, 32 
percent water heater saturation and 
74 per cent refrigerator saturation. It 
is expected that after the war sales 
of these major appliances will reach 
as high as 6,000 ranges, 5,000 water 
heaters and 14,000 refrigerators annu- 
ally. The company engineers are pre- 
paring for usages up to 5,000 kw.hr. 
average per customer in residential 
districts immediately following the war 
and will not be afraid of 12,000 kw.hr. 
average when the time comes for suc! 
a load. 
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Here's a perfect pair for you to 
sell—the automatic washer and 
the automatic water heater! 


Both can be sold to the same pros- 
pects and both can be installed at 
the same time by the same personnel. 


You know what a boom there'll 
be in automatic washers. And 
a sales boom in Duo-Therm 
Automatic Fuel Oil Water Heat- 
ers will come right along with 
it. For automatic washers need 
a good supply of hot water and 
a Duo-Therm Water Heater pro- 
vides plenty of hot water, auto- 
matically, at the lowest cost. 


So, while you are getting lined up 
with your automatic washer fran- 
chise, it’s just good sense to sign 
up for a Duo-Therm Water Heater 
Franchise, too, as thousands of ap- 
pliance dealers are now doing. 
They'll sell them right along with 
automatic washers. 


But that isn’t the only market! 


Not by a long shot! do not have automatic hot water! More Than 24,000,000 Pros- 


There are still over 24,000,000 
homes... almost three-quarters of 
all the homes in America... which 


pects...’. Mail the coupon below 
and find out where plenty of extra 
appliance profits are hidden! 


So don’t hesitate... send 
now for this new illus- 
trated booklet “There’s 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION 8 LANSING 3, MICHIGAN 
America’s Largest Manufacturer of Fuel Oil Heating Appliances and Pioneer in Fuel Oil Water Heating 


DUO-THERM ... America’s Leading Fuel 
Oil Water Heater ... NOW AVAILABLE 
for essential civilian needs. 
e Less than 4 cents a day gives the average 
family plenty of hot water. 


e No gas, electric or furnace connections... 
can be installed anywhere. 
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© 1945, Motor Wheel Corp. 


DUO-THERM Division of Motor Wheel Corporation 

Department K-7, Lansing 3, Michigan 

Please send me your new booklet and additional information on the 
water heater market and dealer franchise. There is no obligation 
to me. 


PAGE 49 


107, 
who 
you: 
FOR & 
| 
— | 
) 
| 
| 
tt | | 
e war | | 
ADDREss 


Over 20 million will “Meet 
% Florence” through Sunday 


* Over 3 million will meet her 
through Sunday Newspapers 


Over 7 million are lined up in 
Women’s, Home and Farm 


ae realizes that help for 
dealers on postwar sales should 
begin early. And that’s what we’re 
doing in this big campaign. 

Even with a generous allowance 
for duplication, 8 out of 10 families 
able to buy Florence Ranges and 
Heaters will be “meeting Florence” 
in 1945, again and again. And on 
top of that, all these ads are built 
around a personality . . . Florence 
herself . . . a sure-fire way to make 
the Florence name remembered. 

Yes, we’re on the way to creating 
demand that will make Florence 
sales and profits a Number One 
factor in your postwar business. 
Watch for the results after the war! 


* 


FLORENCE STOVE COMPANY... General Offices and 
Plant: Gardner, Mass. Western Offices and Plant: 
Kankakee, Ill. Sales Offices: 
York; 


No. 1 Park Avenue, New 
1459 Merchandise Mart, Chicago; 53 Alabama 
Street, S. W., Atlanta; 301 No, Market Street, Dallas. 


‘Have you heard about 


DATE MEET 


STARTING IN APRIL! A BIG MASS-COVERAGE FLORENCE ADVERTISING 
CAMPAIGN TO PAVE THE WAY FOR YOUR POSTWAR SALES B 


HERE'S THE OPENING GUN was 


- + first in the series of “meet 
Florence” ads. They virtually 
shake the hand of the reader 
in a friendly way all 
their own. 
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TELEVISION 


Studies Audience Interest 


In Chicago, Commonwealth Edison Co. in co- 
operation with local dealers, aids experi- 


mental station WBKB in programs dealing 


with wartime electrical living, with a view 


to making video broadcasts interesting 


USY boiling down the formulas 

that guarantee audience interest 
in television is experimental station 
WBKB in Chicago. In its chrome- 
and-blond-wood offices in the State- 
Lake Building it is a far cry from the 
first pioneer radio station of eighteen 
years ago. Commonwealth Edison 
Company is co-operating with Station 
WBKB in televising programs that 
have to do with wartime electric liv- 
ing. 


A Visit to the Studio 


But this is getting the cart ahead of 
the horse. To visit the station you 
tiptoe down a corridor into a dark 
room where three television images 
confront you, all from different angles. 
In the dusk you spy a girl at a phono- 
graph turntable. On a high throne, 
overlooking the others, sits Miss Helen 
(’Kit”) Carson, a chubby Omaha girl 
who is the mainspring behind the 
activity to discover what in television 
is most interesting. 

The station is owned by Balaban & 
Katz, the movie people. If television 
uses a lot of film, the Balaban & Katz 
interest is understandable. Miss Car- 
son is going to find out what it can 
use best. 

A Commonwealth Edison rehearsal 
was on when your reporter entered. 
In an adjoining, brilliantly lighted 
room stood several television cameras 
under banks of lights that could be 
swung in any direction. In one corner 
of the room was a breakfast table with 
dishes. In the center an electric range 
with dummy backdrop cabinets, and on 
the far side was a living room with 
radio. 

A lot of trousered girls—the station 
is practically all female—stood or lolled 
about, flicking back their page-boy- 
bobs now and then under the hot 
lights. 

Tall, handsome Everett Westman 
was telling his wife how he could eat 
steak for two months steady after the 
war—helped take the dishes to the kit- 
chen, while the television camera 
stared at him silently like a one-eyed 
Cyclops. Then he slithered down the 
wall to the living room scene where 
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Katherine Newmann, a Commonwealth 
Edison home economist, joined him to 
break the news of a new hat. ~ 

Trouble in the rehearsal was with a 
bewhiskered Charlie McCarthy figure 
that the script called “Amberweiss.” 
Program director Carson didn’t like 
the voice of the dummy which was 
read into a microphone from the side. 

“Jeanette, you get over there and 
read the dialogue with a Jewish accent, 
and see how it sounds,” she told Jea- 
nette Levin of St. Louis. A Swedish 
dialect was tried as was a Russian, but 
finally they came back to producer 
M. J. Lucas, who works for Common- 
wealth Edison and has a ventriloquist 
falsetto. 

The all-girl crew in their Sloppy Joe 
sweaters moved equipment about. One 
in yellow slacks slyly took off her 
glasses when she saw she was being 
candid cameraed. Another got a hip 
in front of the camera, cutting off part 
of the image. 

“Gracious, what’s that?” called Miss 
Carson from the dark room outside. 

“*Scuse, please!” chirped the girl, 
moving. 

The script written by A. B. Rodner, 
Jr., of Commonwealth Edison Co., 
rippled along and gripped attention. 
The camera wheeled around, following 
the action and made quick jumpovers 
from one scene to another. Outside, 
the studio image was bad, looking 
about like movies of 25 years ago, and 
somewhat fogged at that. Neverthe- 
less, these experimental rehearsals are 
laying the groundwork for something 
that electrical dealers will one day sell. 


Dramatic Stories Best 


Television must find out what inter- 
ests people and what bores them. The 
work of station WBKB is already far 
ahead of Chicago's first television sta- 
tion of a dozen or more years ago 
where programs consisted of singers 
opening and shutting their mouths as 
they carolled. Today they are rehearsed 
carefully. Miss Carson thinks it takes 
about 20 hours reheasal to produce half 
an hour of finished product. Mind you, 
this is happening in a station which is 
not even listed in the newspapers and 
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which still mails programs to the 300 
or so receiver owners in the Chicago 
area. 

“We find that dramatic stories hold 
attention best,” Miss Carson declares. 
“Of course, sporting events are natur- 
als. Commentators with charts and 
diagrams attract a great deal of inter- 
est, although I do not know why. 

“But it is obvious that stories told 
by television are going to be the bread 
and butter of the business, and it is to 
get the feel of this meidum that we are 
working here. A radio script won't do 
as you have to have stage business, and 
in that television is like the theater. 
You can work outdoor scenes in with 
your story by way of moving picture 
film, and in that television is like the 
movies. However, since there is no 
chance for retakes as with movies, you 
can’t do the cutting and selecting you 
do with pictures. Like wheat cakes, 
television has to be served hot, mis- 
takes and all.” 

Interest has to be convincing and the 


A television studio is much 
like a movie lot, except the 
material is broadcast instead 
of being put on film. Actors 
go from scene to scene by 
traveling around the walls 
of the television studio. 


story broad enough for the entire fam- 
ily, as you often have six to eight 
people looking at the television re- 
ceiver, and their attention must be 
held. Since families must sit for tele- 
vision, Miss Carson says the job is to 
produce a program that will persuade 
a housewife to lay down her tea towel 
and watch the set. 


Dealers Like the Idea 


The Commonwealth Edison series 
began last August. On September 13 
a receiver was set up at the Lake Shore 
Electronics Co. The schedule of 
weekly telecasts alternates between 
afternoon and evening shows, with 
more home economics on the p.m. time. 

Watch these little experimental tele- 
vision stations. A dozen years from 
now their fiddling around will be pav- 
ing the way for the super-colossal, 
earth shaking productions, just as 
Mack Sennett’s pie throwing pictures 
laid the groundwork for “Gone with 
the Wind.” 
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1 NORGE OFFERS ALL MAJOR APPLIANCES UNDER 
ONE BRAND NAME—Norge refrigerators, gas ranges, 


washers, electric ranges and home heaters comprise a 
well-diversified line with which to capture multiple sales 
from each customer. 


: 4 NORGE OFFERS PRODUCTS OF EXPERIENCE—Many 5 NORGE HAS DEVELOPED MANY *‘* “4 Many 
years of designing, refining, home testing and improving engineering developments originated by Norge have subse- 
have resulted in true products of experience. Norge’s appli- quently become standard in the industry—resulting in prestige 
ance know-how is your protection. which greatly helps the sale of all Norge products. 
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2 NORGE IS THE CHAMPION OF INDEPENDENT DISTRI- 
BUTION—Norge was first to formally announce a postwar 
policy of independent distribution. Norge’s past has been tied 
up with independent distribution. The factory will not com- 
pete with its dealers. 


3 EVERY NORGE PRODUCT HAS EXCLUSIVE FEATURES 
—Each Norge product is strong on eye-appeal, and is backed 
by exclusive features—buyable differences—of convenience 
and efficiency. 


6 NORGE ADVERTISING (your Ambassador of Good Will) 
WILL CONTINUE PRE-SELLING YOUR PROSPECTS — Ex- 
tensive consistent national advertising is a well-known Norge 
policy which has been in operation throughout the war as well 
as for years before Pearl Harbor ... and will be even more 
aggressively pursued in the future. 
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‘7 NORGE PERSONNEL IS EXPERIENCED—A large _per- 
centage of Norge factory men and distributors have been on 
the job for ten years and more. This means that a well- 
seasoned personnel works with and gives friendly counsel to 
the Norge dealer. 
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Here’s another ace-in-the-hole for 
Admiral Dealers... Slide-A-Way! 
Show your customers how this ex- 
clusive feature works, and you've got 
a sales clincher that can’t be beat for 
those selling days ahead. Just open 
the cabinet dogrs, out slides the com- 
plete phonograph turntable and auto- 
matic record changer. Put on the 
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CANdmiral Cotpovtion. CHICAGO 47, ILL. 


WORLD'S LARGEST MANUFACTURER OF RADIO-PHONOGRAPHS WITH AUTOMATIC RECORD CHANGERS 
Admiral Electric Range Admiral Refrigerator Admiral Home Freezer TUNE IN: CBS SUNDAYS, 2:30 P.M., EWT, FOR ADMIRAL'S "WORLD NEWS TODAY.” 


records your customer wants to hear 
... close the doors... let him sit 
back and enjoy the music. 

Prewar, Admiral grew SIX times 
as fast as the entire industry ... and 
Admiral Dealers came in with a win- 
ner. For a profitable postwar future, 
follow the lead of successful appliance 
dealersand Get Aboard with Admiral. 
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RECENT survey by the Missis- 
Asi Power & Light Co. reveals 

that homemakers in its territory 
are planning to buy electrical appli- 
ances and equipment totalling $13,860,- 
590 “within 12 months after appliances 
are again available.” 

To get this information, home serv- 
ice advisors were sent to visit home- 
makers in high, medium and low in- 
families in 41 communities, to 
determine their post-war buying inten- 
tions. Their answers have been com- 
piled into a booklet entitled “Begin 
Again” recently released by the com- 
pany. Washers topped the list, with 
67 percent of homemakers planning to 
buy one: irons came next—61 percent ; 
radios third 59 percent; and refrig- 
erators fourth—54 percent. 

In addition, 25 percent of the home- 
makers interviewed said they intend to 
install adequate wiring—6.379—at a 
value of $127,580. 

They also intend to build homes fully 
equipped for convenience and eco- 
nomical living. In the territory served 
by Mississippi Power and Light Co., 
homemakers plan to build 7,106 new 
homes with a valuation of $35,530,000. 
This represents 28 percent of the 
homemakers interviewed. Twenty-nine 
percent plan to re-model their present 
homes—a total of 7,535 homes at an 
estimated value of $11,302,500. 

Competition for the customer’s 
dollar will be stiff if the plans of fami- 
lies living in Mississippi Power terri- 
tory is any indication. Forty percent, 
or 10,232 homemakers, said they in- 
tend to buy new furniture totalling $5,- 
116,000; and 43 percent said they are 
going to buy 11,002 automobiles, 
valued at $11,002,000. 

Combining household appliances and 
equipment, new homes, remodelling of 
present homes, new furniture and auto- 
mobiles, there is a $76,811,090 market 
ready and waiting when the green light 
is given industry to get back into ap- 
pliance manufacturing. 


Survey of Dealers 


To round out the market picture in 
the territory served by Mississippi 
Power & Light Co., the company then 
made a survey of the dealers in its 
territory. Representatives of the sales 
department called on 347-appliance and 
equipment dealers, present and~ pros- 
pective, located in 68 communities, and 
asked them what orders they were 
ready to place now and within 12 
months with their respective distribu- 
tors or manufacturers. 


come 
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Mississippi 


Power & Light Co. surveyed both its domestic 
customers and local dealers . .. They found 

$13,860,590 market waiting for the first 
post-war year in appliance sales and an 


impressive list of 


WHAT DEALERS WILL BUY 


Within 
Appliances Now 12 Mos. 
Refrigerators. . . . 5,914 25,064 
Frozen food units... 1,556 7,288 
Automatic water 
744 2,708 
Ranges....... 1,160 4,800 
Dishwashers 333 1,582 
Washers... .. 4,225 19,813 
639 2,495 
Attic Fons 2,027 9,763 
Radios. . 
lemps 4,888 18,841 
Home ceiling fixtures 2,448 9,299 
Food mixers........ 2,098 8,244 
Coffee makers... ... 1,817 6,414 
Woelfle irons... .... 1,998 17,288 
x... 1,993 6,797 
Sewing machines. .. . 731 3,852 
Vacuum cleaners... 1,409 17,540 
Wiring materials... . . 14,552 59,644 


The 347 dealers also revealed their 
views on commercial and farm market 
in the territory served by ee 
Power & Light. 


Farm and Commercial 


The farm and commercial table, ac- 
cording to Mississippi Power & Light 
economists, reveals no information of 
value—but simply proves that the 


dealer buying needs 


power company, the manufacturers, the 
distributors and the jobbers interested 
in this territory have the responsibility 
of proving to all these dealers that 
there is a real market for substantial 
sales among commercial, rural and 
farm customers. 


THE FARM AND 
COMMERCIAL MARKET 


Within 
12 
Appliances Now Mos. 
Milk cooling equipment. 23 39 
Walk-in coolers........ 7 54 
Frozen food units....... 83 234 
Milking machines... ... 33 88 
Poultry equipment..... . 42 295 
Feed grinders, mixers, etc. 22 15 
Corn shellers.......... 19 64 
Hay drying equipment. . 1 2 
Dehydration equipment. 5 10 
Utility motors.......... 109 584 
Water systems......... 353 1,520 
Commercial 
Cooking equipment— 

Cooking equipment —gas 5 10 
Water heating equipment 

—electric........... 4 11 
Refrigeration equipment. 11 172 
Air conditioning... . 45 123 
Ventilating equipment... 50 512 
Motors & controls... .. . 229 1,070 


Gas heating equipment. . 13 86 


WHAT CUSTOMERS WILL BUY 


Appliance No. Value % Interviewed 
13,914 $2,434,775 54 
Frozen food units................ 7,577 3,030,080 20 
Electric water heaters............. 3,382 270,560 13 
Gas water heaters.......... 3,810 266,700 15 
4,409 551,125 17 
Attic ventilation fans............. 8,562 1,284,300 33 

1,670 250,500 6 
Automatic ironers............... 2,312 231,200 9 
15,754 78,770 61 
21,751 378,225 48 
Home ceiling fixtures............ 3,682 18,410 14 
Central heating 1,327 663,500 5 
Floor furnaces. . 3,339 283,815 13 
6,636 66,360 26 
Food mixers.................... 8,476 211,900 33 
Coffee makers.................. 3,253 16,265 13 
Toasters. 2,783 13,915 11 
Sewing mechines................ *5,865 879,750 23 
Vacuum cleaners................ 9,376 375,040 36 


19465 


Mississippi Surveys 


To find out its sales potential, 


Analyzing these two surveys step by 
step we find the following: 


Refrigerators: 
Dealers are ready to buy—now 


5914—in 1 year... 25,064 
Homemakers will buy within 1 


Comment: Dealers are “bullish” or overly 
optimistic—worth watching. 


Frozen Food Units: 


Dealers ready to buy—now 
1556— in 1 7,288 
Homemakers say they will buy 
within 1 year ......ccesee 7,577 
Comment: Dealers are “in-line” with home- 
makers. 
Automatic Electric Water Heaters: 
Dealers ready to buy—now 744 
Homemakers will buy within 1 


Comment: Dealers need “pushing up" on 
water heaters. 


Electric ranges: 


Dealers ready to buy—now 
1160—in 1 year .......... 4,800 
Homemakers say they will buy 


Comment: Dealers and homemakers are 
together on ranges. 


Dishwashers: 

Dealers ready to buy—now 333 
1,582 

Homemakers say they will buy 
1,670 
Comment: Dealers agree with home- 

makers. 

Washers: 

Dealers ready to buy—now 
19,813 

Homemakers will buy ........ 17,338 


Comment: Dealers slightly optimistic but 
not too much so if they go after 
orders! 

Automatic ironers: 


Dealers ready to buy—now 639 


Homemakers will buy within 1 
Comment: Dealers and homemakers agree 
again. 
Irons: 
Dealers ready to buy—now 
10,788—in 1 year.......... 40,349 
Homemakers will buy within 1 


Comment: Another item to watch—deal- 
ers seeming overly optimistic. 


(Continued on page 58) 
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Whos 


the postwar world 


Mention postwar business to some folks and they’ll warn you about 


hard times, tough competition, unemployment. 


Other folks see easy sledding, enormous markets, and mass buying. 


Whether the pessimists or the optimists call the turn correctly, 
whether postwar business is good or not .. . as a G-E dealer you’ve 


got firm ground under your feet. 


“Three good solid assets... 
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you'll have an enormous reservoir of con- 
sumer acceptance for General Electric prod- 
ucts. G-E Refrigerators, Ranges, Mixers, 
Toasters, and other G-E appliances, perking 
away year after year since long before the 
war, have given the kind of satisfaction that 
builds repeat sales. 


The owners of these appliances are just 
waiting for the day when they can get G-E 
products again. As a G-E dealer, you will 
find this business coming your way. 
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your customers . . . with savings piled up in 
banks and bonds... . will be reaching out for 
appliances they’ve never had before—G-E 
Dishwashers, G-E Garbage Disposalls, G-E 
Kitchen Cabinets, completely automatic G-E 
Washers and Dryers, G-E Home Freezers, 
and other modern electrical equipment that 
will be well within the limits of their pocket- 
books. 


you’ve got a good-sized following among appliance 
owners . . built up by your own excellent repair work. 


This repair work won’t stop when the war is over 
—it will be a “bread and butter’’ business for your 
store in good times and bad. 


And you can be sure that your reputation in repair 
work will translate itself into some healthy appliance 
sales, too, when you’ve got goods to sell. 


| 


A WINNING TEAM! 


Every reliable survey shows that a good many 
consumer dollars are going to be spent for elec- 
trical appliances when the war is over. Just put 
the General Electric name up alongside the 
name of your store—and then get set for post- 
war business! General Electric Co., Appliance 
and Merchandise Dept., Bridgeport, Conn. 


FOR VICTORY— General Electric is working 
night and day to back the attack. You can 


help, too, by buying and holding more war 
bonds than before. 


TUNE IN: “The G-E House Party,” every 
afternoon, Monday through Friday, 4 p. m., 
E.W.T., CBS. “The G-E All-Girl Orchestra,” 
Sunday 10 p. m., E.W.T., NBC. “The World 
Today” news, every weekday, 6:45 p. m., 
E.W.T., CBS. 


s EVERYTHING ELECTRICAL FOR HOMES AFTER VICTORY 


GENERAL @ ELECTRIC 
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Make more money on 


sewing machine trade-ins! | 


Solves sewing machine parts problems! Because 

here for the first time . . . in the only 

book of its kind . . . is a complete parts listing for the | 

96 heads of all known makes of machines! | 

Of the 23,000,000 sewing machines in American | 

homes, 90% are 5 years old or older! Millions | 

are treadle types. This means big post-war trade-ins. Get the | 
"Master Catalog” now to guide you to easier resale 
reconditioning and fatter profits! $1.50 postpaid. 
Satisfaction guaranteed or money back. 


Order today. Free Sewing Machine Co., 


Rockford, Illinois 


Mississippi Surveys Its Market 
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Attic fans: 


Dealers ready to buy now 2027 


Homemakers will buy within a 
8,562 


Comment: Figures not too far out-of-line, 
but market will need sales promotion. 


Radios: 


Dealers will buy—now 8360 
Homemakers will buy within 
1 year 15,112 
Comment: Here again intensive selling 
will be required if dealers expectations 
are realized. 


1.E.S. lamps: 
Dealers ready to buy—now 
4,888—in 1 year........... 18,841 
Homemakers will buy within a 
Comment: Dealers need “pushing up" on 
lighting. 
Home ceiling fixtures: 
Dealers ready to buy—now 
9,299 
Homemakers will buy within 1 
3,682 


Comment: Dealers “bullish'"—fixture mar- 
ket exists but many homemakers must 


be sold. 


Food mixers: 


Dealers ready to buy—now 
2098—in 1 year ........... 8,244 
Homemakers will buy within 
8,476 


Comment: Dealers and homemakers in 
close agreement. 


Coffee-makers: 
Dealers ready to buy—now 
1817— in 1 year........... 6,414 


Homemakers will buy within 
1 year 3,253 
Comment: Item worth watching—dealers 
ideas “bullish”. 


Waffle irons: 


Dealers ready to buy—now 
1998—in 1 year ........... 7,288 
Homemakers will buy within 
4,666 


Comment: Same as above—small appli- 
ances will need Selling! 


Toasters: 

Dealers ready to buy—now 
1993—in 1 year............ 6,797 

Homemakers will buy within 
2,783 


Comment: “Something's wrong on these 
small items—but dealers can sell them 
if they want to!" 

Sewing machines: 
Dealers ready to buy—now 731 


3,852 
Homemakers will buy within 1 
5,865 


Comment: “Dealers need ‘pepping up’ on 
this item—women want them!" 


Vacuum cleaners: 


Dealers ready to buy—now 
1409—in 1 year........... 7,540 
Homemakers will buy within 1 
9,376 
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Comment: More dealer pep" needed to 
meet demand for cleaners! 


Adequate wiring (changes and additions): 
48 dealers ready to buy material 
—now $14,522—in 1 year. ..$59,644 
6379 homemakers within 1 year 
will buy installations total- 
Comment: More wiring contractors 
needed to take care of market! Deal. 
ers need to become interested in Ade- 
quate Wiring or it can “bottle-neck" 
entire appliance market. 


Weak Spots 
Seven weak spots that will require 
careful attention of manufacturers, dis 
tributors and the Mississippi Power & 
Light Co., were revealed by the sur 
vey, and they were as follows: 
1. Only 181 out of 347 dealers say they will 
use sales training. 
2. Only 112 out of 347 plan to have sales 
managers. 
3. The 347 dealers plan to employ only 356 
outside salesmen. 
4. Only 208 out of 347 dealers plan to main- 
tain a repair department. 
5. Only 48 out of 347 dealers plan to do 
contract wiring. 
6. Only 216 out of 347 plan to use manufac- 
turers promotional material. 
7. Only 122 out of 347 now have franchises. 


The 347 dealers interviewed re- 
vealed that they plan to use 196,731 
sq. ft. for their appliance equipment 
departments. This is an average of 
576 sq. ft. per dealer, or a space ap- 
proximately 23x25 ft. Since this 
average space is certainly not too 
large, it will pay dividends to watch 
this. They have 465 display windows, 
totalling 32,515 sq. ft., which is a lot 
of good advertising space for various 
manufacturers appliances. 


SuRVEY OF HOUSEHOLD WANTS in 
the way of electrical appliances made 
by the member organizations of the 
Rocky Mountain Electrical League 
reveals that 67 percent of those making 
early returns have declared their 
homes to be inadequately wired. When 
all returns are in, the League plans to 
tabulate over-all results and make them 
available to dealers as a guide to 
future merchandising activities. 

* * 

Warren Lamp Co., Warren, Penn., 
manufacturers of Solar products, re- 
cently obtained authorization from the 
State Department of Delaware to 
change their name to “Solar Electric 
Corp.” The corporation officers, finan- 
cial condition, etc., remain unchanged. 

* * 


SACRAMENTO, CALIF. now has an Elec- 
tric Club, of which Clark Baker, Jr., 
is president and Carl Anderson, sect 
* * 
Tue Macnet Evecrric Mre. Co. has 
been incorporated with offices in Van- 
couver, B. C. to engage in business as 
manufacturers and distributors of elec- 
trical appliances and equipment. 
Tue STANDARD Etectric Co. of New 
Westminster, B. C., announces the 
affiliation of F. W. Harcourt as 2 
partner in the business. 
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LEAD WITH THE RIGHT! 


The above reproduction of a full-page color advertise- 
ment appearing in the April issue of the Ladies’ Home 


Journal speaks for every Premier dealer—and for 


itself. It is one of a series also appearing in Good 
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Housekeeping and The Saturday Evening Post. Reprints 
of the ad, and the booklets offered in it, may be obtained 
from your Premier distributor or direct from Electric 


Vacuum Cleaner Company, Inc., Cleveland 10, Ohio. 
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Newsworthy 
waffle! 


Umm-m-m... good! Very good indeed was the first waffle to come 
from a Proctor waffle iron. Because Proctor had made the first auto- 
matic waffle iron, first Glow Cone signal light, frst “OFF” switch 
on the waffle iron control dial. And like other Proctor appliances, 
that first waffle iron featured accurate thermostatic control. 
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PROCTOR ELECTRIC COMPANY-DIVISION OF PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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UREL R. BEETS, appliance 
dealer at Kirksville, Mo. for the 
past 20 years, has demonstrated 

that the same principles which brought 

him financial success during peacetime 
will also earn a profit during wartime. 

Chief of these is that the satisfied cus- 

tomer will bring more business to a 

store. In order, too, to satisfy the cus- 

tomer, the dealer needs to exercise his 
business ingenuity. 

Let us take a look at what Aurel R. 
Beets has done in his city of Kirks- 
ville, population, 10,080. This city 
has several nationally known educa- 
tional institutions, about five small in- 
dustries and it lies in the heart of a rich 
agricultural area in Missouri. During 
the twenties and thirties, Aurel R. 
Beets and sales crews sold 
thousands of radios and other appli- 
ances in this area. Many of these 
items were sold to farmers, and so far 
as the radios were concerned, many 
were battery sets. 


Makes Battery Packs 


Early during the war emergency, 
Mr. Beets realized that radio batteries 
would be scarce, that there would be a 
large demand for them and so he began 
to increase his stocks, This far-sighted 
policy paid off. He was able to take 
‘are of the radio battery needs of many 
ot his farm customers for many months. 

Then when his stock of radio batter- 
es began to run low he began to buy 
surplus batteries of various sizes from 
the army and navy and other sources to 
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make up battery packs for farm radios. 
For example, one sample battery pack 
contains 30 small batteries which Mr. 
Beets obtained trom the signal corps 
surplus stocks. 

“T spend a lot of time making up 
these packs myself,” he said. “I used 
to have three radio*repairmen, and now 
I have only one. [| let him handle the 
regular radio set repairs while I 
specialize on battery packs. During the 
past year I have made and sold over 
150 of these battery packs and sell them 
at $4.95. The farmers are tickled pink 
to get them. They know that it takes 
a lot of work on our part to get the 


unning 


Farm customers rely on Aurel R. 
Beets of Kirksville, Mo. to keep 
their sets operating because he 
has made a specialty of making up 
battery packs for farm radios 


A full-time radio service man is employed in the Beets establishment. 


batteries and make them into battery 
packs. They appreciate this sort of 
service. 


Picks Up Ideas 


During his spare time, Mr. Beets 
makes the rounds of chain and other 
stores. He inspects their stocks. He 


notes the items they have for sale 
which he could handle. 


He notes the 


Beets store in Kirksville, Mo., is located next to the office of the Missouri Power & 
Light Co. on the main street. 
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name and address of the manufacturer. 
Then he writes directly to such a manu- 
facturer requesting merchandise, offer- 
ing to buy any reasonable quantity. 
Using this method he recently picked 
up 200 electric lanterns, selling from 
$2.95 to $3.95, and sold all of them 
and expects to get some more. He also 
bought large amounts of batteries to 
fit such lanterns, which will bring town 
and farm purchasers back to his store 
from time to time. 

“By keeping his eyes open, by try- 
ing various sources of supply, by watch- 
ing trade and other magazine an news- 
paper ads,” says Mr. Beets “a dealer 
can pick up various quantities of bat- 
teries. We buy almost any kind of 
battery which we think we can use in 
our shop. Our buying policy has helped 
us to keep going at a profit during 
wartime.” 


Radio Stockpile Useful 


For many years Mr. Beets had a 
potential gold mine on the second floor 
of his large appliance store. We refer 
to a stockpile of more than 1,000 used 
radio sets which were taken in trade 
during the 1930’s. The better of these 
sets were reconditioned slightly and 

(Continued on page 64) 
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Aurel R. Beets keeps busy making up battery packs for farm radio sets. 
? 
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* No. 2 in Universal’s “Forward March to Market” Series. (No. | in the series “$1,000,000 
Worth of New Design” appeared in January. In May issues, look for No. 3 in this series 42 
Million Customers Worth of Good Will’) 


WORTH 


PRODUCTION 
ADVANCEMENT 


redesign, over three million dollars is being spapitte in- 
sure the production of even better Universal post-war 


appliances and housewares. New production techniques 
are being introduced...new systems to speed pfoeegss ~ 
ing at lower costs are being installed...finer precision 
methods employed and “quality control” improved. 


The entire flow of materials “from metal to merchan- 


dise” is coming in for improvement all along the line. 


LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. 
Universal Electrical Appliances distributed in Canada exclusively by Northern Electric Company, Ltd. 
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@ In addition to the million dollars being’ 
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What means 


@ Every distributor and dealer should attach ) 
powerful sales significance to the expendi- ‘ 
ture of three million dollars for production 

advancement. Universal’s sights are set on 

a manufacturing goal that will assure them 

finer, better appliances and housewares pro- 

duced under one control “from metal to 

merchandise.” 


@ “Quality Control” at every stage of con- 
struction is one key to Universal post-war 
appliance leadership. It gives assurance that 
servicing will be reduced to a minimum, and 
points the way to new heights in utility and 
perfection. The combination of these factors 
will mean greater salability—greater dealer 
and customer satisfaction. 


@ Add one million dollars worth of new 
design . . . three million dollars worth of 
production advancement and forty-two mil- 
jon customers worth of good will and you 


Ask your nearest Universal distribu- can @¥qate the true value of the Universal 
> tor for a presentation of Universal's 
“Forward March to Market.’ Call him ranchise in yeug community. 


today for full franchise information. 


MARCH 
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= many mes of this country 
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TEN CAR LOADS BOOKS 


“Can you guess the scene in 
the store TODAY when Cin- 
cinnati sees the quarter price?” 


Your advertising gains effectiveness in 
Cincinnati’s leading daily—the Cincin- 
nati Times-Star—your BASIC selling 
medium in the nation’s most stable big 


. thi dil t - 
Thus queries is an market. 


nouncement which appeared in 1898 in 
the Cincinnati Times-Star. Shillito’s, 
Cincinnati’s largest-volume department 


store, offered “the greatest book chance . Ww H é T APPLIANCES 
of your lifetime” to readers of the Cin- WILL CINGINNATIANS BUY? 


cinnati Times-Star — because Times- 
Ss lvertisi th FREE to manufac- 
Star advertising en, as now, p turers and advertising 4 
the best means of reaching Cincinnat- agencies, “The TEN- a, : 
ians economically and effectivel WISMS®* of Cincin- | 
nati;” gives facts and 
figures on Cincinnati’s 
postwar electrical and == 
gas appliance needs, 
as revealed by a sur- 
vey conducted by the 
Cincinnati Gas & Elec- ai 
tric Company. Address 
your nearest Times- 
Star office. 


Of especial significance to advertisers 
seeking to reach the rich $500,000,000 
Cincinnati market is the fact that 
Cincinnati's largest-volume  depart- 
ment store spends the largest part of 
its advertising appropriation in “Cin- 


Keeping Rural 
Radios Running 


CONTINUED FROM PAGE 


sold shortly after their trade-in period 
but the market was barely scratched. 

When the war broke out Mr. Beet: 
still had close to 1,000 of such old 
radio sets on his second floor. All! 
through the war period, Mr. Beets 
and his service man have been recondi 
tioning many of these sets and finding 
a ready sale for them. Sets have been 
reconditioned out of this stockpile says 
Mr. Beets which would never have 
been touched during normal times 
Some of the sets have been sold for $50) 
and $60, and other radios, while not 
worth reconditioning, have provided 
countless tubes for the Beets radio 
service department to help recondition 
and keep in operation sets which people 
bring in for repairs. 

“I am very happy that I’ve never dis- 
posed of those old radios,” says Mr. 
Beets. “Back in the 1930’s we sold 
enough trade-in out of that pile to pay 
for what we had allowed for them, plus 
a handsome profit. And during the 
war period we have made a very fine 
profit on reconditioned sets and the tube 
stock has been invaluable. We are 
trying to repair as many radios as 
possible every day, but when we have 
a little spare time we recondition our 
old sets. This type of operation keeps 
me busy many a night until 11 p.m.” 


War Experience Valuable 


“We radio dealers have learned a 
great deal from our war experience,” 
says Mr. Beets. “I am safe in saying 
that our present service department 
with one man turns out two times the 
work our three man service department 
did before the war. That sounds a 
little ridiculous, but it is true. For 
example, during the prewar days we 
spent so much time explaining to radio 
customers why they couldn't get so 
many stations at this hour or that dur- 
ing the day, etc. that we couldn’t stick 
at our bench work. Today, we realize 
our work bench is like a production 
unit in a factory. It must keep oper- 
ating.” 

Mr. Beets points out that dealers are 
realizing they gave too much free serv- 
ice on radios in prewar days, and that 
this service was costly. Radio sales- 
men often promised prospects large 
amounts of free radio service just to 
make a sale, and these agreements the 
dealer had to fulfill. 


cinnati’s Best Read Newspaper,” the 
Cincinnati Times-Star. 


*TENWISMS—a coined word derived from the first 
letters of the words “Things Everybody Needs When 
Industry Starts Making Some.” 


The Beets service shop also does 
considerable work during wartime for 


AND DAILY CIRCULATION 


HULBERT TAFT, President and Editor-in-Chief 
Owners and Operators of Radio Station WKREC 
PHILIP R. COTTRELL, National Advertising Mgr. 


NEW YORK: 60 £. 42nd St. @ CHICAGO: 333 N. Michigan @ WEST COAST REPRESENTATIVE: John E. Lutz, 435 N. Michigan, Chicage 
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dealers in nearby towns who have no 
radio service departments. An attempt 
is made to do such work within a week 
to two weeks. The Beets shop turns 
out about 15 radios per day which 
means a large volume of radio repairs 
ina month. At the present writing, the 
shop is only about ten days behind on 
work. 

Individual customers in the nearby 
trade territory also ship small radios to 
the Beets shop by mail or express to |e 
repaired and they are returned when 
finished, on a c.o.d. basis. This pre- 
cedure saves delivery and works out 
well with small radios. 
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> With this: Home Loundry, the Standard-Bearer of the line, 
Jacobs Co. makes its entrance into the Major Home Appliance © 
This new, completely Automatic Home Laundry qualifies itself for 
ints because of its new and different washing action, 
Quistandingewashability performance and its modern cabinet style. 


at 


design—oll Meveloped ‘after eight years of engineering and research. 
BISTRIBUTOR FRANCHISING PROGRAM 


Batked:- by powerful merchandising and promotional plans designed 
mee THROUGH THE DEALER—NOT JUST TO HiM—our 

Distriputor Franchising Program is under way and formal applica- 
‘ens for Distributor Franchises are being considered. . 


“George Ww. Wa Address all such requests to 
RODEN, General Manager, Major Appliance Division 


1, Mich. _, 
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There’s a big 
post-war opportunity 


for you with 


RHEEM 


Ww Rheem swings over from war- 
.¥¥ time to peacetime production, its 
post-war products will offer a growing 
market an opportunity for growing profits. 

The Rheem line will include a group 
of better water heaters for all types of 
fuels—gas, liquid gas, electricity, oil and 
coal; floor and wall furnaces; consoles and 
other space-heating equipment; Stoker- 
matic coal stokers and stoker-fired fur- 
naces; range boilers and tanks of all kinds 
—new appliances for better living. They 
all represent opportunities for a great busi- 
ness-building future. 

Just now, Rheem production is concen- 
trated on material for our fighting forces. 
Rheem is busy making dozens of precision- 
built war products, from airplane parts to 
8-inch artillery shells. Rheem shipping con- 
tainers, by the millions, are carrying sup- 
plies to the war fronts. Rheem water heat- 
ers, range boilers and tanks are going into 
wartime housing. 

When Victory comes, Rheem will have 
unexcelled manufacturing and research 
facilities ... will focus its experience on 
volume production of quality-built house- 
hold appliances. The Rheem line offers 


real opportunity for a business-building 
future. 


In Your Plans for the Future ... include Rheem 


RHEEM 


MANUFACTURING 
COMPANY 


Executive and General Sales Offices 

New York + San Francisco + Los Angeles 

Chicago + Washington, D. C. 

15 Plants Cover Every Major Market in the U.S.A. 
3 Plants Serve Australia 


High F requency Cooking 


No Threat +00 SAY Experts 


“Inside out" heating has logical 


place in manufacturing process. 


ULES VERNE, in his stories of 

rocket trips to the moon—and Or- 
son Welles in his men from Mars 
broadcast—hit upon the fact that the 
public will sunburn the roof of its 
mouth gawping at believe-it-or-not 
marvels. Amazing tales, couched in 
properly mechanized language, will 
fetch a crowd at Times Square or any 
crossroads. 

All right, if they didn’t kick over the 
apple cart. 

But when the public quits buying 
time tested merchandise to wait for 
some prodigy it has read about, fascin- 
ating fiction oversteps its bounds. 
Fairy tales are okay, but our 6-year- 
old public should know that this is just 
what they are. 

Newest wonder being discussed to- 
day in the marvel magazines is high 
frequency cooking. “Broil a steak in 
3 seconds, bake a cake in 2 seconds, 
and boil eggs in less time than it 
takes to tell about it,” Dr. Gustav Eg- 
loff, Russian scientist, says in a speech. 

“Gosh almighty !”’ exclaims Joe Jerk, 
“And to think that we were planning 
to buy an_ old-fashioned electric 
range.” 


How It Works 


What is this device which is get- 
ting off on the wrong foot in its pub- 
licity. Does it actually exist? It does. 
High frequency heat has been used in 
manufacturing for at least a decade. 
Because of its dramatic peculiarities it 
is worth a story. Etecrricat Mer- 
CHANDISING herewith attemps to tell 
you the story of how it works, and what 
it is all about. A utility engineer, who 
prefers to remain nameless, gives us 
this interview. 

To begin with, when you bend a 
piece of iron very rapidly it gets hot 
at the bend. This is because the rapid 
movement is upsetting the molecular 
structure—Friction, as it were. Now, 
you probably have built a radio or torn 


one down and know what a condenser 
is. On a condenser the electrons jump 
back and forth, producing’ a current 
between the two plates. When elec- 
trons are forced to jump back and forth 
in a certain way they will generate 
heat because you are disturbing their 
molecular structure. 

Of course condensers used for power 
factor must be large. In fact, it would 
take almost as much equipment as you 
can get in an ordinary office desk to 
run a domestic electric range. The 
idea is to hitch up a transformer to 
supply high voltage. Then you cause 
the system to oscillate (like a harp) 
setting up a high frequency as a result. 
The higher the frequency and the 
higher the voltage the greater the dis- 
turbance to the molecules. This oscil- 
lating circuit is produced by means of 
tubes. You need high voltage and high 
frequency. You also need a choke and 
a condenser to get a resonant condition 
If. anything of a dielectric nature is 
placed between plates of the condenser 
it acts as an insulator and gets hot. 
Because the current is passing through 
the entire bit of food at the same time, 
it heats up all over at once. Because 
the inside hasn’t a chance to radiate 
heat as the outside, we get the phenom- 
ena of “inside out” cooking. 


5-10 Kw. Installation 


To do the work of the present elec- 
trical range it would take a 5 to 10 
kilowatt installation. This sort of a 
setup may be quite expensive and in- 
troduces the complication of wiring. 
A 10 kw. job will require 20 kw. of 
input. The average home is not fixed 
up for it. Today’s domestic range has 
about 7% kw. load. You can buy a 500 
watt high frequency outfit for around 
$997, and a post-war price might be 
about $500. This size is about the 
smallest that could be used. A 10 kw. 
job would be needed for this 1% 
minute cooking of biscuits, etc. and is 


It is a bold man who would predict anything in an industry where successful 
inventors are as plentiful as blueberries in a New England pie. 

This story quibbles not over the successful operation of high frequency heat, 
but with the Sunday supplement tales of its application to family cooking. A mil- 
lion years of habit lies behind the ways women prepare food. They get flavor from 


the searing of meat and the carmelization of sugar. 


Few families are likely to 


accustom themselves to a constant "New England boiled dinner” flavor. In short, 
people are not going to change their tastes of their cooking habits. 

Speed, biscuits in !'/2 seconds, which is the real romance of high frequency 
cooking, is too critical for average people. There would be more burn-ups than 


successes. 


The possibilities of this heating method seem to be brightest in the factory, 
where a uniform product is treated under expert management. It finds favor in 
kiln drying lumber, in melting solder in obscure spots. For the home—nothing in 


sight, say today's experts. 
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BENDIX 


automatic 


Home Laundr 


‘tes 


Poor Joe! —he has so many advance orders for 
the new Bendix Automatic Home Laundry he 
thinks he’s dreaming! But it’s that way all 
over. Bendix dealers are the most popular 
men in town—with women everywhere sweetly 
crooning, “All I Want Is A Bendix!” And the 
best is yet to come! As soon as those gleaming 
new Bendix machines are released, Joe’s orders 
become cash, and his bank account goes up 
and up! 

Women want the Bendix for many reasons. 
For washday ease, and freedom from drudgery. 
For smartness. For better cleansing. For 


more leisure. Because they know there is only 
one Bendix that gives them everything they 
are looking for in home laundrys. 

We’ve told them all this in National Ads. 
And we’re doing a bigger job of advertising 
this year than ever before. There’s National 
Radio, too. And Electric Signs, Store Dis- 
plays and countless Dealer Materials. 
Frankly, though, the American women are 
doing a swell job for the Bendix dealer, telling 
one another, at bridge parties and over th 
backyard fence. That’s advertising that 
means truly satisfied customers! 


Bendix Home Appliances, Inc., South Bend, Indiana...Pioneers and Perfectors of the Automatic "Washer" 


Laundry 
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Quick Freeze 
CABINET 


...- but they all know that any REFRIGERATOR 


MUST HAVE GOOD INSULATION 


Frozen FooD 
STORAGE 


The need for various degrees and kinds of cold, 
to keep different foods at their best, may bring 
about some radical changes in the functional 
design of refrigerators—but none, let us hope, 
es radical as those illustrated above. 

Irrespective of such new developments, tomor- 
row’s refrigerators will need good insulation— 
insulation that will stand up and retain its insula- 
tion efficiency over a long period of time. In 
short, such insulation as Fiberglas*. 

Being inorganic—made of fine fibers of glass 
——Fiberglas is a permanent and efficient insula- 
It is 


tion material, immune to rot and decay. 


highly moisture-resistant—picking up less than 


ditions—and dries out without harm. It is 


presence of moisture. Best of all, it won’t settle 
or disintegrate, but stays put for life even when 
subjected to severe vibration. 

The remarkable service rendered by Fiberglas 
Insulation in millions of ranges, refrigerators and 
other home appliances has made it a favorite with 
buyers, as well as with merchants and manufac- 
turers. Its flexibility and easy handling qualities 
have also appealed strongly to appliance manu- 
facturers, as has its light weight—a source of 
substantial freight savings. 

Yes, there are many reasons why Fiberglas 
Insulation will be found in many of your Postwar 
Products. And what a selling feature it will be! 


1% by weight under extreme humidity con- os Owens-Corning Fiberglas Corporation, 1853 


not corrosive to aluminum and steel in the 


FIBERGLAS 


*T. M. Reg. U.S. Pat. Off. 
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Nicholay Bldg., Toledo 1, Ohio, In Canada, 
Fiberglas Canada I,td., Oshawa, Ontario. 


THERMAL 
INSULATION 
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quite out of the picture for the average 
home. 

Now it might be possible to reduce 
the size of your setup by using crystals 
but still there is going to have to be 
a transformer in the picture for thi: 
high frequency cooking. Experts don’t 
see much chance of getting around a 
lot of high priced, bulky equipment. A 
transformer will cost you anywhere 
from $30 to $75, and tubes for your 
range will cost anywhere from $50 up. 

It appears that the high frequency 
range can be shielded so that it would 
not be dangerous. Moreover, there 
is little chance of anyone holding their 
hands inside the oven and getting them 
cooked. 

The idea is not new, as a Detroit 
man five years ago brought forward a 
gadget which cooked steaks between 
two electrodes. Earlier-than that there 
was a weenie roaster which cooked 
weenies by impaling them on two metal 
points and passing a current through 
the hot dogs. 

Ow, expert figured it might cost less 
to cook this way even with a 50 percent 
efficiency handicap. 

On the other hand, you have the 
operating problem. 

The catch of the whole setup lies in 
human nature and foods that American 
housewives would put in such a range. 

Tt must be remembered that the car- 
melizing of sugar and the searing of 
steaks have much to do with giving 
foods their pleasing flavor. Foods 
cooked by high frequency methods have 
all the charm of a New England boiled 
dinner. All right for some things 
| but not as a perpetual dict. 

h 4Different foods placed in a high 


Pirequency oven give entirely different 


results. Thoroughly mixed sausage, 
for example, cooks pretty well. On 
the other hand, with steaks the fat 
burns before the lean meat is thor- 
oughly cooked. With chicken there 
was a char in the bone before the out- 
side was done. 

A bakery experimenting with high 
frequency or dielectric cooking of 
bread found outside of the loaf unap- 
petizing looking and the crust on the 
inside. 


The Question of Taste 


Greatest holdback is the taste, as it 
is very difficult to reconcile the Ameri- 
can public to food that will taste en- 
tirely different from what they are 
accustomed to. Electrical appliances 
are devices made for use by people who 
are inexpert in their handling. While 
there may be some advantage to bis- 
cuits that can pop. out in seconds, 
steaks that are done in a whiff of time, 
the extreme speed means fresh perils of 
burning and over cooking which offset 
the advantages. 

Authorities like Wiley Wenger of 
RCA explain, that while gapid strides 
are being made in sterilization, pasteur- 
ization, cooking and éfizyme control of 
foods and drugs by dielectric heating, 
it is generally impractical on a com- 
mercial scale at present. Limitations 
are lack of homogenuity in the produ:t. 
cost of providing necessary flexibility 
and apparatus, and insufficiency of ex- 
perimental data. With present rate f 
progress, it may have a bright futu'e 
in commercial fields under expert gu: |- 
ance—but—for the housewife it r°- 
mains a Sunday supplement story. 
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neri- all the new spring merchandise? value. To them, this seal is an indication that samples of 
ws Maybe it’s not exactly a traffic beacon. But that’s the _ the product have been examined, and have been found, 
eee way it behaves. to our satisfaction, to live up to announced claims. 

who isi 
Vhile For customers who were dazed with indecision Mee We have spent hundreds of thousands of dollars, 
to life. Customers who were gnawing their fingernails, 

years of time, to establish the faith women have in the 
onds, 

Good H k Seal. 
They see the Good Housekeeping Guaranty Seal— 
Sect and they say: “This is it!’’ Millions of women, today, act on that faith, because 

Again and again, this little seal settles a sale. they know— 

tr 0 
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we give this seal to no one — 
the product that has it, earns it. 
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Good Housekeeping 

“4 The Homemakers’ Bureau of Standards 
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Telechron Electric Radio Switch Clock for 


quick-moving, post-war receiver sales! 


Telechron C40, electric radio switch clock, is a top- 
flight, A-1 sales booster for lower price receivers. The 
owner pre-sets the operating time—C40 turns on the 
station, on the dot, and also serves as an ideal alarm 
clock. Single control knob. A handsome time-saver 
that should be standard equipment on every radio de- 
signed for mass appeal. Low installation cost. Attrac- 
tive pattern for panel mounting. Furnished in varying 
dial sizes, with dial and hand styles to meet your 
requirements. Famed Telechron accuracy, long life, 
dependability. Other styles and sizes for other radio 
requirements. Get the full, profitable facts now! Write 
or wire Automatic Control Division, Dept. G, Warren 
Telechron Company, Ashland, Massachusetts. 


COMPLETELY AUTOMATIC 
PRE-SELECTOR 


Telechron Timer C32 offers complete 
automatic pre-selection of as many 
as 48 different 15-minute radio pro- 
grams in sequence. Timer turns ra- 
dio on for desired operating period, 
then turns it off. A flick of the fin- 
ger sets the keys around the large 
and legible clock face. For radio 
panel mounting. 


REG. U.S. PAT. OFF. 


WARREN TELECHRON COMPANY - ASHLAND, MASSACHUSETTS 
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| section. 
| people, old American stock. 
_ many of them work at Hershey. There 
| also are a lot of farmers around here. 
| For this type of customer we carry 
| good 
| cheap moves here. 


| tion. 


Low-Pressure Selling 


Let Spire supply the answers: 
“IT don’t sell. I’m not a salesman. 
I’m just an order-taker. Maybe I’m 


| also a careful buyer. 


“To understand my operation you've 


| got to get a better picture of this terri- 


tory. This is a good, conservative 
These are solid, substantial 


A great 


solid merchandise. Nothing 
Our promotion is 
limited strictly to display on the floor. 
High pressure doesn’t go in this sec- 
When these people want some- 
thing they'll come in and ask for. it. 
That makes me an order-taker and de- 
livery boy, instead of a salesman. 


“| wouldn't take on a high class com- 


| mission salesman in a territory of this 


type if he paid me a salary on the side 
for the privilege of working. First he 
would bring in the bad accounts I 
don’t want. I certainly can’t afford:to 
pay a commission on them. Ever for 
my soft method of doing business, 
that’s going a little bit too far. Dhen 
he’d bring in good customers. .who 
would come to the store by themselves 
anyway. There’s no sense paying off 
on them. My net would take a terrifie 
nose dive. 

“Harrisburg? These people can’t 
buy better merchandise there than I 
carry for them right here near their 
homes. They can’t buy the same mer- 
chandise in the city at a lower price 
than right here, either. No, lots of 


| Hershey people and plenty of Harris- 
| burg people come to us. 


“It works this way: Miss Smith 
marries a Harrisburg man and they 
set up housekeeping in the city. Well, 
I always treated Mr. and Mrs. Smith 
as nice as I could so the young married 
couple come to us for the whole works. 
It's the same way with Mr. and Mrs. 
Smith’s cousins who live in the city or 
over in Middletown, anywhere within 
20) miles or so. Whenever you treat 
people well in a business way, the word 
seems to circulate around. 


The Service Set-Up 


“The best break for our one-man 
service department is that the man in 
control, Dick Seibert, is an all-around 
crackerjack who knows how to pace 
his time and effort to the pressure of 
service load on hand. We take 
anything from table appliances to re- 
irigerators and oil burners, regardless 
of brand, regardless of where it was 
purchased. This policy pays off later 
in the sales column. 


the 


“Before the war we lost money on 


| service but that was my own fault. 


Here’s an example: Mrs. Smith needs 
some important repair quickly made 
to her refrigerator which she purchased 
six years ago. This means a truck 
trip, half a day’s time and several dol- 
lars worth of material before it is 
straightened out and back in service. 
Sut Mrs. Smith never bothered me for 
any service on that box before, not once 
in those six years. How can you 
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charge anyone in a case like that? 
So I tell her to forget it; there’s no 
charge at all for the service. There 
were some years when I wished | 
could have totaled the amount lost 
through service given free. 


“In the present jam of repair work 
the department makes some money but 
I suppose after the war we'll drift back 
into our old habits again. Maybe 
I could charge it off as some form of 
promotion after all because this policy 
sure seems to deliver in black ink in 
that sales column. 


“Tt’s the same story on sales charges. 
The normal loss runs about the same 
as on service. I'm careful, but now 
and then we deliver a major appliance 
to a customer and later perhaps some 
unexpected trouble comes to that fam- 
ily. Time drags along and they can't 
pay the balance. At least they don’t 
pay it. I make a couple of collection 
calls but sometimes just can’t get 
around to breaking out the financial 
question before it’s time to leave. So 
maybe when I get back to the store 
I mail them a receipted bill. Why not 
mark off those accounts? They can’t 
pay at that time so why carry the 
account on the books? 


“Funny thing how it works out in 
the long run. Some of those people 
actually pay us years later anyway 
And in some other cases their relatives, 
whom we never saw before, come into 
the store ‘later and buy things, paying 
cash, and becoming good customers. 

“The best net, despite these whacky 
methods, was in the old location where 
one year we hit a fraction under an 
even 25 percent. The net was better 
than 20 percent in all normal years 
there. Until we finally ran out ot 
most major appliances we did very well 
here, too. Against the national aver- 
age | guess we don’t look too bad on 
that count. The annual pay-off to me 
usually is entirely satisfactory.” 


Well Known In Territory 


Don’t be kidded about Spire not 
being a salesman. Everybody in Hum- 
melstown and Hershey knows Henry. 
Nearly everyone in Middletown, six 
miles away, with 6,000 population, but 
on another highway leading into Har- 
risburg, also knows Henry. Further- 
more, these people know him well. 

His selling is done on the basis of 
friendship and confidence built by {air 
dealing and the handling of top-grade 
merchandise. High pressure and trick 
methods always have been distinctly 
“out” so far as he is concerned. Thus, 
he now enjoys the business of a clien- 
tele which never considers shopping 
elsewhere when electrical appliances 
are wanted. That about sums up his 
true formulae for success. Actually, 
he’s a very clever merchandiser. He 
definitely knows the human side o! his 
community’s life. 

Has the war taught him ariyt! ing 
new about merchandising ? 

“Nothing that I didn’t learn the 
hard way from the last depression. 
Alongside of that, this is a snap.” 
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same 

now 

a HOTPOINT has consistently lived up to the 
fam- 

can't standard of quality first. Research and invention by 
don’t 

= skilled technicians resulted in Hotpoint leadership 

So in the manufacture of electrical appliances. “Time- 
store 
y not Tested” dependability for 40 years is your assurance 
cant 

h 
ae that the Hotpoint products of tomorrow will not 
ia te The first practical electricrange, “grand- 

daddy” of all Hotpoint products...wa bis ies.” 

be “postwar babies.” The all-electric kitchen is the 
yway. chairman of the board of Hotpoint. ala ’ 
tives, scientific outgrowth of the first electric range. 
e into 
aying 

ers. 

hacky 

where 

de ... after 40 years of progress Hotpoint 

a offers you an opportunity to plan and 

y well build a retail appliance business, for 

aver- 

ad on the present and future, on a dignified 

to me 

7 and profitable basis through their selec- 

tive dealer franchise plan—“‘a selective 

not § dealer for a specific market... a spe- 

Hum- 4 

env. | cific market for a selective dealer.’ 

Edison General Electric Appliance Co., Inc. 

> Har- 5620 West Taylor Street, Chicago 44, Illinois The Hotpoint Complete Electric Kitchen 
urther- ..-has received wide national publicity. 

ell. : Over 30,000 inquiries a month are 

ais of Hotpoint Dependability proof of the consumer interest in, and 

by fair Assured by 40 Years Experience preference for, all-electric kitchens. ~ 

ide 

id trick 

stinctly HOTPOINT REGIONAL SALES OFFICES. EASTERN: 570 Lexington Avenue, New York City 22, Plaza 3-9333. SOUTHERN: 304 Red Rock Building, Atlanta 3, Walnut 2959. 
; Thus, CENTRAL: 1456 Merchandise Mart, Chicago 54, Superior 1174. WESTERN: Western Merchandise Mart, 1355 Market Street, San Francisco 3, Underhill 2727. 
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YES, BUT THE 
BROWNS HAVE 
A NEW 


AUTOMATIC 


WASHER! 


TOMATIC WASHER COMPANY 


| 
| 
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A Dealer Looks at 
Home Freezer Business 


purposes and there would be a saving 
in cash outlay. 

I am a firm believer in the theory 
that our American custom of “keeping 
up with the Joneses” is a great help 
in selling major home appliances. If 
Mrs. Jones has a new freezer in the 
basement she may comment about it, 
but she will hardly invite Mrs. Doe 
to see it. If it is in the kitchen or 


some other presentable location she_ 


will find some excuse to engineer Mrs. 
Doe where she can see it so she may 
exclaim, “Oh! you have a new home 
freezer.” If this happens you may be 
reasonably sure Mrs. Doe will make 
some pointed suggestions to Mr. Doe 
when she gets home. 


Give Kids a Break 


There are other important reasons 
why I believe the correct place for 
the home freezer is in the kitchen or 
adjoining room where it is easily ac- 
cessible. Today juvenile delinquency 
is a widely discussed topic. Youngsters 
like to eat. The first step away from 
home is when they start frequenting 
the drug store and sundry shops for 
ice-cream cones, sundaes, sodas and 
candy. The next step is to the “jukes” 
for sandwiches and cokes, then for 
sandwiches, beer and dancing. This 
can be prevented by having the things 
they like to eat at home. The home 


| freezer provides storage for ice-cream 


in bulk containers and it’s much cheaper 
purchased in such quantities. Siphon 
bottles (not ordinary bottles of charged 
water ), top milk or cream and choco- 
late or other syrups provide the neces- 
sary ingredients for the best ice-cream 
sodas you ever tasted and the children 
get an added kick out of making their 
own sodas and putting in a little extra 
syrup or ice-cream. Almost every 
young boy has decided at some time 
or other that he is going to operate 
a soda shop when he grows up. This 
keeping the children at home idea is 
a selling argument that I believe will 
have more weight with the average 
prospective buyers than all the other 
arguments put together. It’s not a new 
or unproven idea, but one which has 
been thoroughly tested and proved. I 
know it works from my personal ex- 
perience and the experience of many 
of my friends. 

I found that I disagreed with the 
manufacturers on how most home 
freezers would be used. Their idea 
was that they would be used only once 
or twice a day to remove large amounts 
of foods which would then be placed 
in the refrigerator and that it would 
only mean two or three trips to the 
basement each day. I believe they will 
be used many times each day requir- 
ing entirely too many trips to the base- 
ment. The average basement stairs 
at best are none too good and usually 
poorly lighted. A tumble might result 
in broken bones and doctor bills. But 
this discussion involves the complex 
question: “How will the average home 
freezer owner buy post war frozen 


CONTINUED FROM PAGE 2% 


foods”—from 1. a home delivery com- 
pany who puts in a complete stock and 
then replaces what has been used every 
few weeks? 2. a locker plant? 3. a 
new type cash and carry frozen food 
store? 4. a dairy company which would 
deliver daily milk, butter, ice-cream 
and frozen foods? or 5. enlarged frozen 
food departments in the present food 
markets ? 

While all oi these and other means 
as well will likely be employed over the 
entire country, one or perhaps two will 
likely predominate in each community 


The Locker Plant 


In certain localities the locker plant 


may be the leading supplier particv- } 


larly in agricultural areas where good 
live stock is available close by. In 
other localities, South Florida, for ex- 
ample, | doubt that the locker plant 
will be a great factor because we are 
a long distance from the meat packing 
centers. The big packers, I am told 
can pay a good part of the cost of cut- 
ting and freezing individual meat cuts 
from the trimmings. Fat makes glyc- 
erin, tallow, etc., bones make gelatine, 
fertilizer, etc. Expert cutters reduce 
costs and approximately six to eight 
cars of fresh meat as it is usually ship- 
ped, when cut, boned and frozen, can 
be shipped in one car. This means a 
big savings in freight. Put these in- 
dividual cuts in a self service, cash 
and carry store and I believe it will be 
difficult for the locker plant to com- 
pete in my community. 

I can see the scowls from our Cham- 
ber of Commerce so let me hasten tc 
add that we grow excellent beef cattle 
in Florida and it is one of our coming 
industries. Probably our beef cattle is 
as good as any grass fed beef cattle, 
but in order to produce prime beef it 
is necessary to corn fatten the cattle in 
pens and we are not a corn producing 
state nor even adjacent to one. I am 
something of an amateur chef. I have 
eaten our best grass fattened beef and 
its very good, but it doesn’t compare 
with the corn fattened top brands of 
beef distributed by our large meat 
packers. 

The dairies have always been look- 
ing for a way to reduce the deliver) 
cost of milk. That’s why several ot 
the large dairies experimented with 
delivering frozen fruit juices. Some 
of them will undoubtedly jump int 
home deliveries of frozen foods with 
both feet especially with the prospects 
of materially increasing the sale 0 
ice-cream in bulk containers of one 
gallon or more. These concerns, in my 
opinion, are likely to-do outstanding 
jobs in certain localities particularly 
the sections far removed from maif 
agricultural centers. 


Trade-ins a Factor 


Another problem is whether preset! 
electric refrigerator owners will wat! 
to trade in fairly good refrigerators " 
order to get a combination refrige: ato" 
with a moderate amount of frozen {004- 
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When your customers buy radios they play it 
safe. They stop, look, and listen. Yes . . . they /isten. 
They buy radios dy ear. 

You can chalk that up as a big advantage for 
SONORA, the radios that are famous for brilliant, beau- 
tiful, faithful cone—the tone that is “Clear asa Bell’’. 

Good to look at? Of course. SONORA’S stunning 
models are unsurpassed for beauty of design and 
finish. But with Sonor, beauty is more than skin 
deep—it's tone deep. It must have the finest tone in its 
price class, or it isn’t good enough to be called a SONORA. 


Sonora 


Nationally known, nationally advertised 
SONORA radios excel in tone quality because 
Sonora’s laboratories are devoted exclusively 
to this one achievement . . . because SONORA'S 
exclusive function is providing better home entertain- 
ment. This specialization on home entertainment only 
makes it certain that when manufacture of civilian 
radios is resumed . .. you may look to SONORA for 
HOME ENTERTAINMENT AT ITS BEST! 


SONORA RADIO & TELEVISION CORP. 
325 N. Hoyne Avenue + Chicago 12, Illinois 


HOME ENTERTAINMENT AT ITS BEST 


RADIOS + TELEVISION SETS - RECORDS «+ PHONOGRAPHS «+ RECORDERS 
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CLEANERS 
ARE SUPPLIED TO RETAILERS 


by ETHICAL 
WHOLESALERS 


The ROYAL system of distribution gives the 
Retail Dealer full and complete protection in the 
exercise of his function as the only recognized 
outlet for ROYAL Cleaners to the consumer. 


ROYAL Distributors are chosen for the 


* specific purpose of rendering to the Retailer the 
BUY MORE type of efficient, helpful service which we 
WAR know is necessary in order to enable the Retail- 
BONDS ers to sell ROYALS at a profit. We do not 
approve of Wholesalers selling at retail 

* 


through the guise of group sales to industrial 
plants or other organizations. Neither do the 
Wholesalers who distribute ROYALS approve 
of such methods. 


The Retail Dealer enjoys a particular advan- 
tage in being able to secure his ROYAL 
Cleaners from a nearby Wholesaler. 


The Wholesaler warehouses a stock of 
new cleaners and parts so that they are 
quickly available. He acts as the Dealer’s 
contact with the factory. He is ready at all 
times to supply the Dealer hs 4 Le pro- 
motion helps and all other f helpful 
cooperation. 

Most ROYAL Distributors havg been 
with us for_many years, The new ones that 
are being added will still further broaden 


the service which ROYAL offers to the 
Retailer. 


SEE YOUR 


DISTRIBUTOR 


/ 


It’s time to begin your planning for post-war sales. See the 
ROYAL Distributor in your community and arrange with him to 
get on his preferred list for prompt delivery of ROYALS at the 
earliest possible 
moment after 
“Vv” Day. 


ROYALS 
will be avail- 
able in models 
and prices to 
not only meet 
but beat any 
type of compe- 
tition. They 
will be backed 
by adequate ad- 
vertising and 
selling helps. 


ROYAL Cleaners 


THE P. A. GEIER CO., CLEVELAND, O. 
‘CONTINENTAL ELECTRIC COMPANY, 


gther communities”. 


A Dealer Looks at 


Home Freezer Business 


storage or simply retain their old re- 
frigerator which may be good for 5 
to 7 years and buy a home freezer. 
I believe that low post-war»trade-in 
values will discourage trade-ins and 
encourage the purchase of a separate 


home freezer for they would give a™ 


greater overall capacity. 

Here again the location of the con- 
sumer is a deciding factor. Compre- 
hensive surveys on this subject such 
as the one made by the Electric League 
of Cleveland, Ohio, show that the per- 
centage of persons in the urban* areas 
who expect to purchase home freezers 
is small, but the percentage in the su- 
burban area is three to four times as 
great. Other surveys I have seen tend 
to closely follow these estimates. On 
a rule of thumb basis, if you serve a 
metropolitan area you might expect to 
sell one home freezer to every twenty 
refrigerators. If you serve a subur- 
ban area you might expect to sell one 
home freezer to every five refrigera- 
tors. 


Flexible Design Needed 


I recently received an interesting 
letter from Dr Albert Haring, Pro- 
iessor of Marketsgg at Indiana Uni- 
versity. In this letter he stated, “The 
more one comes into contact with spe- 
cific operations, the more one realizes 
that success in one community may 
rest on different techniques than in 
To my way of 
thinking there is a whole book full of 


| logic and sound advice to postwar ap- 


pliance dealers in this one sentence. 
There isn’t, in my opinion, any one 
design of home freezer which will 
meet all demands. Certainly we 
shouldn’t have just a freezer that will 
go into the basement or garage. There 
should also be one, with minor exterior 
changes, which would replace a base 
cabinet, table, or work center in the 
kitchen. There isn’t any one sales 


| plan which will work equally well 
| in all sections of the country. 


I believe 


| that the dealers who will do outstand- 


Toronto, Ont., Canada 
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1ce-cream. 


ing jobs selling home freezers will be 
the ones who make exhaustive surveys , 
of their local community before sell- 
ing starts. They will study proposed 
local methods of distributing and han- 
dling frozen foods including meats and 
They will study the buying 
habits of the people in their com- 
munity (charge and delivery or cash 
and carry). They will study the dii- 
ference in buying habits of the urban 
and suburban dwellers. They will 
learn how to sell the “idea” of frozen 
foods. I believe this information will 
be necessary before dealers can have 
even the vaguest ideas of the size or 
type freezers they can sell to the best 
advantage and the probable sales vol- 
ume they may expect. 


Producers Have Responsibility 


It may seem unnecessary and even 
“buttinsky” for the frozen food con- 
cerns to become interested in the de- 
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signs of the home freezers of the var- 
ious manufacturers, but if they don’t 
sell—don’t have public acceptance thie 
frozen food industry will be retarded. 
When you consider that the cost of 
one year’s supply of frozen foods may 
equal the original cost of the home 
freezer you can see why they should 
be interested. It may seem equally 
unnecessary for the manufacturers to 
know how the frozen food concerns 
and particularly the meat packers are 
going to distribute their products, but 
they can’t design the right sizes and 
types if this isn’t known. I think the 
retailers of home freezers can help a 
great deal in promoting the sale of 
frozen foods, but the frozen food pro- 
ducers have the responsibility of de- 
veloping this program and educating 
the dealers. Housewives have become 
used to calling their appliance dealer 
for information on cooking and other 
kitchen matters. I believe they are 
more likely to call the dealer from 
whom they have purchased the freezer 
for information on preparation, cook- 
ing and serving the frozen foods than 
the firm from whom they purchased 
the frozen foods and they are more 
likely to get better information from 
the appliance dealer than from the food 
distributor. Successful household ap- 
pliance dealers are usually well trained 
home economists. 

Consequently, it seems to me that the 
success of the frozen food producers 
and the home freezer manufacturers— 
distributors—retailers are more or less 
dependent upon each other. The start 
of actual freezer production seems a 
long way off at this writing so it 
might be pertinent to suggest that all 
of these factions should get together 
and exchange ideas and develop a co- 
ordinated program. This might save 
a lot of postwar headaches. 


IRON COSTS $3,000—This Westinghouse 
iron was auctioned off for $3,000 in Wr 
Bonds in Mansfield recently. Dr. Paul %. 
Maxwell, purchaser receives iron from 
James C. Skelly, theatre manager. 
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In postwar plans, experienced dealers will have no place for 
lines that later may be abandoned, This is the prediction 
of the National Association of Manufacturers as reported in’ 
a recent issue of The Management Review. 
MMC 
NO ORPHANS 
THESE PREMISES “eg 
IN THE IMMEDIATE post-hostility period, competition during the 20's will remember It is significant that many dealers throughout 
fumerous manufacturers without previous that many a competent retailer faced the country have already concluded arrangements 
experience are going to enter many fields new substantial losses when the lines he represented for Maytag franchises in their territory, making 
to them, such as the field of household became “orphans.” ready now to cash in on the pent-up demand 
appliances. This, according to the Association's In choosing lines to handle after this war, for Maytag washers in their territory whenever the 
prediction, will probably result, after several dealers will be less influenced by glittering prom- factory is able to resume washer production. 
yeass, in many “orphan” lines—those for ises than by the established reputation of the 
which parts and service are no longer available, manufacturers in building and marketing THE MAYTAG COMPANY 


Dealers who recall the “survival of the fittest” electrical appliances. 


Newton, lowa 


Maytag Has @ 7 to 1 Head-Start. Maytag led 7 to 1 over any other make 
vhen women were asked what washer they'd choose after the 

var—in independent surveys of more than 36,000 homemakers in 
latge cities and small, made in 1944 by a large newspaper and 
‘widely-read weekly publication. 


WASHERS IRONERS 


ELECTRICAL MERCHANDISING—MARCH, 1945 PAGE 75 


= 
, 
| 
— 
‘ 
| 
{ 
' } 
| ' ' 
me 
2 P 


FOR THE RADIO OF TOMORROW 


War-trained hands . . . fingers educated in 
accuracy and speed . . guided by new facts 
wrested from the widening frontiers of elec- 
tronics research . . . hands that will create 
unsurpassed values in “Detrola-built” Radio 
Receivers . . . Television Receivers . . . 
Automatic Record Changers, and other elec- 


tronic instruments. 


KEEP YOUR EYE ON DETROLA 


RADIO 


INTERNATIONAL DETROLA CORPORATION 


BEARD AT CHATFIELD © DETROIT S, MICH. 
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Know Your Women! 
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on top of the stove, and more storage 
space. 


Washers 


Fifty-two percent of the nationa! 
sample, and 69 percent of the Com 
panion Pane! own washing machines. 
The average age was 7 to 8 years, an: 
87 percent of them were wringer type 
models. Eighty-nine percent said their 
washers are satisfactory. 


Eighty-eight percent of the women 
in the national sample, and 94 percent 
of the Companion group, hang their 
clothes outdoors, and 19 percent na- 
tional and 32 percent Companion ex- 
pressed interest in an electric clothes 
dryer. Fifty dollars was the price most 
of these women said they were willing 
to pay for such an appliance. 

Thirty-five percent of the national 
summary are planning to buy washing 
machines after the war, and 47 percent 
of the Companion Panel will also buy 

one. Fifteen percent want automatic 
models—27 percent in the Companion 
group; and broken down by psycholog- 
| ical groups, 18 percent of the balanced 
type, 14 percent of the housewife type, 
and 12 percent of the career type plan 
co buy automatic washers post-war. 


Vacuum cleaners and dishwashers 
were also included in the survey, and 
more than half the women interviewed 
owned cleaners, while only one percent 
owned dishwashing machines. Thirty- 
three percent plan to buy a cleaner after 
the war, while only a small percent 
think a dishwasher would relieve them 
of enough work to be worth the cost. 
A large percentage of the total also 
expressed interest in sunlamps, elec- 
tric blankets and air conditioning. 


Inventions Suggested 


Many of the women interviewed had 
ideas and suggestions for new prod- 
ucts to be manufactured. 

Among the general suggestions 
offered were an electric tea wagon—a 
little train that runs from kitchen to 
living room table, eliminating a maid; 
a radio alarm clock; an electric men- 
der; windows that open and close by 
pressing a button; mechanical aeration 
for beds; illuminated glass bricks 
around sink and kitchen table; a tele- 
vision door bell connection to see who 
is outside. 

Devices for cleaning the home were 
the most popular, such as a window 
cleaner—something that rotates on a 
long handle and can be held out the 
window ; a mechanical wall cleaner; a 
device to scoop up dust in one full 
swoop; a gadget to wax furniture; 
an arrangement by which soap can be 
dispersed through a vacuum cleaner 
hose, beaten through a rug, then the 
hose reversed to suck up lather and 
dry rug. 

Suggestions for cooking included 
something that seals odors into the 
oven; a machine to shell peas and 
to peel vegetables—the peeling gadget 
to have revolving blades that turn 
fast against which an apple or potato 
can be held—this device must work 
immediately without having to be 
screwed into a motor or adjusted 
otherwise such as the present mixer 
attachments. 
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At the end of March, and in the month of April—as housewives get ready to spring-clean 
their homes—this Hoover ad reminds them about Hoover service for their Hoover Cleaner. 
és In April issues (out in March) of Better Homes & Gardens, Good Housekeeping, Ladies’ 
Home Journal—a total of 9,018,864 Hoover service messages. 


\ hen vacuum cleaner pro- 


duction was stopped in April, 1942, Hoover 
kept on with national advertising. 


Hoover advertising—full pages in color, frac- 
tional pages in black and white—has continued 
steadily, as an aid to the war effort, as a way 
of keeping the name Hoover high on the want- 
lists and close to the hearts of home owners. 


In 1943, Hoover service advertising was 
started—telling Hoover owners how and where 
to get genuine, economical Hoover service and 
replacement parts. The kind of advertising that 
helps keep Hoovers high on the want-list by 
keeping owners friendly to their Hoover and 
their Hoover dealer. 


Between April, 1942, and March, 1945, 93 
Hoover advertisements have run in national 
magazines—a total of 296,049,297 messages 
about Hoover to Hoover owners and new 
Hoover prospects. 


Today, Hoover stands higher than ever in 
the estimation of women. A recent survey shows 
that Hoover has a two to one preference among 


women over any other cleaner. 
Today, Hoover is more than ever the leader. 


Yes, we have a Post-War Plan and a Post-War 
Hoover Cleaner for you that will keep Hoover 
“more than ever the leader.”” But, only when 
we can count for certain on a Post-War can you 


count for certain on Post-War Hoover Cleaners. 


THE HOOVER COMPANY 
North Canton, Ohio 
Canada: Hamilton, Ontario 
England: Perivale, Greenford, Middlesex 
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TheHOOVER 


It beats ... as it sweeps ... as it cleans 
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PEG. U.S. PAT. OFF. 


The Army-Navy “‘E”’ award received four 
times for high achievement in the produc- 
tion of essential war equipment. 
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To American Home families 
all over the country. y 


Do they really want 
that many of us? 


That’s what they tell us. According to the current 
survey of The American Home Reader-Consumer 
Panel, 19% of the Panel members would buy new 
electric ranges now, if they were available. And the 
Reader-Consumer Panel represents an exact cross- 
section of the more than 2,350,000 families who buy 
The American Home. 


Gosh what a market! 


Well, don’t sound so surprised . . . it should be a 
swell market for electrical household equipment. 
People buy The American Home only because they 
are devoted to intelligent, comfortable living. Most 
of them are home owners. All of them have grow- 
ing lists of household equipment needs. When Peace 
comes they will be the busiest shoppers in America. 


Wait till our dealers hear about this! 


They'll be hearing about it plenty — from American 
Home readers themselves. Wherever there’s a dealer 
in electric ranges there’s a community that contains 
many an American Home family. And that means 
many a postwar sale .. . for electric range deal- 
ers everywhere. 


For postwar Electrical Equipment 
business, there’s no place like 


Fe Home 
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A Customer Makes 
Some Post-War Plans 
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of having a nestegg in the form of war } 
bonds—and I have an idea, too, that | 
the government will not want to have 
to pay off the principal on these any 
sooner than it has to. In all likelihood, | 
I'll probably pay for appliances out of 
current income. This means a few 
months ou a large appliance. How- 
ever, I don't like time payments hang- 
ing over me for very long periods and 
if you let me set my own figure, I'l! 
probably make a larger down payment 
than you expect and pay the rest in 
about three months. I don’t believe 
very much in fixed terms, except for 
setting the lower limit. I believe al- 
most everyone could do better than 
that— and would be glad to if possible 

Then there are trade-ins. Of course, 
I have old equipment I'd be glad to 
turn in and I'll take all you'll give me 
for it. However, I recognize that 
most people are, like myself, going to 
want new designs and that old stuff 
is not going to be worth very much. 
You can just about set your own terms 
and I'll accept them. Of course, if 
you start out offering me a pretty good 
figure and then want to change back 
without giving me an excellent reason 
for it, I’m going to hold out for all | 
can get. Like most people I figure that 
the stores don’t really lose money on 
the things they sell. If they will pay 
men for junk, they must be able to 
collect as much from someone else for 
it, or else they make such a big profit 
that they can afford to write some of it 
off. You, and the other fellow too, of 
course, will just have to tell me hon- 
estly what my old equipment is worth. 

Well, it’s an interesting world and 
I’m looking forward to the post-war 
period. Yes, of course, I want to see 
what sort of a new order they can 
manage to build up in Europe and just 
how far we can go in being friends 
with Russia. But most of all I think 
I want to see what is going tea come out 
of all these new war inventiens. [ am 
looking forward to buying and enjoy- 
ing solid comfort in my home. 


Kansas Saving Money 
Radio Survey Shows 


HAT natives of Kansas are going 

to have money to spend after the 

war is revealed by a survey made for 

Radio station WIBW Topeka by the 
University of Wichita. 

Fifteen and six-tenths percent of the 
families in the state report saving over 
25 percent of income in 1943; 8.4 per- 
cent saved from 21 to 25 percent; 9.2 
percent saved from 16 to 30 percent; 18 
percent saved from 11 to 15 percent; 
14.6 percent saved from 6 to 10 per- 
cent; 7.3 percent saved from 2 to 5 
percent. And 3.6 percent saved under 
2 percent. 

Of this bankroll $118,470,000 wil! be 
spent for home appliances, and $463, 
800,000 for new homes. If what the 
Jayhawkers report adds up, they will 
have $1,104,150,000 to let loose of ¢ur- 
ing the first three years after the war. 
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ive me in “Compact” Sets: 
i In Olympic’s “tru-base” system, new. 

i stuff electronic principles replace—within the 
nweh. electrical circuit—the rich bass tones... 

1 terms heretofore “lost” in all but large, costly con- 
apna F soles. By restoring true resonance to the bass 
register,“tru-base” releases “ear-balanced” 


e back 4 
A So realism throughout the entire tonal scale. 


or all | “tru-base” will be available in modestly- 
re that priced, brilliantly styled Olympic 
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“And Your Husband 
Turns The Crank...” 


With appliance manufacturers planning increased 
postwar production to meet increased demands, 
it’s natural to ask this question: Can enough 
Delco motors be built to meet requirements—or will 


some new models feature ‘“‘one husband-power”’ 
drive? 


Our answer is that Delco Products’ manufacturing 
facilities will be adequate for the task. The large 
plant capacity developed in the service of leading 
appliance manufacturers will be greatly increased. 
More efficient material-handling equipment and 
methods, together with increased floor space, will 
insure an ample supply of dependable, efficient 
Delco motors for leading makes of refrigerators, 
washers, ironers, oil burners, stokers, blowers, 
attic fans and other appliances. 


Until military demands are satisfied, Delco Products’ 
engineering background and manufacturing know- 
how will continue to be applied to the production 
of special aircraft motors and electrical equipment 
for the armed forces. Delco Products Division, 
General Motors Corporation, Dayton, Ohio. 


TOMORROW'S LEADING APPLIANCES | 
WILL BE 


| 


DELCO-POWERED 


PRODUCTS 


DAYTON, OHIO 


War Bonds Are Fighting Dollars 


DELCO MOTORS 
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Respect That Record Album 


disposition, just as a glance at the 
newsstand shows you something that 
appeals to your desire for detective, 
love stories, humor, fiction or sports 
stories. Music has as many cadences 
as words, and no one can put a finger 
on the taste and desires of customers 
as they come in the door. But, brought 
face to face with a large display of 
album covers, they will pick out their 
preferences, will fly to the answers 
to their desires like so many homing 
pigeons. 


Some Great Covers 


The greatest covers are those that 
catch the tone of the music and trans- 
late it into pictures, Mr. Hall thinks. 
In his opinion the dozen or so greatest 
selling albums covers have been: 
Victor: 

Unfinished Symphony—Schubert 

Getting Sentimental (Tommy Dorsey) 

Fats Waller 

Glen Miller 
Sonora: 

Uncle Don's Playland 

Irish Ballads 

Songs of the West 

Gypsy Music 

Madriguera 

Polka Time 
Decca: 

Oklahoma 

Alice in Wonderland 
Columbia: 

Duchin-Gershwin 

Theme Songs 

Naughty 90's 

La Conga 

Hot Trombones 


Racks holding the albums on edge 
with the cover facing the customer 
offer the best way to display this type 
of merchandise and get the greatest 
impact on the public. Here again, it is 
precisely the same thing as the crowd 
breasting a newsstand and running 
smack dab into the faces of favorite 


CONTINUED FROM PAGE 45 


magazines. People decide quickly 
what they want, and buy in a hurry, it 
has been discovered. 


Knowing People’s Wants 


Back when the individual records | 
were sold for 50¢ to 75¢ the most that | 


clerks did was to shove them out asa 
drugstore clerk shoves out aspirin. The 
moment the item of sale jumped from 
$2 to $3 it began being worthwhile to 
employ a little finesse in presenting 
the product. The record salesman will 
do well to take a quick gander at his or 
her prospect, and if they don’t posi- 
tively express a taste for some kind of 
album—which thanks to the pictures, 
most of them do now—to suggest 
something that is in keeping with their 
age and taste. Smartly dressed people 
like hits from current shows. Dreamy- 
eyed, often plain individuals, go for 
classics. Youngsters can be safely 
handed books of the popular name 
bands recordings. Old folks fall for 
the Gay Nineties and nostalgic music. 
One of the successful sales girls in a 
downtown Chicago music store makes 
a point of popping into listening booths 
with something akin to what the pros- 
pect has asked for. The second album 
justifies her call, prevents customers 
from camping out, and often sells two 
albums where only one was dreamed 
of. 

Inasmuch as the average person 
doesn’t carry more than $5 with him 
on his person at any one time, the 
album business takes a little more 
finesse in separating the customer 
from his dough than the old 50¢ record 
used to. The idea of buying albums is 
agreeable to the public, but as the 
record business moves into larger 
priced units, it takes that old special- 
ized selling touch to push in the sales. 


“THERE'S EVEN A BUTTON TO BURN 
THE MEALS WHEN YOU ARE MADI" 
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WAKING 


me HUMMM/ WUNNER SALES (YAWM-M) 
ij OF FLUORESCENTS ARE SO (YAH-HM) SLO-OW 

IN MY PLACE ? SURE WISH THEY’D (YAWN) 

WAKE UP/ nN 


Hl YA, BILL! STRAIGHT 
FROM WESTINGHOUSE WE 
BRING YOU YOUR 
FLUORESCENT --- 


JINX ‘N’ JILL / HELLO! 
FLUORESCENTS ? I CAN'T 
MOHOW/ 


| 
Ply 


> te le Te 
o |e je jo | 


“NO OW THATS 
JU WHAT YOU NEED / 
AND ALL THE KNOW HOW 
"4 1S RIGHT IN THIS 
WESTINGHOUSE 

WAKE-UP SALES 


PLAN/ LOOK/ de J 


YIPE/ HE HASN’T 
GOT CUSTOMERS — 
HE'S GOT MICE // 


THE WESTINGHOUSE WAKE-UP SALES PLAN 
1S A COMPLETE PROMOTION PROGRAM / 
(IT INCLUDES : 1. MAILING PIECES - 2. FOLDERS - 
3. BLOTTERS - 4. NEWSPAPER MATS - AND 
5. DISPLAY MATERIAL - AND IT’S ALL FREEs/ 


BOy-O0-BO0v/ AM I GLAD I HEARD ABOUT THAT 
SWELL WESTINGHOUSE WAKE-UP SALES KiT/ 4 
MY FLUORESCENTS MOVE LIKE LIGHTNING NOW! 


TAKE A TIP FROM FOLKS WHO HAVE 
PROVED ITS PROFITABILITY — TRY THE 
WESTINGHOUSE WAKE-UP SALES PLAN 
IN STORE / FILL IN THIS COUPON 


Yes, sir! Use this tested sales plan in 
” your Fluorescent Lamp department! 


Westinghouse Electric & Mfg. Co. 
Bloomfield, N. J., Dept. EM, 


Please send your FREE Wake-up Sales Kit to 
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Complete Home Laundry 
Kept In Show Window 


COMPLETE home laundry has 
been kept set up all during the 
war in the show window of Ackley 
Refrigeration Co. of Homewood, a 
residential suburb of Birmingham, 
Ala. The laundry including automatic 
washer, water heater and ironer, was 
set up before the war for demonstration 
purposes, stated Mrs. S. W. Agkley, 
manager. The equipment was. all 
hooked up, so that actual washing and 
ironing operations could be carried on. 
Many sales resulted therefrom. 
When the supply of merchandise on 
the market exhausted, Mrs. 
Ackley could have sold the demonstra- 
tion equipment many times over. Some 
customers, exasperated because they 
could not get washerwomen and be- 
cause of poor service given by the 
steam laundries, offered her fabulous 
prices for the washer and ironer, many 
times more than they cost, but she 
would not sell. 


became 


Doesn't Like Bare Walls 


“T wanted to maintain my store as a 
marketplace and identify it as head- 
quarters for this type of equipment 
after the war,” said Mrs. Ackley. “I 
have seen appliance stores sell out their 
stocks until all they had left was the 
hare walls. I think that was a mistake 
as it looked too much like the dealers 
had gohe out of business. The manu- 
facturer of Bendix washers recognized 
this fact in asking that its dealers keep 
at least one machine on the floor, so 
people wouldn't forget how it looked. 

“Department grocers and 
other retailers have their troubles with 
nierchandise shortages, too, but you 
don’t see any vacant show windows in 
these places. They fill them up with 
something, even if it is empty cartons 
or substitute merchandise. We have 
managed to at least maintain atmos- 
phere with this washer display in our 
window. 

“We have done more than that as I 
have the names on my book of about 
500 real prospects for home laundries 
after the war. I know they are real 


stores, 


prospects because I have tested them. 
I think all I will have to do is to take 
orders from them when merchandise is 
again available.” 

Mrs. Ackley said she expected new 
houses built in the future to provide a 
definite place for the home laundry 
as a complete unit. Equipment, she 
said, will include not only the “push 
button” washer, water heater and 
ironer, but in many cases also a me- 
chanical dryer, laundry chute, sorting, 
mending and sprinkling tables. In 
short she expects the home laundry 
to be one of the best equipped rooms 
in the house, located either on the 
ground floor, in or near the kitchen, 
or in the basement. 

While using the laundry setup as a 
“prospect getter,” Mrs. Ackley found 
it also a very convenient place to do 
her own family washing. She said she 
had “spoiled” her husband who much 
prefers a shirt done by her on the 
“Ironrite” ironer than one from the 
steam laundry. 


Collects Utility Bills 


In another respect Mrs. Ackley has 
shown ingenuity in keeping a com- 
munity appliance store open during the 
war. She has an arrangement with 
the Birmingham Electric Co., the 
Birmingham Gas Co., and the Birm- 
ingham Water Works Co. by which 
she collects utility bills for them in the 
Homewood area. That brings several 
hundred persons into her store monthly 
and has greatly stimulated her sales of 
light globes and available small appli- 
ances. This stream of traffic offers 
tremendous possibilities in the after- 
war period when major appliances will 
be available in quantity. 

“From the very start we have de- 
pended largely on floor sales and have 
not gone in to any extent for outside 
selling,” explained Mrs. Ackley. “That 
is one reason we set up the home laun- 
dry, and also why we arranged to col- 
lect light, gas and water bills for the 
utility companies. It is our hope in 
the future to have both model kitchens 
and laundries set up on our floor, so 
that a person can buy the whole thing 
as a unit. We expect much of this 
type business not only for new homes 


Show window home laundry display, maintained by Ackley Refrigeration Co., Home- 


wood, Ala., throughout the war. 
laundry. 
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Mrs. S. W. Ackley is shown doing her own family 


but for modernizing old ones as well. 
We anticipate that the washing ma- 
chine will forge out front as the most 
active selling appliance in this terri- 
tory.” 


Experiment in 
Electric Househeating 


N experiment to determine the 
A practicability of the use of elec- 
tricity as a heating agent used with a 
household furnace is being conducted 
in Spokane, Wash. Conducting the 
test is L. L. Wartes, former employee 
of the Seattle municipal light depart- 
ment. Some twenty years ago Mr. 
Wartes designed his furnace at the in- 
stigation of J. D. Ross, to utilize off- 
peak power, but at that time there was 
not sufficient surplus power available 
in Seattle to warrant its general use. 
Mr. Wartes figures that after the war 
Spokane will have surplus power 
enough at off-peak periods to heat as 
many as 1,500 homes. 

The test is being carried out in the 
residence of E. E. Darnell, partner of 
Wartes in the Heatervoir Co., with the 
Washington Water Power Co. cooper- 
ating. Supervising tests for the power 
company will be Carl L. Hoffman, 
commercial sales supervisor and H. C. 
Bender, research engineer. 

The furnace is 7 ft. in diameter and 
stands 54 ft. high and is expected to 
cost about $3,000 to construct and in- 
stall. Reduced in commercial quantity, 
it could be kept under $1,000, according 
to Mr. Wartes. The electric bill will 
be about the same as the cost of fuel 
for an oil burning furnace. 

The furnace uses surplus electricity 
from 11 p.m. to 3 a.m. to heat a sealed 
water tank of 700 gal. under 100 Ib. 
pressure. When the vent is opened 
this heat is sufficient to keep a house 
warm throughout the day and evening. 
There is an outer steel tank insulated 
With rockwool and fireproof cotton, 
which holds an inner tank 69 in. in 
diameter and 42 in. high. Air is cir- 
culated through the center of this tank 
and is warmed by the surrounding 
water. 

In the base of the furnace are two 
germicidal lamps whose rays kill the 
germs in the circulating air. 
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Revolving Water Wheel 
Window Display Stopper 


SUALLY a good window dis- 
play features one eye-catcher but 
in a recent display in the show win- 
dow of the Duncan Electric Co., Spo- 
kane, Washington, two outstanding 
stoppers attract the eyes of passers-by. 
Alert to the value of a tie-in with 
the intense interest afforded the presi- 
dential election, cut-out action figures 
of Roosevelt and Dewey in a boxing 
pose were attached to a plywood panel, 
while below the two candidates was a 
scroll upon which was stated: “May 
the Best Man Win.” 


Window display of Duncan Electric Co., 
water wheel can be seen in lower right 
hand side. 


Perhaps overshadowed a bit by the 
current election interest at the time 
the display was shown, but nevertheless 
carrying a high value as an attention- 
getter, was a motor-driven miniature 
water wheel in the right hand corner 
of the window. As the wheel turned 
around, each little water cup carried a 
small card bearing a lettered notice 
of some electrical repair service offered 
by the shop. “We Repair Radios,” 
“We Repair All Makes of Electrical 
Appliances,” and “We Repair Motors,” 
were some, while others read, “We Do 
Electrical Repairing,” “We Repair 
Electrical Clocks,” “We Repair Vac- 
uum Cleaners.” 
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Listen To HARMONY that practically “carries you away”’! 
Every exciting note is captured so faithfully by postwar 
Trav-Ler Radios that Jistening is like traveling from living room 
i to studio. Trav-Ler is making plans to travel fast in both ge 
1c 
yer right AM and FM Radios, with startling innovations in reception and 
design —at prices to accelerate buying. Future-minded 
a the dealers and jobbers are invited to write. 
rertheless 
ittention- 
miniature 
id corner £37 
cari RA V- enol 
carried a Ji a 
ed notice RADIOS RECORD PLAYERS 
ce offered 
Radios,” 
—< TRAV-LER KARENOLA RADIO & TELEVISION CORPORATION, 1034 W. Van Buren St., Chicago 7, Ill. 
Motors, 
“We Do 
Repair 
bair Vac- 
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BENDIX RADIO OF 


FOR QUICK AND STEADY PROFITS 


Bendix is the biggest name to enter postwar 
home radio—world-renowned for scientific 
advancements in all fields of transportation 
... the greatest name in wartime radio. . . 
famous among millions of civilians and service- 
men, 


Bendix Radio—center of research and pro- 
duction for advanced radio, radar and elec- 
tronic equipment—will naturally provide the 
finest radios and radio-phonographs money 
can build or buy. Foremost in quality, styling. 


FOREMOST SOURCE OF SCIENTIFIC INSTRUMENTS, CONTROLS 
AND COMMUNICATION DEVICES FOR LAND, SEA AND AIR 


FERS EVERYE 


HING YOU WANT 


tone and technical advancements. Available 
in a complete line priced to sell on value alone! 
Backed by one of the largest advertising and 
promotion programs in the industry. 


The Bendix Radio Franchise adds to these 
fundamentals of successful radio retailing the 
protection of a Selective Dealer Program 
based on the premise that your success and 
ours must go hand-in-hand. Territories, dis- 
counts, factory policies are planned for your 
greatest profit. 


BENDIX IS A TRADE-MARK OF BENDIX AVIATION CORPORATION 


Division of Bendix Aviation Corporatfon Baltim 


ELEC 
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BENDIX BOOK WOW 

Get the whole story of the Franchise with a 

Future. Send for the book, “A Great Name 
into the Home Radio Market.” 


SEND FOR THE 


Soars 


baltimore 4, Maryland 
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Profits 
for You 


A-P Thermostatic Temperature Controls are De- 
signed for ALL Oil-Burning Space Heaters Using 
A-P Model 240-DR or UR Manual Controls .. . 


Oil-burning space heater users need your guid- 
ance to get more heat and comfort from their fuel oil 
allotment — avoid fuel waste and overheating, pre- 
vent cold homes in the early spring. 

Contact all your space heater customers — win 
their continued patronage and friendship by suggest- 


ing an A-P Thermostatic Control Set for their present 
heater to conserve oil. 


SELL THIS COMPLETE SALES PACKAGE 

— EASILY INSTALLED 
The A-P Thermostatic Temperature Control Set 
is a complete sales package — including an Electric 
Conversion Top, accurate wall thermostat, transformer, 
wiring, staples and full instructions. Returns more 
than its cost in fuel savings and positive comfort 
— easy to install. 


NOW is the time to get behind this vital and profit- 
able sales promotion, Ask for bulletin and prices on 
A-P Thermostatic Heat Regulator Set No. 240-ED. 


AUTOMATIC PRODUCS COMPANY 


2400 N. THIRTY-SECQND STREET © MILWAUKEE 10, WIS. 


DEPENDABLE 


OIL CONTROLS 
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More Warmth and Fuel 
Economy for Your Space 
Heater Customers 


USE FOR OLD RADIO CABINETS—Empire Radio and Auto Supply, Ltd., Winnipeg, 
has a unique way of employing old radio cabinets, particularly the plastic models. 
Easily sawed, it's no job at all to turn them into a liquor set, producing something 
that sells some glassware as well as an obsolete cabinet. 


Los Angeles Advises 
Post-War Manufacturers 


ECAUSE so many of the war- 

born industries in its vicinity are 
planning to continue in “business by 
converting their plants to the manu- 
facture of peacetime products, the Los 
Angeles Chamber. of Commerce has 
established a “Free Consultation Ser- 
vice”, consisting of a panel of special- 
ists meeting once a week for the pur- 
pose of advising manufacturers as to 
their postwar problems. The group 
is to have a difféyént membership each 
week, thus beifiging together a wide 
diversity of those whose special infor- 
mation may bé/ of value to companies 
planning to enter a new field. 


Product Requirements 


Points of,interest brought out at. the 
first two panels include the acknowl- 
edgment that if Pacific Coast items are 
to sell throughout the United States 
they must be of such original and dur- 
able character that the demand will 
overcome the handicap of higher cross- 
country freight charges. Advertising 
in proved and recognized mediums, 
such as trade and news publications 
was stressed, as well as the right price 
level for goods, which will allow suf- 
ficient mark-up to enabel wholesalers 
and retailers to advertise locally. Other 
suggestions made by members of the 
panel were: 

Manufacturers launching their own 
new products should provide a margin 
to cover costs in event it is found that 
distributors are required. 

Wherever possible it will save need- 
less conversion if Army and Navy 
products are adapted to civilian use. 

Household items which can be stored 
in cabinets and drawers should be de- 
signed along “lowboy” streamlined pat- 
terns, whereas appliances to be used 
on counters or kitchen drainboards are 
best built high to conserve space on 
the shelf. 

Toys, such as airplanes, electric 

* trains and construction blocks, which 
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will lead children into vocational and 
experimental activities, will be in de- 
mand. So will gadgets for growntips 
which will intrigue them with the me- 
chanical operation as well as the per- 
formance of a definite service. Dem- 
onstrators will again come into their 
own, welcomed by both dealers and 
public, as soon as the manpower short- 
age ceases to be a factor on the Coast. 
The multiplicity of new products tend 
themselves to this type of introduction. 


Panel Members 


Menibers of the first panel included 
Harry Arkin, buying service; F. F. 
Regan, sales manager, Union Hard- 
ware & Metal Co.; J. A. Romer, Pacific 
Coast merchandise manager, Sears 
Roebuck & Co.; Dan B. Miner, ad- 
vertising ; and Norbert Shaeffer, indus- 
trial designer. On the second panel, 
held one week later, were E. P. Hal- 
lock, sales manager, California Hard- 
ware Co.; Joseph M. Strauch, divi- 
sional merchandise manager, The May 
Co.; John B. West, West-Marquis, 
Inc., advertising; J. R. Davidson, in- 
dustrial designer; and Sam Taylor of 
the Jane Taylor Resident Buying 
Office. 


Fan for Leaky 
Compressor Repairs 
O PREVENT danger and an- 


noyance from sulphur fumes, the 
Appliance Service Shop of the Pub- 
lic Service Company at Denver has 
recently installed exhaust fans. One 
of these in the compressor room has 
been installed over a hood in which 
has been built a rack on which leaky 
compressors or other equipment may 
be disassembled without exposing te 
workman to the sulphur fumes. The 
rack consists of metal slats built under 
the fan. Under the slats is installed 
a sliding wire mesh tray and a me‘al 
pan to catch any loose nuts or bolts, or 
oil from the equipment. 
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WonperFut whether you're a baby—or a man—or a woman—or a 
dog—yes, or an ADVERTISEMENT! And that’s why so many business 


executives rank the home- going Chicago Daily News’ as Chicago’s 
bea? ASIC BASIC advertising medium. That’s why the Daily News has carried, “| 
erm »* BASIC for 44 consecutive years, more Total Display linage than any: other 
Chicago newspaper— morning, evening or Sunday.* 

panel, JAWS Tem ' Advertisers sensibly reason that to reach the entire family with one 

a 4 BASIC newspaper—a HOME newspaper—is more productive per dollar in- 

. a : vested. Repeated experience has confirmed the soundness of this 

Mt * BASIC « BA reasoning. And proved, over and over again, that the Daily News is 


on, in- 
ylor of 


SIC BASIC CHICAGO'S BASIC ADVERTISING MEDIUM 


*For fair comparison, 


liquor linage omitted 
zr sin the Chi 
Ue BASIC « BASIC Daily News 
SIC ° BASIC e B accep! advertising for 
ICs RASIC RASIC 
nd an- 
a CHICAGO DAILY NEWS 
e Pub- 


er has 
One FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 


om has . ITS PLACE IN THE HOME IS ONE OF 


which RESPECT AND TRUST 

h leaky 

nt may DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 

ng ha DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
1e 
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It will pay you to have an 
H. C. Little Dealer Franchise 
after the war, because your 
firm will then be the only one 
in the community which can offer a complete 
line of low-cost, automatic, oil-burning units 
especially designed for homes with five to six 
rooms or less. How important that is can be seen 
when you consider these three facts: 


Home owners want automatic oil heat, with 
thermostatic control. No other major 
appliance benefits every member of the 
family so much. 


75% of America’s homes have five to six 
rooms, or fewer, can be comfortably heated 
on three quarts of oil per hour or less. 
(Figure 35,000 Btu input per quart.) 


Since pressure type oil burning equipment 
generally is mot satisfactory in these 
smaller capacities, it’s logical to turn to 
vaporizing equipment, in which field 


H. Cc. LITTLE leads all competition, with the only 

fully automatic, electric ignition, 
natural draft vaporizing type burner available in a 
complete line, including Floor Furnaces, Basement Fur- 


naces, Utility Room Furnaces, Space Heaters, Water 
Heaters, Wall Furnaces, etc. 


Hundreds of H.C. Little Franchise holders dis- 
covered before the war that selling automatic 
oil heat for small homes is profitable business. 
—_ how profitable is explained in our new 

ooklet, “How to Get Real Profits in Postwar 
Heating.” May we send you a copy 
with our compliments? 


HEAD OFFICE: San Rafael, Calif. 
Branches in Principal Cities 

il Burni i t Engineered, 

Designed aod Priced for the Suuail Home Market 
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SEABEE INGENUITY—This imposing gadget, a washer that capably handles laundry 
for the personnel on one of the isles in the Admiralty Island group, is the product of 
Seabee ifigenuity at work with a couple of oil drums, a few planks and a salvaged 


amphibious tractor. 


Berkeley Cooperative 
Takes on Appliances 


NNOUNCING that “for volume 

and resulting profits” they will 
now have to look to the newly estab- 
lished hardware and appliance store, 
the Berkeley Cooperative Union has 
outlined an extensive program in this 
new field. This cooperative group, one 
of many started in all sections of the 
country, formerly confined its activi- 
ties to the sale of groceries and the 
operation of a service station. Last 
year a hardware store was opened and 
averaged from $500 to $600 monthly 
gross sales. This year the volume in 
this department has been stepped up to 
nearly $2,000 monthly and the man- 
agement looks forward “with the large 
demand for appliances, etc., which are 
soon to be available,” to a greatly in- 
creased volume. In other words, the 
group will soon be predominantly in 
the electrical business, with other de- 
partments a mere adjunct. 


Appliance Repair Dept. 


As a preliminary to establishing it- 
self in the electrical field, the store 
has opened a new appliance repair 
department, handling washing ma- 
chines, refrigerators and table appli- 
ances. Customers are instructed to 
leave their equipment with the grocery 
department for repair. A radio repair 
service has also been arranged through 
a wholesale agency, but “parts or tubes 
will not be sold over the counter at 
present”. A special offer for a general 
overhaul of household equipment is 
made at a flat $3 fee. For this sum 
the appliance will be “serviced, cleaned, 
oiled and checked for defects”. If me- 
chanical defects are discovered, the 
customer is to be charged $2.30 an hour 
for labor, plus the cost of parts. 

The cooperative has been in exist- 
ence now for a number of years, and 
boasts a membership of about 300 who 
have paid the membership fee of $10. 
In addition members have loaned 
money at 4 percent, but the capital 
available is limited. As a consequence 
members are urged to purchase new 
appliances by making payments in ad- 
vance. 
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Sound Truck Service 


Good Ad Medium 


A special Sound Truck Service, 
along with all the equipment required 
for a sizeable public address system, 
doesn’t prove particularly profitable in 
dollars-and-cents to William D. Brad- 
ley of Bradley’s Radio Service at Red 
Bank, N. J., but he considers this 
branch of his business well worthwhile 
from an advertising standpoint. All 
told, he has invested close to $10,000 
in this equipment. 


Election Day Busy 


The two weeks prior to Election Day 
generally carry the overhead for the 
entire year charged against this de- 
partment. Football games, school 
graduations, regattas, banquets, etc., 
show a small profit. Regardless of the 
promotion or the event for which the 
equipment is rented, Bradley sees to it 
that the firm name receives an attrac- 
tive break in display. 

Matching speakers on the public ad- 
dress system, he says, is his toughest 
problem. In his opinion this is strictly 
a task for an engineer with a sliderule. 

“This department, viewed alone, 
doesn’t look too hot on the books,” 
Bradley admits, meanwhile pointing 
out however that “it does us a lot of 
good to get our name before the public 
in this manner, thus promoting sales 
and service business which is credited 
elsewhere in the books even though 
not reflected directly in the columns of 
this particular department.” 


Likes Phone -Directory 


Bradley considers the phone direc- 
tory an excellent advertising medium 
for a radio service shop. He estimates 
more than 20 percent of radio service 
phone calls made by summer residents 
come to his firm as a result of the 20- 
odd listings carried in the classified 
section and forepart of the phone di- 
rectory. One small ad, stressing serv- 
ice, is carried weekly in each of four 
newspapers with strong circulation in 
the county. Billboards on two main 
highways leading into Red Bank a'so 
carry the Bradley service message. 
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s this Jim: Naturally, madam, you are Jim: Notice these two refrigerators are Jim: (Raises door shade on Shelvador*) Here is 
awhile interested in the only truly almost identical. Latest mechanical the big difference— 
a “complete” refrigerator. improvements. Compartments con- Customer: Shelves—built right in the door! How 
10.000 Customer: I've waited so long I tain same amounts of foods. wonderful! It’s like opening two refrigerators! 
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The watched pot never boils 


Wishful thinking about reconversion won’t bring 
it! There is only one way in which America can has- 
ten the return of Toastmaster toasters and other 
household appliances that millions are eager to 
buy. 

First, we’ve got to win a war! That’s top-priority 
with the nation—and with Toastmaster, too. Our 
plant is making urgently needed munitions of war. 
We're proud of the job we’ve been doing—and 
we're going to finish it proudly. 

After that, of course, we want to make automatic 
toasters. We want you to get the business that’s 
waiting—we want you to cash in on the demand 
created by advertising that has kept the Toast- 
master name consistently before millions of read- 


ers of Life, Post, Collier's, and other magazines. 


When we resume production, you can be sure of 
one thing—that our output will be fairly rationed 
among all our regular distributors, so every appli- 
ance retailer can profit from the tremendous wait- 


ing demand for Toastmaster* toasters, 


**Toastmastea™ ie the registered trademark of Toastmasten Propucts Division, McGraw Electric Company, 


Elgin, Ul. Copyright 1945, McCraw Electric Co. 
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DEALER SELLS COOLER UNITS—The Coolerator air-conditioning unit shown above 


is one of four sold and installed during the past month by Lathrop Hardware Co., 
Montrose, Colorado. The above unit was installed in the Central Hotel, Montrose, 
Colo. Pictured with the Colerator are: Left, H. K. Duncan, salesman; and E. D. Brown, 


plumber, both of Lathrop Hardware Co. 


There's Money in 


Fluorescent Maintenance 


HE general public is attracted 
by the possibilities of fluorescent 
lighting but it is already apparent that 
the problem of maintenance is one that 
cannot be left wholly in lay hands. The 
average store neither has ladders and 
equipment for cleaning nor does it wish 
to bother with its lighting maintenance. 
One California electrical firm, the Cali- 
fornia Electric Works of San Diego, 
has already developed a good business 
in the maintenance of lighting equip- 
ment at gasoline service stations, as- 
signing a truck especially equipped for 
this service to the job as a permanent 
day-to-day assignment. Sign main- 
tenance is now undertaken by a number 
of sign companies, who periodically 
clean up signs, replace tubes and check 
electrical connections. 
Similar service can undoubtedly be 
developed on a contract basis for the 


cleaning and maintenance of fluores- 
cent fixtures in stores and buildings, 
relamping when necessary, checking 
starters and ballasts and in general 
servicing the installation. Charges 
would be based on a_ per-lamp-per- 
month basis with differing rates for 
mere maintenance or for complete 
washing of the unit a given number 
of times during the year. 

It has now been suggested that a 
maintenance organization whose func- 
tion is would be to take care of do- 
mestic electric and mechanical equip- 
ment would be welcome in many com- 
munities. It would be the function of 
such an organization to check all elec- 
trical and other equipment included 
in the program at intervals, oiling and 
cleaning it when necessary, repairing 
cords and catching defects before they 
develop into serious service jobs. Ac- 
tual repair work handled would be 
charged for at regular rates in addi- 
tion to the maintenance fee. 


MUSCLE MAN—No, this isn't the Terrible Tempered Mr. Bangs, about to strike « 
blow. It is Emil J. Henrich, service manager of Electromaster Inc., showing the muscle 
he has developed in a lifetime of rowing boats. The Electromaster plant is so close tc 
Detroit's river that you can almost toss an anvil out the window into it, and Emil keep» 
his boat handy for relaxing rowing. His house is full of cups won in various races. 
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Someday soon there'll be crowds be- 
fore every CLARION RADIO dealer’s 
window. And there will be good rea- 
sons. Here are six of them! 


1. A name known for proved quality for 
23 years... backed by national ad- 
vertising. 

2. A line of models complete for every 
need. 

3. Beautiful designs by Jack Morgan, 
nationally known designer. 


4. Advanced engineering by Howard 
Gates that will give a new conception 
of faithful reproduction. 


~ PUT YOURSELF BEHIND 
THIS WINDOW 


5. Values that appeal to sensible thrift... 
the result of experienced management. 

6. A merchant known and trusted in his 
community. 


This is more than a promise. The 
CLARION line is now an accom- 
plished fact. It will be ready for pro- 
duction and delivery just as soon as we 
are given the go-ahead by Uncle Sam. 
In the meantime there are no re- 
strictions on good business judgment. 
So, if you’re a forward-looking radio 
merchant, read the headline again. 
For complete details write 


WARWICK MANUFACTURING CORPORATION 


4640 West Harrison Street 


PROVED QUALITY FOR 23 YEARS 


1945 


Chicago 44, lll. 
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130 Million Salesmen 


WEEK AFTER WEEK, POWERFUL NATIONAL ADVERTISING 
IS REACHING YOUR CUSTOMERS, BUILDING FUTURE 


As you read this, over 130 million %M~ 
salesmen are hard at work, selling your cus- 


tomers on the quality, dependability and value 
of appliances. 


This powerful sales force is made up of 
millions of ~%M~ advertisements currently 
appearing in leading national magazines. 
Our national advertising is the forerunner of 
an aggressive, hard-hitting sales and mer- 
chandising plan that will enable our distribu- 
tors and dealers to move ~*%M~ appliances 
in big volume against any and all competition 
during the years ahead. 


The ~%M~ line will be the profitable line! 


yell 


OFFERS YOU A COMPLETE LINE!... 


MARCH, 


President 
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E SALES AND PROFITS FOR YOU! 


Only -&mM_ Offers You These Four Outstanding Advantages 


le 1 Immediate production as soon 3 The most complete line in the 
as Uncle Sam gives us the green industry. Saves overhead by reduc- 
light. ; ing inventory costs. Enables you to 
of out-distance competition with a com- 
2 Profit-proven, time-tested, plete selection of appliances. 


trouble-free appliances backed by 4 Powerful national consumer 


in advertising appearing regularly in 
“ high quality appliances with exclusive Life, Red Book, True Story, Liberty 
vi items, exclusive features that get cus- and other leading publications is 
ra tomers and hold them. building customers for you right now. r 


Get Set Now to Go Places with “KM~ 


HKNAPP-MONARCH COMPANY 


BENT AND POTOMAC STS. « ST. LOUIS 16, MISSOURI, U. S. A. 


SPEED VICTORY. KEEP BUYING WAR BONDS. 


»..PROFIT PROVED! BACKED BY 20 YEARS EXPERIENCE! 
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\ 
THAT COMES OF 
\ 


25 YEARS’ EXPERIENCE 
\ 


\ 
It’s the “know-how” in designing, \ 


engineering and precision manufactyring 
gained through 25 years of continuous\production 
and constant refinement of more than tide 
million Briggs & Stratton 4-cycle engines that 


have earned for them recognition as the \ 


\ 
world’s finest, most dependable, \ 
\ 
air-cooled gasoline engines. \ 
o” 


This “know-how” is available to manufacturers of all 
types of appliances, tools and equipment, requiring depend- 
able, compact gasoline power. The dependability, easy- 
starting, and economical performance of precision-built 
Briggs & Stratton engines — plus dealer and consumer 
preference — make them “preferred power” everywhere. 
BRIGGS & STRATTON CORP., Milwaukee 1,Wis., U.S.A. 


for San Franctsco 


Department Store 


‘Separate Appliance Shops 


Hale Bros. to establish appliance 
merchandising units, apart from 
main store, in post-war period 


HEN the: war is over and appli- 

ances are again freely available, 
Wm. G. Hurd, head of the electrical 
appliance department of Hale Bros., 
San Francisco department store, plans 
to establish.a series of appliance shops 
throughout San Francisco. These will 
not be “neighborhood stores”, but will 
be completely equipped shops located 
where the purchasing traffic is high- 
est, at least one of them being in the 
main downtown district. 

This is not a new idea with Hale’s, 
which was already experimenting with 
separate appliance shops before the 
war. This firm has affiliated stores 
in several cities of California, the elec- 
trical departments of all of which come 
under one direction. Several of these 
have carried on their appliance selling 
from premises separated from the main 
merchandise departments. In San 
Francisco there was a Hale Bros. 
Appliance store in the Mission district, 
and another was tried out in the West- 
wood neighborhood. This last adven- 
ture, not being located sufficiently in 
the stream of traffic, did not pay out. 


Space Restricted 


Due to the lapsing of a lease during 
the war period, the main San Francisco 
store now finds itself in somewhat 
restricted quarters, though in the cen- 
ter of the main shopping district. Full 
expansion in household appliances 
after the war would not be possible 
in the space available, which is the 
avowed reason for the contemplated 
downtown appliance shop. Other reas- 
ons which recommend this new ven- 
ture, are the emphasis which is thus 
placed on the store as a specialty 
shop and hence in a position of know- 
edge and authority in its own field, 
while at the same time keeping the 
prestige attached to the firm name. 
There is also an advantage in not 
having to bring customers through 
women’s wear departments in order to 
look at a refrigerator or washing ma- 
chine. Where purchases involve con- 
siderable sums of money, as is the case 
with the major appliances, the man of 
the house is often called in to help in 
the final decision. He much prefers 
to enter direct from the street into an 
atmosphere of machinery and mechani- 
cal devices, rather than have to find 
his way among ladies’ hats and lin- 
gerie. The separate shop, moreover, 
gives to electrical equipment the ad- 
vantage of a ground floor location, sel- 
dom available for such articles in a 
large department store. 
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Plans, of course, are tentative yet, 
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for it is impossible to say how my 
merchandise is going to be availa 
for sale—and the specialty store y 
only be possible if the wares are th 
to sell, but sites are already being cg 
sidered and the program is bei 
drawn up. The new stores will do 
field selling, but will make up for 
in advertising. 

Mr. Hurd has long held that suce 
of the electrical department in the 
partment store is dependent upon ca 
ful attention to details and the sty 
ping of small leaks. Trade-in alle 
ances, for instance, must be careful 
watched if the department or the s 
cialty store is to make money. Ey 
before the war, Hale’s had establis! 
the policy of not allowing any sal 
man, or even department manager, 
fix the amount allowed for a trade 
appliance. The decision in every c 
was referred to the head of the rep 
department—the man to whom la 
the traded-in ,appliance would co 
for reconditioning and resale. 
amount fixed was such that a pr 
could be made on its subsequent 
as a-used appliance. 


Central Repair Department 


This central repair department 
a specialty shop of its own. Loca 
in a low rent district near the Fill: 
Street residential shopping area in § 
Francisco, it handled service and 
pair work for all the Hale stores. 
size and the importance given it 4 
separate headquarters were talk 
points in themselves when the custo! 
came to consider the problems of m 
tenance and repair. Here too, seco 
hand traded-in equipment could be § 
without having the floor of the m 
departments cluttered up with *) 
than the best” appliances. 

Service has always been ma 
special feature of Hale Bros. merc! 
dising—and service on electrical 
has been maintained throughout 
war period, while many other dep 
ment stores found themselves obliged 
refer customers in distress to out 
service centers. The number of 
mands occasioned by war condit 
and the shortage of help have mad 
necessary for the store to “ration” 
pair work, giving priority to 4 
ances purchased from the store ! 
and handling other items 
the store’s own obligation were 
The department has made no effo! 
make money, but it carries its 
and shows profits in the reputation 
service which it has built up for 
firm. 
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esale. et Dealers: There's nothing like this book in the indus- e 
t me try! Facts and figures every dealer should have! ° 
a oF * Learn one way yeu can protect your profits postwar! ° 
sequent Marketing Date . . . Sales Charts . . . Veluable Facts 
a Galore . . . 40 pages profusely illustrated! No mat- 
. ter what lines you carry, get your copy of the ° 
rtment —Coelerator Protected Profit Program Free! Call your 
® distributor, or write: The Coolerator Company, . 
artment Duluth 1, Minnesota! 
n. Loca 
the Fillo § ° 
moe em ASK YOUR DISTRIBUTOR (HE’S LISTED BELOW) FOR YOUR COPY! 
yice and 
stores. “ * 
swen it 2 
ay alk e Albuquerque, N. M., Alford’s Elmira, N. Y., Southern Tier Elec. Supply Co. Phoenix, Ariz., Albert Mathias Co. o 
the custo : Allentown, Pa., Bell-Clark & Company Fargo, N. D., Fargo Glass and Paint Co. Pittsburgh, Pa., J. A. Williams Company ad 
ems of 1a @ Atlanta, Ga., The Yancey Company, Inc. Grand Rapids, Mich., State Distributing Company Portland, Ore., Bargelt Supply : 
too, sec © Baltimore, Md., David Kaufmann's Sons Houston, Texas, Straus-Frank Company Providence, R. |., Providence Electric Company 5 
could be § ; — N. Y., Southern Tier Elect. Supply Huntington, W. Va., Van Zandt Supply Company Richmond, Va., Wyatt-Cornick, Inc. 4 
of the m 0., Inc. Indi 
ie indianapolis, Ind., Appliance Distributors, Inc. Rochester, N. Y., Bickford Brothers Co. e 
» with Jacksonville, Fla., Consolidated Automotive Co. St. Louis, Mo., Stanley Distributing Company 
® Kansas City, Mo., Enterprise Wholesale Furn. & St. Paul, Minn., Dealers Furniture Co. 
een a + Buffalo, N. Y., H. D. Taylor Company St Co. 4 a o 
os merce Burlinaton, Vt. J. & G Supply C ove Salt Lake City, Utah, Refrigeration Serv. & Eng. e 
. Knoxville, Tenn., C. M. McClung & Co. Company e 
tt lotte, N. C., Sou Little Rock, Ark., Holcomb Gunn Co. San Antonio, Texas, General Hotel Supply Company 
roughou Chattanooga, Tenn., Radio & Appliance 
other dena Distributors, Inc. Los Angeles, Calif., Sues-Young Co. San Francisco, Cal., McCormack & Company 4 
ves oblige@l @ Chicago, Iil., Commonwealth Utilities Company Louisville, Ky., Ewald Distributing Company Schenectady, N. Y., LeValley, McLeod, Kinkaid, Inc. e 
ss to oulgy ® Cincinnati, ©., Ohio Appliances, Inc. Memphis, Tenn., Mississippi Valley Furniture Co. Seattle, Wash., Seattle Radio Supply, Inc. @ 
mber of : Cleveland, O., Cleveland Radiolectric, Inc. Milwaukee, Wisc., Taylor Electric Company Sioux Falls, S. D., G. W. Onthank Co. . 
ar condit ® Columbus, O., Ohio Appliances, Inc. Nashville, Tenn., Keith Simmons Company, Inc. Spokane, Wash., Prudential Distributors, Inc. bo 
— er ® Dallas, Texas., The Schoellkopf Appliance Co., Ltd. | New Haven, Conn., American Distributors, Inc. Springfield, Mass., The Burden-Bryant Co., Inc. * 
Davenport, la., G. W. Onthank Co. New Orleans, La., Modern Appliance & Supply Co., Inc. Syracuse, N. Y., Paul Jeffrey Company e 
. a ame Dayton, O., Ohio Appliances, Inc. New York, N. Y., D. W. May Corporation Toledo, O., Walding, Kinnan & Marvin Co. = 
: only uae Denver, Colo., David C. Dodge Company Export—J. H. Latham Utica, N. Y., Horrocks-Ibbotson Company ° 
aw ese ® Detroit, Mich., Republic Supply Corporation Oklahoma City, Okla., Jenkins Wholesale Division Vincennes, Ind., Ebner Ice & Cold Storage Company s 
e no effor : Des Moines, lowa, G. W. Onthank Company Omaha, Neb., G. W. Onthank Co. Washington, D. C., May Hardware Company > 
rries its ® El Paso, Texas, Albert Mathias Company Philadelphia, Pa., Elliott-Lewis Electrical Company Willmar, Minn., Minnesota Electric Supply Co. e 
reputation 
It up for 
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Scores of electrical appliance manufacturers are looking 
for ways and means to improve their product NOW. 


They seek information as to how they may employ the 
many advantages inherent in Micro Switch products to 
such devices as freezers, dish washers, washing ma- 
chines, and many others. 


Naturally we cannot now give all the assistance and help 
your problems demand. But when our war responsibility 
is ended our engineers will then be in a position to ren- 
der you exceptional assistance. 


The experience gained in developing many snap-action 
switches for the solution of intricate problems in war 
material will be invaluable to you. This experience has 
developed over 2700 different combinations of electrical 
characteristics, actuators and housings—sufficient to en- 
able us tohandle almost any demand you may make upon us. 


To this end it will be advantageous to your engineers to 
become thoroughly familiar with Micro Switch products 
and the many functions they can help perform by writing 
us for as many copies of the Micro Switch Catalog-Hand- 
book No. 60 as your sales and engineering department 
may find use for. 


Unlimited Uses 


Micro Switch designs are used to control temperatures, help to package products, 
bottle fivids, record airplane flights, make change, dispense drinks, heat water, 
steer ships, control electronic tubes . .. do 1,001 odd but important jobs in industry 
and commerce! Doubtless Micro Switch can serve your business by cutting costs, 
speeding production, or even improving your present or planned product. , 


The basic switch is o thumb-size, feother-light, plastic enclosed, precision 
snop-acting switch, Underwriters’ listed and rated at 1200 V.A., at 125 to 
460 volts a-c. Capacity on d-c depends on lood characteristics. Accurate 
reproducibility of performance is maintained over millions of operations. 
Basic switches of differpnt characteristics are combined with various actu- 
Gtors and metal housings to meet a wide range of requirements. 


LET'S ALL BACK THE ATTACK 
BUY EXTRA WAR BONDS! 


© 1945 
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PPLIANCE, tire and minor auto- 
An repairs, plus a large serv- 
ice station business helps 
Chester Barriage, Dixon, Ill. weather 
the war period, while at the same time 
he is servicing numerous customers 
who can be counted on to purchase one 
or more appliances in post-war years. 
Mr. Barriage has a very novel and 
effective setup. At his large filling 
station in downtown Dixon, a busy 
| little war city of 10,000, Mr. Barriage 
uses the first floor for an auto supplies 
sales floor and service floor, while the 
roomy and splendid second floor is 
used for radio, washer and other appli- 
ance repairs and also for tire repairs. 
A block down the street is another store 
/ owned by Mr. Barriage where lamps, 
records, stoves, etc. are stocked and 
sold. In the post-war years it is in this 
second store where new appliances 
will be sold. The service department 
undoubtedly will remain in the roomy 
quarters above the filling station. 


Repairs Appliances 


In his auto-appliance hookup, Mr. 
Barriage has a very effective combina- 
tion. In the first place, the automobile 
owner is most always an appliance 
owner. If he brings his automobile to 
the Barriage station for gasoline, oil, 
or a grease job, he will undoubtedly 
learn that electrical appliances are re- 
paired here. And if his automotive 
service is satisfactory, he will give his 
appliance business to the firm, too. 

The radio, washer and other appli- 
| ance repair department during wartime 
| is operated by two servicemen, who get 
| the help of Mr. Barriage a good share 

of the time, as he is an experienced 
| radio and repair serviceman. Mr. Bar- 
| riage also handles most of the spot 
vulcanizing jobs in the tire department. 

The radio department is manned by a 
capable service expert. In this depart- 
ment both home and auto radios are 


in. deep. 
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Gasoline and Appliances 


Chester Barriage at Dixon, Ill. combines 
both automotive and appliance repairs 
business while the war is on 


repaired. Because of the ‘automotive 
service facilities, the Barriage organ- 
ization is able to give excellent service 
on auto radios, including sheltered 
drive in facilities for all sorts of 
weather. A separate bench is used for 
the repair of home radios and another 
bench for auto radio service. There is 
plenty of additional bench space which 
makes it easier for the company to 
turn out considerable work. 

Mr. Barriage is available most of 
the time to pinch hit on both radio and 
washer repairs and in this way is able 
to help his repair men keep caught up 
on repair orders under wartime condi- 
tions. Most of the radios and washers 
that come in for repairs can be turned 
out here within a week’s time if tubes 
and parts are available. 

In the washing machine department, 
Mr. Barriage has a capable service 
man and a fine array of equipment 
which helps to turn out many first class 
repair jobs. There is a small lathe, a 
drill press and many other tools. Many 
of the tools are hung up on the wall 
where they are ready at an instant’s 
notice on any repair job. 


Washer Stock Parts 


In stocking washing machine parts, 

Mr. Barriage and his men have worked 
out a very fine system. Some special 
drawers have been built which func- 
tion very well and keep parts under 
cover and clean at all times, The special 
cabinet has 16 large drawers and 32 
small ones. The cabinet is 6 ft. high, 
the drawers are 17 in. wide. The small 
drawers are 34 in. deep and the large 
ones are 74 in. deep. 
_ The Barriage organization also does 
radio work for some out of town deal- 
ers because in pre-war a radio whole- 
sale business was also conducted, and 
these contacts have prevailed during 
wartime. Many dealers sent in their 
radio work from time to time. 


Chester Barriage has worked out a fine drawer system for stocking washing machine 
parts. The special cabinet has 16 large drawers and 32 small ones. Cabinet is 6 ft. 
high, drawers 17 in. wide. Small drawers are 3'/2 in. deep and the large ones are 
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@ If you’re a radio serviceman or engineer, 


for their design and construction will have been 


ked you'll appreciate the ingenuity and develop- proved by the toughest test of all—the acid test 
cial ment work which produced this new Dictaphone of battlefront performance. We can promise, 
inc- Electronic Dictating Machine which is available too, if you’re a’ serviceman or dealer, that the 
der for essential uses. And if you’re a busy execu- Raytheon tube line will be the most beneficial 
. tive, as well, you'll praise it as = aid to getting line for you to handle. After Victory it will pay 
igh, things done more easily, more quickly and asese you to switch to Raytheon high-fidelity tubes! 
nall conveniently. Not only does it'record dictation, 
irge but over-the-desk conversations and both ends Increased turnover and profits . . . easier stock 
Hien of phone-calls too! control .. . better tubes at lower inventory cost 
eal- Raytheon high-fidelity tubes used in this re- -- +» These are benefits you will enjoy after the 
ole- markable new machine consistently deliver war as a result ,Ofethe Raytheon standardized 
and clear, realistic reproduction and give long, type prbgrim, which is of-our ‘con- * 
‘end dependable performance...just: tinued planning for the future. 


as they will in the future for this 
and an infinite variety of other 
electronic devices. 


When peace comes, Raytheon 
tubes will be more readily avail- 
able. And they'll be even finer 
than Raytheon’s pre-war tubes, 


Listen to 


Raytheon 
Manufacturing Company 
RADIO RECEIVING TUBE DIVISION 


Newton, Massachusetts + Los Angeles 
New York + Chicago + Atlanta 


All Four Divisions Have Been Awarded 
Army-Navy “E” with Stars 


Wighe Fidelity 
TO: Ano OF TURES VOR tHe Maw cea oF ELECTRONICS 


RAY TH EON 
Coast-to-Coast 
181) Stations 
| ELECTRONIC AND RADIO TUBES 
H 
re 
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E'S THAT KID who used to beg you for the car. 
But now he’s 90 miles from nowhere, “bar- 


relling” home to his carrier. He’s coming in on a 

beam the Japs can’t jam. It’s the Navy, taking 

care of its own, leading a lad home by the ears. 
~ * 

THE AMAZING homing beacon for aircraft 


A certain vital part was being made by hand. 
Production was slow—too slow. Then Stewart- 
Warner engineering ingenuity devised a way to 
mass produce the important part with machine 
tools. Production jumped immediately. 

Today, all carrier based airplanes are now 
equipped to come home on a “jam-proof” beam. 


It's another example of radio “savvy” that 
characterizes Stewart -Warner engineering. It fore- 
casts the extraordinary things to come in 


carriers has saved countless Navy fliers. Aether Pater Stewart-Warner radios of tomorrow. So— 
And Stewart-Warner has been privileged STEWART put this down on your list of things to plan 
to play a part in this great Navy life saver. WARNER for —“look to Stewart-Warner for the class 
The story makes interesting reading. baad of the radio field after the war is won.” 


RADIO DIVISION OF 


STEWART-WARNER CORPORATION 


CHICAGO 14, ILLINOIS 
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People, Products, Plans 


March, 1945 


OPA to Check Lamp 
Price Ceilings 


An industry-wide enforcement drive 
covering household lamps and lamp 
shades began February 15 and was to 
last to March 31 in an effort to halt 
price increases to consumers averaging 
50 percent and more above legal ceil- 
ings, the Office of Price Administra- 
tion announceed recently. The drive is 
one of a series planned or already 
completed in the field of house furnish- 
ings. 

All types of distributors—manufac- 
turers, jobbers and retailers—will be 
checked for compliance with price 
regulations, OPA said. In some cases, 
retail prices of lamps and shades are 
two or three times what they were 
during the March 1942 base period. 
Many retailers report that suppliers 
are quoting prices as high as those 
retail stores are legally entitled to 
charge their own customers. 

The purpose of the drive is not 
only to roll back inflated prices but 
also to protect against unfair competi- 
tion the large number of manufactur- 
ers, jobbers and retailers who are liv- 
ing up to OPA regulations, OPA said. 


Will Seek Injunctions 


Wherever a manufacturer, jobber 
or retailer is found to be selling at 
above-ceiling prices, OPA will assert 
the claim for treble damages and will 
ask for an injunction restraining the 
seller from further violations. If a 
seller cannot produce the required 
records showing how he established 
his maximum prices, an injunction 
will be sought to suspend further 
sales until he prepares the records and 
obtains approval of OPA for his 
prices, 

Sellers in general will be checked 
for compliance with record-keeping, 
reporting and pricing requirements. 

Manufacturers in particular will be 
investigated to determine whether, in 
sales to jobbers, they are giving the 
required discounts. 

Retailers and jobbers will be asked 
for the names of their suppliers to 
check whether goods were purchased 
at above-ceiling prices. Retailers and 
jobbers will be held accountable for 
any overcharges they have passed 
along to their customers. 
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Some Range and Iron Production 
Authorized by WPB for 1945 


Temporary authorizations to con- 
tinue production of electric ranges, 
fans and irons has been given manu- 
facturers who were authorized to 
produce these items last year but who 
have not yet obtained necessary labor 
authorizations for 1945 production, 
WPB announced recently. 


35,000 Ranges Scheduled 


Any items authorized for produc- 
tion last year which are completed 
this year will be included in the 1945 
quota, WPB made it clear. WPB has 
approved production of 35,000 domes- 
tic electric ranges, 25,000 domestic and 
commercial electric fans and 526,500 
electric irons in 1945. About 35 per- 
cent of the ranges will go to the 
armed services and the National Hous- 
ing agency, the remainder to institu- 
tional and domestic users who can 
certify to their need and show that no 
extra wiring will be required. None 
of the fans will be available for do- 
mestic use, but most of the irons. will 


find their way into civilian hands. 

Meanwhile, WPB authorized the 
Malleable Iron Range Co., of Beaver 
Dam, Wis., to manufacture 3,750 
three- and four bugner domestic ranges 
in the first two quarters this year. 


Fractional Motor Production 


Meantime, WPB was having trouble 
with production of both fractional and 
integral horsepower electric motors, 
but for different reasons. 

December production of fractional 
horsepower motors was down from 
that of the preceding month and manu- 
facturers have been working off their 
backlogs as new orders for aircraft 
and other types of military motors 
were slow in coming in, WPB ex- 
plained. This resulted in delayed 
placing of orders by motor manufac- 
turers for components and materials. 
The military is speeding up placement 
of orders for these motors in order to 
avoid loss of production. 

For the next six to nine months, 


production of integral horsepower mo- 
tors will be as urgent as at any time 
in the last two years, according to 
manufacturers. Several top urgency 
programs involving much electrical 
equipment have been started or ex- 
panded in the last six weeks, with the 
substantial portions of this equipment 
sought as soon as April. 

Among the programs which have 
boosted the demand for this equipment 
are the mortar and medium ammuni- 
tion program involving about 6,000 
machine tools and the heavy tire pro- 
gram. In addition, the Navy Depart- 
ment has indicated that its 1945 elec- 
tric equipment requirements will be at 
least equal to those of 1944. 


NEMA Spring Meeting Off 


The spring meeting of the National 
Electrical Manufacturers Association, 
scheduled for the Palmer House, Chi- 
cago, for the week of April 16, 1945, 
was cancelled by the Board of Gov- 
ernors at its recent meeting in accord 
with the policy laid down by James F. 
Byrnes, director of War Mobiliza- 
tion. 


HALLSTROM HONORED BY PHILADELPHIA ASSOCIATION—In recognition of his outstanding contribution to the electrical 
industry in the past 50 years, the Electrical Association of Philadelphia honored A. L. Hallstrom, retiring vice-president of Gray- 
bar Electric Co., Inc., at a luncheon recently. Nearly 250 fellow-members and friends were present. The head table of 20 com- 
prised a group of founders of the Association and present and past officers. Speakers who paid tribute to Hallstrom were: 
Howard L. Miller, president, The Electrical Association; H. P. Liversidge, president, Philadelphia Electric Co., C. K. West, com- 
mercial vice-president, General Electric; and E. E. Hedler, managing director, Electrical Constructors, Philadelphia. 
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attend the 1945 
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_ Wrapped up in a Yui moving program 


will be everything needed to help you meet today’s 


STEPPED-UP SERVICE DEMANDS 


Never was the service situation so critical as it is today. 
Practically all electric appliances are at least three years 
old. So, for the sake of home front morale, everything 
possible must be done to keep appliances on the job. 
That’s the whole purpose of the 1945 Conservice Train- 
ing Schools. Also, with the time of all service people 
at a premium, the aim this year is to crowd the broadest 
and most thorough education into the fewest number 
of hours. 


Accordingly, there are no frills to this program. From the 


sound of the morning bell it’s all brass-tack demonstration 
and discussion. Products covered will include not only all 
pre-war appliances, but also, any new ones that may be 
released while the schools are in progress. 

This will be a two-day school with sessions running 
either consecutively or at separate times. 

Following are further details of the program. But 
the important thing right now is to start lining things 
up so that you, as well as your old and new service people, 


can take this course of Conservice training. 


First Session Will Be Devoted 
to All Refrigeration Products 


Everything connected with refrigeration— 
domestic and commercial models, fixture 
applications, water coolers, Mobilaires and 
milk coolers will be thoroughly explained in 
this busy all-day session. Featured in con- 
nection with the demonstration will be a giant 
working model of a refrigeration control. 


Second Session Will Cover Electric 
Ranges, Water Heaters and 
Laundry Equipment 
Model by model, the various appliances in 
this group will be put through their paces. 
The laundry equipment discussion will be 
divided into two parts with ample time de- 


‘ 


ELECTRIC 


voted to the care and maintenance of both 
the Laundromat and conventional washers. 


New Operational Demonstration 
Boards Facilitate Diagnosis and 
Correction of Trouble 


At every step of this intensive training pro- 
gram, interesting demonstration props are 
employed to explain operating fundamentals 
and facilitate diagnosis of all sorts of diffi- 
culties. Thus, on one product after another, 
in true clinic fashion, service people attend- 
ing the sessions see all problems set up and 
have an opportunity to participate in their 
solution. These new demonstration boards, 
which spell everything out for the audience, 
incorporate many new and dramatic ideas in 
illustrative instruction. 


HOME 


Dramatic Full Color Movie Shows How 
Service Builds Good Will 


This informative film takes a young service- 
man through all the important steps that go 
to make a satisfactory customer and a profit- 
able service call. Packed into thirty minutes 
is more down-to-earth training than a new- 
comer could get in months of trial and error 
on service calls. 


Check with Your Westinghouse 

Distributor for Meeting Dates 
The Westinghouse field service organization 
is all set to take to the road with this finest 
of all Conservice Schools. You can get the 
itinerary from your Westinghouse Distribu- 
tor who will be glad to accept reservations 
for you and your service people. 


WESTINGHOUSE ELECTRIC & MFG. CO. piawrs iw 25 cits... orrices everrwoere * APPLIANCE DIVISION MANSFIELD, OHIO 


NCES 
YOUR PROMISE OF STILL FINER- ONES TO COME 


Tune in: John Charles Thomas, Sunday, 2:30 EWT., NBC. * Hear Ted Malone, Monday, Tuesday, Wednesday Evenings, Blue Network 
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“HERE'S WHAT'S COOKING 
IN 30,000 KITCHENS” 


KRUG CONFERS WITH PHILCO OFFICIALS—WPB's chairman, Julius A. Krug, 
conferred recently with Philco officials on their production plans. With Mr. Krug are 


(left to right): William Balderston, vice president, charge of operations; John 
Ballantyne, president; Mr. Krug; L. E. Gubb, chairman of board of directors; and 
Joseph H. Gillies, vice president in charge of radio production. 


CHROMALOX DESIGN 
for better cooking 


| 
Cress section of 
Inconel sheathed 
tube shews how | 


meximuem contect 
cooking surtece 


the 


ROMALOX 
Tubular 


THE UNIT THAT GETS HOTTER, QUICKER — 
because of its special Chromalox re- 
fractory — its heat concentrating baffle, | 
which does not touch the range top, 
nor transmit heat to it. 

Every Chromalox tubular unit on the 
ranges of your customers is a goodwill 
representative for you and your service 
—a constantly active reason why they 
should give you all their business. 
Famous Chromalox Tubulars will soon 
again be available. 


Chromalox Superspeed and Heatflo 
—to fit any range—are available now. 


EDWIN L. WIEGAND CoO. 
7525 Thomas Bivd., Pittsburgh 8, Pa. 
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G-E Completes Post-War 
Distributing Organization 


C. R. Pritchard, general sales man- 
ager of the Appliance and Merchandise 
Department of General Electric, an- 
nounces that the department’s post- 
war distributing organization for 
major appliances is completed. 

The department will have about 60 
wholesale distributing outlets for G-E 
refrigerators, ranges, water heaters, 
home laundry equipment, dishwashers, 
sinks and kitchen cabinets. These dis- 
tributors, operating in assigned trad- 
ing areas, will maintain sales organ- 
izations and local warehouse stocks at 
over 125 points, and will be prepared 
to serve the retail dealers in every city 
and town in the United States, Hawaii 
and Alaska. 


50% Independents 


Better than 50 percent of the dis- 
tributing outlets will be independent 
wholesalers, many of whom have been 
with G-E. since the General Electric 
refrigerator was first introduced in 
1927. While there have been some di- 
visions of large territories and ap- 
pointments in smaller markets, G-E 
will have about the same number of 
independent distributors as it had 
before the war. 

General Electric will operate its own 
wholesale distributing branches in nine 
major markets. Seven of them, located 
in New York, Newark, Cincinnati, St. 
Louis, Pittsburgh, Los Angeles and 
Philadelphia are new. They were 
added to the two branches which Gen- 
eral Electric operated before the war. 
Mr. Pritchard pointed out that these 
branches are in large metropolitan 
markets where product specialization 
is essential, and that the branches 
would devote all of their efforts to the 
promotion and sale of General Elec- 
tric’s major appliances. At this time, 
he said, G-E has no plans for expan- 
sion of its factory branch program 
beyond these major metropolitan 
markets. 


G-E Supply Market 


The General Electric Supply Corp. 
will continue as a wholesale distribu- 
tor of G-E’s major appliances ir. about 
the same number of markets as before 
the war. 


MARCH, 


In accordance with industry practice, 
and in order to reach all types of re- 
tailers, G-E will continue to distribute 
its traffic appliances through multiple 
wholesale outlets serving the electrical, 
department and furniture store, hard- 
ware, jewelry, drug, mail-order, utility 
and chainestore trades. 


Chrysler Airtemp Buys 
Stokol Business 


The Airtemp Division of Chrysler 
Corp. has purchased certain assets of 
the Stokol Division of the Schwitzer- 
Cummins Co. at Indianapolis, Ind., 
and will use its machinery, tools and 
inventory for the production of Stokol 
stokers and other equipment. 

The announcement was made by 
D. W. Russell, president of Airtemp, 
following negotiations just concluded 
with officials of the Schwitzer-Cum- 
mins Co., including Louis Schwitzer, 
Sr., president. Included in the nego- 
tiations was acquirement by Airtemp 
of all Stokol patents and trademarks, 
and a two-year lease on the Stokol 
plant. 

The new company has been named 
Stokol Stoker Co., Inc., and will con- 
tinue to merchandise Stokol stokers. 
J. A. McDaniel, sales manager for the 
Stokol Div., has been appointed vice- 
president and general manager. The 
new company will operate independ- 
ently of Airtemp, and continue to 
merchandise Stokol stokers for com- 
mercial and domestic use, and to pro- 
vide service for many thousands of 
Stokol stokers now in use. 


New Magnavox 
Chicago Office 


A new Chicago office at 737 North 
Michigan Ave. has been opened by The 
Magnavox Co., Fort Wayne, Ind., 
to expedite manufacturing, sales and 
service operations. 

Ray Olson will supervise the new 
headquarters, which are equipped to 
include a complete radio-phonograph 
salon for display of Magnavox 
products in appropriate home settings. 
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TWO GOOD ASSIGNMENTS 


BONDS 


— 


kK EEP On The Job... Keep Up Production ... Keep Buying War Bonds i mane 

tzer, ...Keep Those You Buy—the surest means of quickly ending the Se ’ 
emp war. Here at Moe-Bridges, we are ever mindful of the demands by our eis” ~ 

arks, military leaders, and every effort and energy is used to fulfill our obligation. 
‘okol When the final implements of war have rolled off our assembly lines and 
Uncle Sam says “As You Were”— production will be resumed on a fine line 
pote of Electric Lighting Units, and, at the same time, a brand new line of 
kers. Electric Appliances of unusual - application will be introduced. Keep 
r the Moe-Bridges in mind... working for today . .. planning for tomorrow. 


e 
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Fast selling DeLuxe electri- 
cal appliances. Designed 
to fill every electrical need 
in the post-war home. Top- 
Liners all! 


Now Available: Step stools, Cabinets, 
Housewares, Toys and the New Rocket 
Sulky. Write for details today. 


TOP (@LINE 


ME APPLIANCES 


_ TENNESSEE VALLEY | 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 


PAGE 106 


ADMIRAL HAM-AND-EGG MEMBERS—Membership to the exclusive Ham-and-Eg¢ 
Club was given officials of Admiral Corp. after they completed a course in electric 
cookery on Admiral ranges. Above, standing, (left to right) are: Maurice S. Despres, 
N. Y. distributor; W. C. Johnson, Midwest regional ger; L. H. D. Baker, vice. 
president; Seymour Mintz, advertising manager; Sid Rogovin, Eastern regional 
manager; Clarence Tay, branch manager of Chicago distributorship; Lou Willis, West 
Coast regional manager; Ed Eger, head Cruttenden & Eger; H. Conklin, range 
manager. Seated, (left to right): John Gilbarte, South West regional manager; 
Harry Level, Southern regional manager; Pat Shannon, account executive, Cruttenden 
& Eger; Richard Graver, vice-president, Radio Division. 


"Spot Authorizations" 
Drastically Restricted 


Although Priorities Regulation 25, 
the “spot authorization” order, has not 
been revoked, its use has been dras- 
tically limited by military needs, and 
activity under it must be sharply re- 
stricted until the present tight produc- 
tion situation loosens up, the War Pro- 
duction Board warned recently. 

Summarizing the current situation 
in regard to PR-25, WPB pointed out: 

1. The allotments and authorizations : 
that have already been granted have ADMIRAL'S HAM-AND-EGG-ER — Ross 


not been canceled. 
2. However, because of shortages, it D. Siraguse, Admiral's president, as he 


is unlikely that mill orders for steel, receives charter membership to the Ham- 
copper in most forms and aluminum nd-Egg Club from H. Contlin, range 
sheet placed under PR-25 will be manager. 
filled during the first quarter and per- 
haps during the second. 

3. Spot authorizations still can be What Farmers Want 


approved to utilize any amount of idle . 
and excess material provided the ap- Electrically Post-War 


plicant has available facilities and Results on questionnaire submitted . 
labor. No new allotments will be to farmers attending a recent meeting 1 
made of copper wire mill or brass of the North Central Electrical Indus- 
mill products. New allotments of steel tries - 1 
will be limited to not more than 10 i 
tons of carbon and two tons of alloy Home Appliances 
steel to “piece in” idle and excess Now own Plan to Buy , 
materials. No limit has been placed 80% Electric refrigerator 16%, 
yet on new allotments of aluminum. Meme 22° 

4. Two additional severe limitations 22%, 19%, 
have been placed upon the functioning ' 6%, Electri ~ h 25%, F 

PR-25. these are: water heater 
of —" 50% Water system 15% ] 

(a) The “four-power pact” issued 85%, Washing machine 2% 

December 1, 1944, and signed by the 75% Vacuum cleaner 10%, 

Army, Navy, War Manpower Com- 15% Ironing machine 5% 

mission and the War Production 33% Electric mixer 20%, 

Board. Field representatives of 80%, Electric toaster 10%, 

these agencies in all areas of critical 

labor shortage, plus 44 in other areas Farm Equipment 

centering about major manufactur- 11% Milk cooler 17% 

ing cities, were ordered by this 7% Dairy water heater 7% 

document to grant no spot author- 30% Chicken brooder 7%, 

izations for 90 days except in un- 9% Feed grinder 18%, 

usual cases. 16% Portable elevator 11% 

(b) Warehouses, now the best 0 Hay dryer 1% 

source of new material for “spot 15% Air compressor 20°, 

authorizations,” have been limited in 16% Electric welder 20°, 

the amount of material they can de- 40% Tool grinder ‘o 

liver on “Z” allotments. 33% Electric drill 25°, 
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Carper 


President, Sidles Company 
Omaha, Nebraska 


Says He Is Proud To Distribute Coleman Oil Heaters Because: 


“Coleman ‘tops’ 


Popularity and 


Few Service 


Mr. Carper heads one of the largest 
major appliance distributing organiza- 
tions in the mid-west. His appliances go 
to many types of customers. So, his heat- 
ing line must get results under a wide 
range of conditions—to keep customers 
satisfied. And when he stresses the point 
that Coleman is “tops” in the heating 
appliance line, you can be sure Coleman 
has done a real job for him and his 


THE COLEMAN LAMP AND STOVE COMPANY 


dealers. “For ourselves and our dealers,” 
says Mr. Carper, “our experiences with 
the Coleman line have been happy and 
profitable. That means a fine sales vol- 
ume, popularity of the product, fine 
margin of profit, splendid cooperation 
from the factory, low service problems.” 

Coleman franchise dealers are being 
appointed now by America’s leading dis- 
tributors for post-war sales of these Cole- 
man Heating Appliance lines: Oil Heaters, 
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GAS, OIL and LP-gas Floor Furnaces, Wa- 
ter Heaters and Central Heat Plants. This 
franchise is awarded to aggressive deal- 
ers who can qualify and handle the vol- 
ume of Coleman business they can easily 
develop. Write us for the name of your 
Coleman distributor, who can tell you the 
complete story of the Coleman opportu- 
nity in the waiting billion-dollar home- 
heating market. Coleman Lamp and Stove 
Co., Dept. EM-20X, Wichita 1, Kansas. 


WICHITA 1 CHICAGO 11 PHILADELPHIA8 LOS ANGELES 54 TORONTO, CANADA 
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7 MODELS 
REFRIGERATORS 


“Its maker was a big shot in 
electronics during the war.” 


You’ll always be sure of 
SALEABLE appliances via Graybar 


DISTRIBUTION IS MERCHANDISE 
and M CH 


This is J. P. Wear, Jr., Graybar's District 
Merchandising Manager at Philadelphia, 
in charge of distribution and sales of elec- 
trical appliances, radios, and hearing aids 
in Graybar’s Atlantic District. 

Mr. Wear has sold refrigerators since 
they were called “electric ice boxes”. He 
has sold radios since the days of battery 
sets. For years he has worked closely with 
specialty dealers, hardware merchants, 
music stores, department stores, and util- 
ities. He appreciates the objectives of 
manufacturers and knows how to make 
their promotional programs most helpful 
to dealers. A firm believer in sales train- 
ing, J. P. Wear typifies Graybar’s appli- 
ance specialists — men who know how to 
make merchandise move. 4520 
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Graybar has always exercised great caution in the selection 
of appliance lines for distribution — and will continue this 
policy after the war. The men of Graybar’s Merchandising 
Department are specialists in selecting saleable appliances 
and in the technique of selling them. These men are out- 
standingly qualified to work with you, help train your sales 
force, help you create the most effective displays, adver- 
tising, and store identification. 

Until post-war production is begun, we will continue to 
distribute fairly among our dealers the appliances released 


to us under war-time allocations. 


Merchandising 
Department 


ELECTRIC COMPANY 


In Over 80 Principal Cities @ Graybar Building, New York 17,N. Y. 
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Williams Nominated 
REA Administrator 


Aubrey Williams, formerly head of 
National Youth Administration, and 
recently affiliated with the National 
Farmers Union, has been picked as 
administrator of the Rural Electrifica- 
tion Administration to succeed Harry 
Slattery, who resigned last month. 

A 10-year term, with an annual 
salary of $10,000 goes with the nomi- 
nation, 

Agriculture Department officials, 
and opponents of continued control of 
REA by the Agriculture Department, 
approved the choice. Williams was 
admitted by both factions of REA sup- 
porters to be a strong administrator. 

Williams is a native of Alabama, 
studied at Marysville, Tenn., College 
University of Bordeaux, France, and 
University of Cincinnati, where he 
received an A. B. degree in 1920. He 
became a field representative of the 
Federal Emergency Relief Adminis- 
tration in 1933, and later that year 
assistant administrator of FERA and 
the Civil Works Administration. He 
was appointed assistant works prog- 
ress administrator and executive di- 
rector of NYA in 1935, and became 
its administrator late in 1938. He re- 
tained interest in the administration of 
WPA and was named deputy WPA 
administrator in 1936. 

Two new identical bills were re- 
ceived by the House to re-establish 
REA as an independent agency intro- 
duced by Reps. Henry Talle, Iowa, 
(R), and A. S. J. Carnahan, Missouri 
(D). The bills referred to the Inter- 
state and Foreign Commerce Commit- 
tee, instead of to the House Agricul- 
ture Committee, which is the normal 
group to consider such legislation. 

In the Senate, Henrik Shipstead and 
George D. Aiken (R) from Minnesota 
and Vermont, and members of last 
year’s REA investigating committee, 
continue to try to free REA of Agri- 
cultural control. Possibilities of 
| further investigation by a Senate 
| Agriculture sub-committee were con- 
| sidered remote after Chairman Elmer 
| Thomas, Oklahoma (D) declared that 
he hoped a final report of the investi- 
| gating group would be forthcoming 
shortly. 


COUNTER DISPENSER — This “self-se!l- 
ing" Dutch clothless coffee filter coun'er 
unit recently introduced by Hill-Shew 
| Co., Chicago, not only tells a comple’? 
| sales story with retail price, but actus’ y 
dispenses the merchandise. 
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No time now for manufacturing Op Merchandising 
home radios! Certainly not, wher this nation is wield- 
ing her full strength to besten Victory. But the day 
will come, and 


ime td plan for that day is NOW! 
Pin today on your line of tomorrow, and 
reserve your front-row spot in the Postwar parade 
of better home radios and better profits. 
Investigate the profitable Maguire Franchise! Let 
us prove that we can boost your profits through 
the Maguire master plan of manufacture, distri- 
bution and sales of our smart line of home radios 
and television sets. 


Sell the best... OUTSELL THE REST! 


GREENWICH STAMFORD 


“self-se!l- 
r coun‘er 
Hill-Shew 
comple 
t actua’y 
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ANEW NOTE /N/ HOME RADIO 


aguire 


/NOGSTRIES INCORPORATE: 


£ECTRONICS + DIVISION 


BRIDGEPORT * NEW MILFORD © NEW YORK 
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THE HEATER WITH THE 
PATENTED VENTURI TUBE 
HEAT EXCHANGER 


SQUEEZES 
MORE HEAT FROM YOUR FUEL 
~GAS OR OIL 


7 

4 


Package Unit 
WINTER 
AIR 
CONDITIONERS 


They came. They saw. They bought. 
That epitomizes Coroaire experience at 
the Chicago Furniture Mart in January. 
And how they bought! Never before, we 
believe, were so many merchandisers so 
completely convinced of the merit of 
any heating device in so short a time. 
They said it with orders. 


It's no secret, but it's PATENTED. The 
heart of Coroaire, and the chief reason 
for its amazing performance and low 
operating cost, is the PATENTED Coroaire heat exchanger (cast 
iron) composed of 46 Venturi tubes, producing more heated air 
and better distribution—without ducts. Let us tell you about this 
and many other features of Coroaire. 


EXCEPTIONAL PROFIT OPPORTUNITIES 


—in Homes(New and Old) and Business Places 


As easy to install as a console radio, Coroaire offers appliance distribu- 
tors and dealers unlimited sales opportunities in small homes, old and 
new, and al! kinds of business places. Coroaire is backed by one of the 
country’s largest and best known steel fabricators with practically un- 
limited resources and engineering and manufacturin g facilities, assuring 
quality, advanced engineering service and deliveries. 


Desirable territories for distributors and dealers still open. Write or 
wire, stating size of your organization, experience and territory covered. 


COROAIRE HEATER CORPORATION 
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UNIVERSAL COOLER PLANS FOR POST-WAR—Problems concerning reconversion 
and production for peace, as well as new advertising, sales and servicing plans were 
discussed at recent Universal Cooler annual executive conference in Marion, Ohio. 
Seated (left to right): F. S. McNeal, president; W. W. Higham, vice-president; T. S. 
Pendergast, vice-president; Harry Parrish, sales manager; Dan Robertson, general 
manager of Universal Cooler, Canada; and R. J. Alcorn, purchasing agent. Standing: 
John Hutchison, Floyd Lowell, A. J. Mattes, K. C. Goodrich, A. E. Cadwell, H. L. 
Gray (Canada) and Jack Danner. Back row: J. C. Duer, J. L. Zant, B. W. Wiant, 


Sam White, Perry Hall, Phil Hedrick, E. G. Haight and Johnson P. Scott. 


Dealers To Keep Some Allied 
Lines, Post-War Survey Shows 


80 Percent Show Interest In 300-odd Non-Electrical Items 


Entering their fourth year without 
new merchandise to sell, electric ap- 
pliance dealers have added more than 
300 other items to sell as a means of 
staying in business, according to re- 
turns shown by a recent Hotpoint 
survey among 17,000 dealers. Paint, 
furniture item, glassware, floor cover- 
ings, wall paper, seeds, luggage, roof- 
ing, hearing aids, books, and used cars 
are listed as added lines taken on by 
appliance dealers. More than 80 per- 
cent of the 2,165 dealers replying to the 
questionnaire said they would keep 
one or more of the substitute lines in 
post war. 


Service, “Scrapping” Listed 


Listed as other means of continuing 
in business were repair and parts serv- 
ice for appliances, supplied by 12 per- 
cent more dealers during the war 
period than normally; appliance 
“swapping,” by which broken devices 
are repaired and restored to use; and 
doing other types of repair work 
necessitated by restricted service on all 
types of equipment. 

The poll is a result of a home study 
course in wartime operations and 
peacetime merchandising being sent 
monthly by Edison General Electric 
(Hotpoint) Appliance Co. to 17,000 
appliance dealers across the country. 
Of those receiving this course, 47.9 
percent are specialized appliance deal- 
ers, 17.1 percent are furniture stores, 
12.9 are hardware stores, while 5.5 
percent are department stores. Public 
utilities and others make up the bal- 
ance of the enrollment. 

The first question asked was, “in 
post-war, which of the following appli- 
ance tines do you intend to sell?” 


Appliance Lines Favored 


Household refrigerators, with 93.2 
representation will be the appliance 
sold by the largest number of dealers, 
as it was before the war. Vacuum 
cleaners with 86.3, and radios with 
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85.6 are. next in dealer popularity. 
Following these three, the table appli- 
ances (toasters, etc.) will be sold by 
82.7 percent of the dealers replying. 
The electric range is due for greatly 
increased representation, with, 80.4 of 
the dealers saying they will sell this 
appliance. The washing machine 
answer was divided into two parts, 
with 77.9 percent saying they would 
sell automatic machines, and 76.1 per- 
cent specifying conventional type 
machines. 


Newer Appliances 


Among the surprise favorities for 
postwar among dealers are: hearing 
aids, 14.8 percent; room coolers, 52.5 
percent; and kitchen cabinets, 48.8 
percent. The cabinet figure indicates 
the approximate number of dealers 
who plan to sell complete kitchens, 
according to Ward R. Schafer, general 
sales manager for Hotpoint. He said 
that the great popularity for complete 
appliance ensembles for kitchens would 
“carry the electric dishwasher, garb- 
age disposall, as well as metal base- 
and wall-cabinets to new highs in 
acceptance.” 


Morse Heads Cooking and 
Heating Appliance Group 


At the 12th annual meeting of the 
Institute of Cooking and Heating Ap- 
pliance Manufacturers, Henry H. 
Morse of the Florence Stove Co., 
Gardner, Mass., was elected president. 

Other men in the appliance field who 
took office were: M. F. Cotes, Duo- 
Therm Division, Motor Wheel Corp., 
Lansing, Mich., who was elected vice- 
president. 

Alden P. Chester, Globe-American 
Corp., Kokomo, Ind., was elected vice- 
president in charge of publications and 
reports. 
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“To Make G-E Lamps 
STAY BRIGHTER LONGER” 
the constant aim of G-E Lamp Research 


u 


BUY 


Hear the G-E radio programs: “The G-E All-Girl Orchestra,” Sunday 10:00 p. m. EWT, CBS; “The World Today” news, Monday through Friday 6:45 p. m. EWT, CBS; “The G-E Houseparty,” Monday through Friday 4:00 p. m. EWT, CBS, 
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Time 


for dreaming! 


VERY man and woman of us has enticing dreams of the house- 
hold appliance business to come, following war's end. That will 
be an exciting, happy day for all concerned: for the manufacturer 
who makes them, the dealer who sells them and, probably, most of all, 
for Mr. and Mrs. Consumer who so badly need so many of those 
appliances that bring ease and convenience to their home. 
But today, this month, this year, perhaps, is no time for dreaming 
of those things that bring ease and comfort and soft living while there 


remains to be done a tough unfinished job. The Office of War Mobiliza- 
tion has flatly stated that civilian goods production must wait upon an 
over-ample production of those things so vital to winning the war at 
the lowest cost of life and wealth, in the shortest possible time. 

To us that plainly means what it says: that we who serve the war 
front must stick to our job until that job is done. We at Rittenhouse 
have had one dictum to guide us—“‘If we could make door chimes 
today, we'd still stick to making war goods.” For we know that until 
that first big job is done, there will be no legitimate place in our national 
economy for door chimes. And that goes for manufacturer, dealer 
and consumer alike. 


Mr. and Mrs., this quite obviously is no time for dreaming tomor- 
row’s dreams. 


Somorrows Letter oor Chimes 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, N. Y. 
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SURPLUS SALE—Jordan Marsh & Co., 
Boston, Mass., provide one example of 
how surplus Army and Navy material, 
which has a consumer use, is moving inte 
the hands of the public. The ad above 
offered 450 field teleph sets, di 


tinued by the Army Signal Corps, and 
gave suggestions as to possible uses they 
might be put to in civilian life. 


Mail Order House 
Checks Appliance Demand 


A firm that does business by mail 
with its customers, Alden’s of Chicago, 
recently tabulated 14,395 replies on 
the question on what the customer 
wanted in the way of electrical appli- 
ances. Breakdown of demand was as 
follows: 


6,684 
Washing machines ............. 5,287 
Apartment washers ............ 283 
Gas engine washers............ 1,619 
Electric refrigerators ........... 5,472 
Battery farm radios............ 2,078 
Table model radios............. 2,518 
Combination radios ............ 2,817 
Electric sanges ................ 1,642 
Electric toasters ............... 2,555 
Sewing machines .............. 2,597 
Vacuum cleaners .............. 2,554 


Sperti, Inc. Opens 
ew York Office 


Ralph A. Lostro, executive vice 
president of Sperti, Inc., has announced 
the opening of a New York office, at 
714 Fifth Avenue. The headquarters, 
laboratories and manufacturing plant 
of Sperti, Inc. are located in Cincin- 
nati, Ohio. 

Mr. George Stevens, formerly of 
the parent organization in Cincinnati, 
has been named to direct the New 
York office. 
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PARTIAL LIST OF 
DISTRIBUTORS 


ALEXANDRE, JULES, INC. 
Harrisburg, Pa. 
APPLIANCE WHOLESALERS 
Nework, N. J 
BROWN ROBERTS HDWE. & 
SUPPLY CO. 
Alexandria, La. 
BURNS, J Cc. 
Philadelphia, Pa. 
BUTLER BROTHERS 
Chicago, IIlinois 
CALIFORNIA HDWE. CO. 


Los Angeles, Calif. 
FONES BROTHERS HDWE. CO. 
Little Rock, Ark. 
GRANT U. S. SUPPLY CO. 
Los Angeles, Calif. 
HI-SPEED TIRE & ACCESSORY 
co. Toledo, Ohio 
HOFFMAN HARDWARE CO. 
Los Angeles, Calif. 


HUBBARD, S. B. Co. 
Jacksonville, Fla. 
JOHNSON ELECTRIC SUPPLY CO. 
Cincinnati, Ohio 
KING HARDWARE COMPANY 
Atlanta, Ga. 
LEE HARDWARE CO. LTD. 
Shreveport, La. 
McCLUNG, C. M. & COMPANY, 
INC. Knoxville, Tenn. 
MASBACK HARDWARE CO. 
New York City, N. Y. 
MURCHISON, J. W. CO. 
Wilmington, N. C. 
NASH HARDWARE CO. 
Fort Worth, Texas 
ORGILL BROTHERS & CO. 
Memphis, Tenn. 
PEELER HARDWARE CO. 
Macon, Gu. 
PRESCOTT & CO. 
Boston, Mass. 
RADIO TELEVISION & APPLI- 
ANCE CO. 
Seattle, Washington 
ROBERTS SANFORD TAYLOR CO. 
, Texas 
SCOTT, CHARLES B. CO. 
Scranton, Pa. 
SELLER LOWENGART CO. 
Francisco, Calif. 
SHARP HORSEY HARDWARE CO. 
Atlanta, Ga. 
STANDARD SALES CO. 
Spokane, Wash. 
STRATTON BALDWIN CO. 
New Orleans, La. 
TOWER, H. M. COMPANY 
New Haven, Conn. 
TOWNLEY METAL & HDWE. CO. 
Kansas City, Mo. 
TYRELL HDWE. CO. 
Beaumont, Texas 
VAN CAMP HDWE. & IRON CO. 
Indianapolis, Ind. 
VAN HOOGENHUYZE, WM. H. 
co. San Antonio, Texas 
VIRGINIA CAROLINA HDWE. 
co. Richmond, Va. 
WAHN, DISTRIBUTORS 
Division of the George H. 
Wahn Co., Boston, Mass. 
WORTHINGTON, GEORGE 
COMPANY Cleveland, Ohio 
WRIGHT & WILHELMY CO. 
Omaha, Nebr. 
ZION COOPERATIVE 
MERCANTILE INSTITUTION 
Salt Lake City, Utah. 
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fe ewe will be many “extras” for your customers in the new L&H line 
that will be made when vital war needs permit — more “‘extras’’ than 
you expect! 

Gas ranges will be “tailor-made’’ for the gas to be used! Electric 
ranges will have new automatic temperature and time controls to enable 
housewives to cook safely while out of the kitchen or house! 

Impressive beauty — plus ‘‘dreams-come-true” features in cooking 
efficiency and time and labor saving operation. The advanced L&H line 
will give housewives more for their money—will give dealers “quick turn- 
over and customer satisfaction”. 

Remember—the L&H line includes electric ranges, gas ranges, elec- 
tric water heaters, oil stoves, oil heaters, and portable ovens. It is backed 
by 70 years of business success. It will be a good line to sell. 

Vital war needs still come first. Production for civilian use is lim- 
ited. But NOW is the time to start planning — and to get set with the 
profitable L&H franchise. 


Write your nearest L&H distributor today—or write direct to L&H. 


A. J. LINDEMANN & HOVERSON CO. 


Since 1875 


MILWAUKEE 7, WISCONSIN ' 


gus 


Manufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS + GAS RANGES + DIL STOVES + PORTABLE OVENS + OIL HEATERS + WICKS 
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In addition to other famous busy spots we 


f- 


ha 


CHICAGO 


emphatically add the kitchen — the busiest 
spot in the home. « That's why we planned 
the new American kitchen so that it would 
be bright, cheerful, and adequately 
equipped with cabinet sink and cabinet 
space for your convenience. « It also pro- 


vides three convenient work centers fo 


war duties are 


time — remember American — and keep in 


touch with your major appliance retailer. 


HIETCHERS 


AMERICAN CENTRAL MANUFACTURING CORPORATION - CONNERSVILLE, INDIANA 
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New Sylvania 
Fluorescent Lamps 


New fluorescent lamps providing in- 
stant starting, higher efficiencies, and 
simplified installation and maintenance 
are announced by Sylvania Electric 
Products Inc. of Salem, Mass. They 
will be supplied in smaller diameters 
and new standard lengths up to 96 in. 

Operating without starters these 
lamps, designated as LS types, may 
also be operated in series on a single 
ballast at 100 or 200 milliamperes or 
at other currents within this range to 
provide high lighting levels or lower 
intensities for many industrial and 
commercial installations, including 
hallways, showcases, and railway cars. 

The elimination of starters simpli- 
fies maintenance. Life of Type LS 
fluorescent lamps at 200-milliampere 
operation is expected to be comparable 
to that of 40-watt standard fluorescent 
lamps. 

These Type LS fluorescent lamps, 
equipped with single contact bases, are 
available in 3500° white. Ballasts and 
accessory equipment will be available 
through regular trade channels as soon 
as wartime limitations permit. 

Also announced by Sylvania is a 
new 13-watt miniature lamp, in white 
or daylight, 21” long and 54” in diam- 
eter. Approximate initial lumens are 
580 for the white and 490 for the day- 
light. This lamp is of the conventional 
two-prong, starter type but will re- 
quire a new ballast for its operation. 


18,951 Appliances 
"Swapped”" in Pittsburgh 


The Duquesne Light Co., Pitts- 
burgh, pioneer sponsor of the Proctor 
Electric Co.’s Appliance “Swap Plan”, 
recently submitted an 18-months’ re- 
port on its swap activities. A total of 
18,951 out-of-service appliances were 
swapped for War Savings Stamps. 
Reconditioned, they were resold to con- 
sumers needing them at an estimated 
resale value of $334,183. 

Electric flatirons headed the list, a 
total of 5,740 having been recon- 
ditioned. The complete “box score” 
is as follows: 


Appliances 
Cleaner 
lroner 
Electric range 
Electric refrigerator 
Roaster 
Washer 
Clock 
Door chimes... 
Electric heater 

Heating pad 
Hotplate 
Iron 


Shaver 
Sandwich toaster................ 

Ventilating fan 
Waffle iron 
Broiler 
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SYLVANIA FLUORESCENTS — Type LS 
fluorescent lamps equipped with single 
contact bases are available in sizes from 
42 to 96 inches. Ballasts and accessory 
equipment will be available through trade 
channels as soon as wartime limitations 
permit. 


Central Hudson 
Not to Merchandise 


In the January statistical issue of 
ELecTRICAL MERCHANDISING, the Cen- 
tral Hudson Gas & Electric Co., 
Poughkeepsie, N. Y., was erroneously 
listed among those utility companies 
who will merchandise electrical appli- 
ances in post-war. H, E. Dexter, vice- 
president in charge of commercial 
relations for the company, points out 
that this is an error. The company has 
for many years had a strict policy of 
promoting appliance sales through 
local, independent dealers and sells no 
equipment through its own sales force. 
This policy will remain in effect in 
post-war, he said. 


No. of Est. Resale Est. Resale 
Appliances Value Each Value Total 
2578 $15.00 $38,670.00 
119 45.00 5,355.00 
2892 20.00 57,840.00 
4 75.00 300.00 
1065. 65.00 69,225.00 
21 20.00 420.00 
2254 50.00 112,700.00 
245 2.56 612.50 

8 2.50 20.00 

340 4.00 1,360.00 
69 15.00 1,035.00 
189 3.00 567.00 
15 1.50 22.50 
198 2.50 495.00 
5740 5.00 28,700.00 
245 2.50 612.50 
21 10.00 210.00 
1292 2.50 3,230.00 
245 2.50 612.50 

3 5.00 15.00 

267 2.50 667.50 
i 2.50 27.50 
228 3.00 684.00 

10.00 110.06 

891 12.00 10,692.00 
18,951 $334,183.00 
MERCHANDISING 
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Resale 
» Total 
,670.00 
,355.00 
,840.00 
300.00 
,225.00 
420.00 
.700.00 
612.50 
20.00 
,360.00 
,035.00 
567.00 
22.50 
495.00 
},700.00 
612.50 
210.00 

} 230.00 
612.50 
15.00 
667.50 
27.50 
684.00 
110.0¢ 
),692.00 


4,183.00 
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Why it will pay you to sell 
General Electric FM radio after Victory 


4 There'll be extra money for dealers who 
sell FM (Frequency Modulation) . . . extra 
money that customers will pay gladly be- 
cause of the extra service, pleasure and satis- 
faction FM will give. FM will be the biggest 
feature in radio after Victory. And remember, 
G. E. is the pioneer manufacturer of FM radio. 


2 G. E. is close to the war production pic- 
ture. G. E. fully realizes the magnitude of 
wartime electronic developments and knows 
best how these advances can be made to in- 
sure better quality radio and television re- 
ceivers. Today G. E. is building more military 
radio equipment than any other home radio 


manufacturer. 


3 The returns from G. E.’s great pre-selling 
consumer advertising campaigns are mount- 
ing steadily. Thousands of customers are 


waiting to buy a General Electric radio. 


Plan now to provide your customers with 
the G-E radio line that will include the 
best in AM, FM, radio-phonographs and 
television. Investigate the G-E dealer 
franchise. Write Electronics Department, 
General Electric, Bridgeport, Conn. 


Hear the G-E radio programs: “The World 
Today” news, Monday through Friday 6:45 p.m., 
EWT, CBS. “The G-E All-Girl Orchestra,” 
Sunday 10 p.m., EWT, NBC.“ The G-E House 
Party,” Monday through Friday, 4 p.m., EWT, 
CBS. 
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TABLE MODELS 


CONSOLES 


1945 


AUTOMATIC 


PHONOGRAPH 


Full-color advertisements, such as the one above, 
in all leading consumer magazines are building 
consumer acceptance for General Electric radio. 


COMBINATIO 
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Multiply your 


broadening the base with 


Intercommunication 
Systems offer the way to progressive electrical 


retailers to expand their operations. 
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Teletalk is the modern, voice-to-voice method of 
communication between key individuals in ; 
business. It speeds up operations by making i 
possible to have instant contact between every 
part of a business by merely flicking a con- 
venient key. | 
Immediate business for Teletalk is ee 
community from concerns w 

work. Pressed by need for 
with manpower short, Teletalk almost sells ~ . 
when you show how easy it is to gather _ 
information ...even hold a conference wi 
everyone at his own desk. 


After victory, when bars are down on cers 
again, there will be a tremendous market , 
Teletalk on Main Street everywhere. There . 
scarcely a furniture store, garage, arg tie 
store, office suite, shop or factory that ap 
improve the operation of its business by Mad 
convenience of prompt intercommunication 
Teletalk provides. | 
Teletalk Intercommunication Systems he the 
needs of every business... whether it is large 
or small. Paging and Sound Distribution systems 
are available for sale to schools, hospitals, 
tutions, factories and many other types 
business. 
Teletalk is economical to buy and use as it re- 
quires little or no service once the installation - 
made. It takes its power from the electric lig 
circuit and is easy to install. | 
Let us tell you more about the profit-building 
possibilities of Teletalk in your community. 
Write us today. 


tr 
Let's AllBack 


War Bonds 
the Attack \ 


13 E. 40th Street, New York (16), N.Y. Cable Address 
‘Where Quality is a Responsibility and Fair Dealing an 


WEBSTER ELECTRIC 


REG US Par OFFICE 


PARAGON Sink 


Paragon Utilities Corp., 50 Van Dam St., 

Brooklyn, C. 

Device: “Steel King” 66-in. kitchen 
sink with undersink cabinet. 

Selling Features: Included in cabinet 
are service drawer, cutlery drawer 
with built-in wooden breadboard, 
towel bar, 2-roomy storage compart- 
ments with built-in half shelves, a 

large storage compartment for large 

utensils; worktop and 6-in. - 
splasher of heavy gauge battleship 
linoleum welded’ on 3-in. plywood 
and bound with stainless steel ; non- 
porous, acid-resisting vitreous china 
sink in center of top with wall type 
faucet with swivel spout, chromed 


brass strainer and basket and tail 
piece. 


Shipments: All orders filled in rota- 
tion as ordered. 


Retail Price: From $150. to $160. 
Electrical Merchandising, March, 1945, 


RITZ Broiler 
Marlun Mtg. Co., 37 E. 21st 
New York City 
Device: Ritz broiler No. 1945. 


Selling Features: Broils, bakes, fries, 
toasts, grills; high and low heat for 


“ARLAB” New York City 
Obligation”’ 


all purpose cooking; cleans easily ; 


odorless, smokeless, convenient; pol- 
ished aluminum finish. 


Electrical Merchandising, March, 1945. 
v 


TELECHRON Radio Timer 
Warren Telechron Co., Ashland, Mass. 


Device: Low-cost timer that pre- 


selects any program on a given band 
and turns radio on-an-off. 


Selling Features: Completely auto- 
matic; has a large, legible dial, visi- 
ble from any part of room—no 
gadgets to confuse user; self-start- 

ing Telechron motor of sealed-in, 

reservoir type; no knobs to turn 
and no difficult calculations to make 

—flick of finger sets key around the 

clock face. Each of 48 keys indi- 

cate 15 min. time intervals, so that 

settings can be made as long as 10 

hrs. in advance, Keys are auto- 

matically set to “off” after timing 
periods are passed. Electrical Mer- 

chandising, March, 1945. 
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LOYAL AMERICANS MADE THIS FLAG 


--- an example of Democracy at work! 


The coveted Army-Navy “E” Pennant flies at the Edgewater Works oi 
National Carbon Company. Its recent hoisting was a salute to a great team of 


men and women workers ...a pennant-winning team from the word “go.” 


Manufacturing schedules of fighting equipment have been met and ex- 
ceeded, for months on end. Every employee can take personal pride in this con- 
certed effort toward total victory. His or her contribution is surpassed only by 


that of those former employees serving on the battlefronts of the world. 


The tremendous war assignments given to the various plants of National 
Carbon Company obviously rule out practically all manufacture for civilian 
needs. But when war needs decline, the American public will discover that they 


ean get radically new and even finer National Carbon Company products, in 


quantity. 


NATIONAL CARBON COMPANY, INC 


Carbide and ti 
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WHAT HAPPENS HERE 


The bottom surface of this stick was in tension, and broke; the top 
is in compression. And what has this to do with heating element wire? ... 
As such a wire is turned “on” and “off”, it alternately 
stretches and shortens itself, thus putting the surface through a 
cycle of tension and compression. This is a sort of buckling action which 
tends to make the oxide coating of the wire flake off. The 
wire, that flakes off the least, lasts the longest. And 
that's where Chromel comes in. It holds its thin oxide skin tenaciously 
tight, and this skin acts as a protective coating against 
further oxidation. This is why elements made of Chromel last so long and 
why it is smart to specify Chromel elements for your heating 
aevices. Catalog M might be useful to your Service Department. 
Glad to send you a copy. 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 


| HOSKINS | 
| CHROMEL 


WIRE 


Universal Outlines 
Distribution Plans 


In planning a system of distribution 
for its post-war lines of products, Lan- 
ders, Frary & Clark has decided to 
continue selling through the conven- 
tional and established channels of dis- 
tributors and retailers according to 
B. C. Neece, vice-president and gen- 
eral sales manager. 

“Our sales executives have carefully 
analyzed and studied the various meth- 
ods of distributing our merchandise 
and in our opinion we will be able to 
provide the greatest values at the low- 
est possible cost by marketing our 
products through the conventional 
wholesale and retail outlets,” Mr. 
Neece said. 

“We fully realize the ultimate need 
for economies in production and dis- 
tribution. 

“Universal will have as many dis- 
tributors and dealers as are necessary 
to assure thorough and adequate cov- 
erage throughout the country and each 
territory is being carefully analyzed 
with respect to the number and type 
of outlets for the potentials involved. 

“Our pre-war dealer organization 
has been increased through the fran- 
chising of new U Plan for V Day re- 
tail outlets and Universal distributors 
are now appointing additional dealers 
to complete necessary retail coverage. 
Distributor appointments in all mar- 
kets have been consummated with the 
result that a thorough marketing or- 
ganization is ready and awaiting the 
green light for production resumption.” 


Stoker Association 
Re-elects Officers 


At the annual meeting of the Mid- 
west Stoker Association, Chicago trade 
organization of leading stoker dis- 
tributors and service agencies, held 
recently, all incumbent officers and 
members of the board of directors 
were re-elected for another term ex- 
piring January 1, 1946. The officers re- 
elected were: 

John J. Hayes, president, Auburn 
Stoker Co.; William J. O'Neil, vice- 
president, Iron Fireman Mfg. Co.; and 
Joseph G. Beard, secretary-treasurer, 
Illinois Iron and Bolt Co. Members 
of the board of directors re-elected 
were as follows: Hayes, O'Neil and 
Beard; F. H. Herndon, Link-Belt Co.; 
and F. J. Moran of C. E. Sundberg 
Co. President Hayes re-appointed the 
following as chairmen of the organiza- 
tion’s standing committees: Labor Re- 
lation—E. W. Jones, Iron Fireman 
Mfg. Co.; Engineering—E. M. May, 
Steel Products Engineering Co.; and 
Membership—W. J. O'Neil. 


Wincharger Acquires 
Record-changer Patent 


The Benjamin Patent (1,841,593) 
for automatic phonograph record 
changers has been purchased by the 
Wincharger Corp. of Sioux City, 
Iowa, it has been announced by R. F. 
Weinig, vice-president. 

The patent basically covers drop 
type inter-mixing record changers, 
which will handle either 10 inch or 12 
inch records, or a mixture of both 
sizes, without requiring any adijust- 
ment. 


PAGE 118 MARCH, 1945— ELECTRICAL MERCHANDISING 


ELE 


‘Ss 
to 
4 
a 
5 
a — x 
| 
i 
| 
| 
| 
] 
| 
A». 
= 


niza- 
r Re- 
eman 
May, 
and 


|,593) 
-ecord 
y the 

City, 
R. F. 


drop 
ngers, 
or 12 

both 
\djust- 


SING 


Here’s a sure-fire formula for successful selling—sell a 
motor people look to as the measure of their money's worth. 
Westinghouse motors are that kind. People trust them and the 
name they bear. There’s no substitute for that kind of selling 
advantage ... backed up by over half a century of superior 
performance in many millions of appliances equipped with 
Westinghouse motors. 

Put that formula to work for you#now. As a further aid to 
keeping customers happy and coming back to you, use the 
Westinghouse ‘Over-the-Counter’ Motor Exchange Service 
for fractional horsepower motors. It’s simple . . . grief-free . . . 
makes motor servicing a cinch. 


ARE YOU USING THE WESTINGHOUSE 
“OVER-THE-COUNTER” MOTOR EXCHANGE SERVICE 


@ to keep customers happy 
@ to build good will 


to more profit 


_ .. . ask about it today. Bulletin B-3336 tells all. Westinghouse Electric 
& Mig. Company, P. O. Box 868, Pittsburgh 30, Pennsylvania. 


Westinghouse 
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Mr. Dealer...Let’s take| 
Wartime Advertising 


Look to Frigidaire for Leadership through 
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your Customer’s viewpoint 


it helps me—that's the big thing about 
Frigidaire’s wartime advertising. We home- 
makers have lots of unusual problems now- 
adays, and you can be sure we read ads that 
help us solve them. 


Frigidaire’s wartime advertising helpful? Just look 
at these recent headlines: ““‘How to Keep Meat”: : s “How a 
Refrigerator Helps Make Hot Breads and Pastries”. : .““How to 
Cook a Meal in Your Refrigerator’. . .“‘How to Keep Your 
Refrigerator Happy” (advice on refrigerator care) : . . 

Wouldn’t you, Mr.-Dealer, read helpful ads like these if you 
were a homemaker harassed by wartime lack of foods, lack of time, 
lack of household help—perhaps worrying whether your refrigerator 
was going to last out the war? 

You bet you would! And that’s what homemakers are doing — 
looking to Frigidaire for help in easing wartime difficulties : . . for 
ways to help the war effort by conserving food and keeping vital 
refrigeration equipment in operation. 


Wherever | look, | see Frigidaire ads. 


(Ses Naturally! Helpful Frigidaire ads appear regularly 
in all these magazines: Good Housekeeping, Ladies’ 


Home Journal, McCall's, Woman’s Home Compan- 
ion, American Home, Better Homes & Gardens, 
Sunset, Collier’s, Life, The Saturday Evening Post, Time, Electricity 
on the Farm, Farm Journal, Holland’s, Household, Pathfinder, 
Progressive Farmer, Successful Farming. 

Here’s advertising coverage! A circulation of 37,704,000 for every 
message, reaching every type of community, every important age 
and income group: 

In addition, practically all the home economists in the country 
—and through them, thousands of students and homemakers — 
helped with another series of Frigidaire ads in all leading Home 
Economics publications. 


They’re so eye-catching that | always 
notice Frigidaire ads. 


Yes, and so do millions of other magazine readers 
see these colorful, attractive ads. Checks by an 
independent research organization prove that 


ADVERTISING 


DISING 
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Frigidaire ads are seen by more women and read by more women than 
any other ads in the home appliance field. 


These Frigidaire booklets have helped 
me tremendously. | first read about them in 
Frigidaire ads. 


Urgent and vital was the need for Frigidaire’s two 
booklets on refrigerator care and use! More than 
11,500,000 copies of “Wartime Suggestions’ and “101 Refrigerator Helps” 
have been distributed, nearly 10,000,000 through Frigidaire Dealers. 
In addition, more than 750,000 students and homemakers have seen 


the helpful motion picture “How to Get the Most Out of Your 
Refrigerator.” 


How do | feel about Frigidaire? Most 
of all, | have a feeling of confidence in 
Frigidaire. | suppose that's because I've be- 
come so familiar with this company— and 
because Frigidaire advertising has helped 
me so. | know who and where my Frigidaire 
Dealer is—that’s where | got my free book- 
lets. And | know that when refrigerators, electric ranges, and 
other appliances for my home are available once more... 
I'm going to see my Frigidaire Dealer first! 


BUY MORE WAR BONDSI 


Diviston., of 


NERAL MOTORS 


DAYIOM 1, OMIO 


LEASIOER 12, ONTARIO 
 Peecotine builders of 
BEFRIGERATORS « RANGES WATER HEATERS 
HOME FREEZERS. ICE GREAM CAGINETS. 
COMMERCIAL REFIGERATION « Al® CONDITIONERS 
BEVERAGE, AND WATER COOLERS 
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“THERE IS ONLY ONE 
(_PERMAGLAS” 


\ 


In this land of many waters, SMITHway engineers devoted 
23,000 test-years to the perfection of the Permaglas formula. 
Regardless of the type of water encountered . . . soft waters of 
the mountains, hard waters of the plains, acid watérs of the 
bayous, iron-laden waters of the ore regions, or any of the 
other waters harmful to most water heaters . .. Permaglas 
“plays no favorites.” It resists the attacks of even the most 
destructive of waters. 

No trace of rust or corrosion can originate inside a SMITH- 
way Permaglas tank. Hot water as pure as the original water 
supply itself is z/ways assured. 

There is only one Permaglas . .. the sparkling blue, mirror- 
smooth, glass-fused-to-steel that makes SMITHway Permaglas 
Electric Automatic Storage Water Heaters easiest to sell, and 
most satisfactory in use. 

Write for “The Inside Story of Permaglas”—a great aid 
to sales. 


SEATTLE 


A. O. Smith Corporati 


on, Dept. E345H, Milwaukee 1, Wis. 
Please send me a copy of “The 


e Inside Sgory of Permaglas.” 
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MINIATURE ELECTRIC CiTY—General Electric's miniature Electric City is viewed 
by Virginia Mayo, starring in “The Princess and the Pirate." The Electric City was 
on public display for the first time at the National Retail Dry Goods Association show 
in New York. The City represents @ model department store appliance section of the 
future, displaying all of the electric home appliances. 


Television Advertising Revenue 
Is Stumbling-Block, Nance Says 


Must Compete with Two-Billion Dollar Box-Office of Movies, 
Zenith Officials Points Out 


Television is filled with rosy promise 
and will one day be a great industry, 
but not until some method other than 
advertising revenue has been found to 
pay the terrific cost of providing ac- 
ceptable programs, said J. J. Nance, 
vice president of Zenith Radio Corp., 
in a recent address before the New 
York Society of Security Analysts. 

“Technically television is acceptable 
and has been for some time,” he said. 
“It is the economic aspect of television 
that presents the major problem, that 
has held back expansion of television 
in the past, and must be solved for its 
future growth. 


Mass Audieace Needed 


“Television presents a vicious tri- 
angle. Advertisers can’t profitably 
sponsor good television production 
until there is a mass audience. We 
can’t get a mass audience until we have 
provided the American people with 
assured continuous entertainment, 
pleasing enough to stimulate the buy- 
ing of receivers by the million. And 
that kind of entertainment can’t be 
provided for long enough period of 
time to build the audience, because 
there are no television producers 
financially big enough to pay for it.” 

To get a mass audience, he said, 
television will have to have eye appeal 
to catch and hold the attention of mil- 
lions. Novelty of television might 
carry any type of program for a time, 
but no business that attempts to enter- 
tain the public can last unless it gives 
the public what it wants. Best proof 
of that, he said, is the theater; four 
out of five new shows flop. 

“Sports and news events are all 
right so far as they go,” he said, “but 
they are not enough. Last year the 
motion picture industry, with magnifi- 
cent co-operation from the Army and 
Navy, produced an average of only 
about two hours of newsreels per week 
with sound dubbed in... Sports .are 
limited by the Scope of the photo- 
graphic lens to about what can be 
seen in newsreels. . 
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“Therefore,” he continued, “we must 
look to the experience of the people 
who have most successfully given the 
public what they want—the movie in- 
dustry.” 


Movies—I1 Cents An Hour 


He said that according to reliable 
sources the estimated average cost of 
a feature film production is between 
$550,000 and $600,000 a picture. The 
average feature runs an hour and a 
half, giving an hourly cost of from 
$370,000 to $400,000. For this costly 
entertainment the public pays, at the 
box office, an average of only 11 cents 
an hour, including tax. 

He pointed out that television will 
be in direct competition with the mov- 
ies, which means that they are bucking 
a nearly two-billion-dollar box office. 
“If anybody can figure out a way of 
entertaining the public and keeping 
them interested for less than present 
movie costs, they don’t need to bother 
with television—Hollywood is looking 
for them.” 

Nance pointed out that Zenith stands 
to benefit more from successful tele- 
vision than any other company, be- 
cause it is the largest corporation 
specializing exclusively in Radionics. 
He also said that Zenith has operated 
a television station with continuously 
scheduled programs for nearly six 
years, longer than any other station 
in the country. 

Hence, he said, his company is vit- 
ally interested in finding a solution for 
the economic problem confronting tele- 
vision, and said that a box office by 
which the public pays for what it 
sees is a good answer. He suggested 
two possibilities: television entering 
the home over a television wire and 
being billed like telephone service now 
is; or (2) introduction of a “scram- 
bler” on the wave that would ruin the 
picture unless the.receiver were equip- 
ped with an unsctambling device that 
would be ‘rented from the program 
Sponsor. 
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Dealers tell us, “We bring in more business 
with your Factory Service Plans” 


@ Designed especially to meet the growing need for motor replace- 
ments, dealer-proved G-E Factory Service Plans make it possible for 
you to repair or replace practically any G-E fractional-hp motor, regard- 
less of the type or make of appliance on which it is used. G.E. does the 
work quickly and reasonably, and you know your profit beforehand. 
You perform the service without actually making the repairs. 


So enthusiastically have these Plans been received that, in 1944, the 
number of motors repaired or exchanged rose to several thousand a 
month. Here’s evidence that there’s a growing business in servicing 
fractional-hp motors that have become inoperative. And if you’re pre- 
pared to handle such work quickly, expertly, and economically, with 

convenience and satisfaction to your customers, 
you can get your share of this profitable business. 


Ask your appliance manufacturer or distributor, 
today, for details on how to put these Factory 
Service Plans at work for you. Or simply fill in 
and mail the handy coupon. General Electric 
Company, Schenectady 5, New York. 


Buy all the BONDS you can— 
and keep all you buy 


FRACTIONAL-HP 


MOTORS 
GENERAL @ ELECTRIC 
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your profits 
fractional-hp 


These 3 Plans 
will help you get 
extra business NOW 


1. THE EXCHANGE PLAN. Covers the most 
commonly used types of G-E fractional-horse- 
power motors. Makes possible immediate re- 
placement from G-E field stocks or from your 
own buffer stock. Replacement motors carry the 
G-E new-motor warranty, except for finish. 


2. SPECIAL REPAIR SERVICE PLAN. Pro- 
vides for factory repair of semistandard 
G-E f-hp motors not covered by the EXCHANGE 
PLAN, at established prices. Enables you to 
make quick, accurate, on-the-spot estimates. 
Repaired motors carry the G-E new-motor 
warranty, except for finish. 


3. REGULAR REPAIR PLAN. Covers f-hp 
motors not included in either of the other two 
plans, except extremely old or obsolete models. 
Inspection is made at the factory, and a cost 
estimate is submitted before work is started. 
These motors also carry the G-E new-motor 


warranty, except for finish. This plan rounds out — 


this G-E service and enables you to handle re- 
pairs on practically any G-E fractional-horse- 
power motor. 
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The history of broadcasting and the history of 
RCA are recorded on pages side by side. 
RCA... pioneer in progress... contributed the 


major technical advancements that made this great 


public service possible, first for thousands, then for millions. For 


today, both are pledged to Victory... for tomorrow, to make 


radio broadcasting even more fruitful for all mankind. 


RADIO CORPORATION OF AMERICA +» RCA VICTOR DIVISION + 


oda, REA VICTOR COMPANY LIMITED, 


MARCH, 


£ 


CAMDEN, 


* 
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Electrical Appliance 


LIFE’s Research Department has just published 
a Fact Sheet giving the results of a recent sur- 
vey measuring the unfilled public demand for 
all of the most important electrical appliances. 
We will be pleased to send you a copy at your 
request. Just drop a note to LIFE Merchan- 
dising, 9 Rockefeller Plaza, New York 20, N.Y. 


Read over our shoulder this letter from one of 
your fellow electrical appliance dealers. Mr. 
Walter C. Schultz of Kenesaw, Nebr., writes: 
“75 per cent of our customers and friends claim 
that LIFE presents the news just as they want 
it, and they also feel safer in buying the prod- 
ucts mentioned in the publication.” Chances 
are that a big percentage of your customers feel 
the same way. 


Hailing the storage wall, letters from LIFE 
readers pour in. Dealers, too, are feeling the 
impact of LIFE’s idea on their customers. 
From Rapid City, S. Dak., the Knecht Lum- 
ber Co. writes: “‘We have had several clients 
call for estimates for their storage wall.” 


U.S. marriages add up to six and a half million 
since 1941, and most of the grooms are serving 
in the armed forces. The war brides they leave 
behind ‘them don’t as a rule establish homes, 
according to a survey recently completed for 
LIFE, Four out of five of them are waiting for 
Johnny to come marching home before setting 
up housekeeping. 


You probably know that LIFE has the largest 
magazine reading audience the world has ever 
known. But do you realize that 93.5 per cent of 
LIFE’s 22 million readers live in homes wired 
for electricity? Quite a market to plug into! 


But electrical home appliance manufacturers 
are not putting brand names away in moth 
balls for the duration, as you can see by 
the magazines. And you can bet they have 
good reasons for spending more advertising 
money in LIFE for the first ten months of 1944 
than in any other magazine. 


New to U.S. builders and homemakers was the idea — which makes space accessible to either room. De- 
of using a space-consuming interior wall to pro- signed by Architects George Nelson and Henry 
vide closets. LIFE proved the idea’s practicability | Wright, it’s something new...and every week 22 
with the hall-living room storage wall shown here, million people are reading LIFE tolearn What's New. 


LIFE has more readers every week 
than any other magazine... 


LIFE sells your customers... 


They learn what’s new in 
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EDITOR’S NOTE » With spare parts so 


scarce these days, as a wartime measure 
as well as good business, it is suggested 
that Air Express affords a way of keeping 
inventory of parts at a minimum and still 
render efficient service, since the speed of 
delivery from any supplier is so rapid. 


No matter where you do business, the inventory of any 
supplier anywhere in the nation is yours in a matter of 
hours—when you specify Air Express. 

Customers are kept happy and your ability to serve 
them is increased by freeing your capital from high- 
priced, slow-turn items. 

Thousands of firms use Air Express as a matter of 
routine. Analyse your business and discover the many 
ways you can use this service with real ecanomy. 


Specify Air Express —Low Cost for High Speed 
25 lbs., for instance, travels more than 500 miles for $4.38, 
more than 1,000 miles for $8.75, more than 2,000 miles for 
$17.50, at a speed of three miles a minute.— with cost including 
special pick-up and delivery in all U. S. cities and principal 
towns. Same-day delivery between many airport towns and 
cities. Direct service to scores of foreign countries. Rapid air- 
rail service to 23,000 off-airline points in the United States. 

WRITE TODAY for “Quizzical Quizz”, a booklet packed with 
facts that will help you solve many ashipping problem. Railway 
Express Agency, Air Express Division, 230 Park Avenue, 
New York 17. Or ask for it at any Airline or Express office. 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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PROCTOR MANAGER RETURNS FROM CHINA—Maijor Oswald MacCarthy, former 
district manager of Proctor Electric Co., returned from China recently after two-and-a- 
half years’ service. Mrs. Laura Fleming, head of Proctor's “All-Woman Service 


Station", and Dan Thompson, New York district manager, wel him back. Major 
MacCarty was instrumental in setting up Proctor's unique service station before enter- 


Maytag Rules Out 
Washer Production Now 


Hopes for scheduled production of 
new washers at an early date were 
given a rude jolt by Fred Maytag II, 
president of The Maytag Co., who de- 
clared recently that setbacks on the 
European fighting fronts had wrecked 
all prospects of a return to peacetime 
production for many months to come. 

His statement was in answer to a 
query as to how The Maytag Co.'s 
acquisition of a new war contract to 
produce several million dollars worth 
of aerial bomb fuses for the Ordnance 
Department would affect possible out- 
put of peacetime products. 

Maytag said that last fall when cer- 
tain of his company’s major contracts 
were completed and schedules on 
others were being cut back, it ap- 
peared that new washing machines 
might be available early in 1945. “All 
this has now changed,” he said. “Our 
machine shops and assembly depart- 
ments are being tooled not for wash- 
ers, but for the production of aerial 
bomb fuses and other new war prod- 
ucts. Our aluminum foundry, down 
to one shift last fall, is back on a 24- 
hour schedule producing Rolls Royce 
engine crankcases and other important 
aircraft parts.” 


Parts Had Been Made 


Last fall when war production 
schedules were being cut back, Maytag 
obtained a spot authorization from 
WPB to produce a limited quantity of 
component parts for Maytag washers, 


American Home 

Better Homes and Gardens 
Country Gentleman 

Farm Journal 

Good Housekeeping 
Household 

House Beautiful 

House & Garden 

Ladies Home Journal 
McCalls Magazine 

Parents Magazine 
Successful Farming 
Woman's Home Companion — 


B B 
AB 


wo! | 
| | 


though not to assemble or sell complete 
washers. Maytag said that it was 
doubtful if these parts would be assem- 
bled into washers before Germany's 
surrender, but that the program had 
served the useful purpose of keeping 
workers and equipment busy while his 
company retooled for new war con- 
tracts. “These pilot operations,” he 
said, “carried on when war production 
was slack, will have served to shorten 
the time required for reconversion 
to peacetime production when VE Day 
arrives and our fighting men start 
coming home to their old jobs.” 


Time of Greatest 
Interest in Laundry 


Here’s a neat summing up of when 
women are most interested in laundry 
work, according to magazine editors. 

Bill Shaw of the American Washer 
and Ironer Manufacturers Association 
presents for the first time a convenient, 
tabular record of the editorial support 
given the washer-ironer cause in 1944 
by the women’s magazines and the 
national farm magazines. A denotes 
editorial mention or treatment of major 
importance. B denotes editorial hand- 
ling of secondary importance. Lightest 
month: March, two mazagines; heavi- 
est month: May, eleven magazines out 
of the thirteen surveyed throughout 
the year. 

Below is the table listing the vari- 
ous women’s magazines, with ratings 
on editorial treatment. 


Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec 


— AB — 8B — AB - 
— 
A AAA — 
AB 
BBBAB A —AAB A — — 
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HLLUSTRATION FROM PHILHARMONIC’S NATIONAL ADVERTISEMENT, 


N* everyone who buys a PHILHARMONIC 
Radiv-Phonograph will be a patron of 
music. Many will buy it merely because 
of its greater listening pleasure. To them, 
PHILHARMONIC’S feature of a “tonal range 
spanning the reach of human hearing,” will be 
important. But more important will be the trans- 
lating of this feature into “perfect listening” 
—the ability to hear every tone from lowest to 
highest with absolute fidelity. And on this basis 
they will select PHILHARMONIC in preference 
to the conventional radio-phonograph. 


WOMAN EVER SANG TO HIM This WAY 


Larmarked for profit... by those who “Listen for Pleasure” 


In America’s changing economy you'll find 
many such buyers — people willing, able, and 
anxious to own the new PHILHARMONIC, They 
will join with the musicians, music students, 
and music lovers to make the PHILHARMONIC 
profitable for postwar business. Recognizing 
the potentials, many leading music and de- 
partment stores have chosen PHILHARMONIC 
—are now protected through our exclusive 
franchise plan. 

* PHILHARMONIC RADIO CORPORATION * 

522 East Seventy-Second Street, New York 21, N. Y. 
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“He’s selling raffle tickets on a postwar SESSIONS Clock!” 


EMAND for clocks — for Sessions Clocks in 
particular — will let go like a gusher when 
Uncle Sam pulls the stopper. 

No telling how high that demand will rise when 
that day comes . . . especially when the new 
Sessions line moves into your store! 

For this new line of Sessions Self-Starting Elec- 
tric Clocks will really be something! It will in- 


clude everything from popular-priced alarm and 
household clocks to elegantly-styled Westminster 
Chime models. And when it’s ready to be launched, 
the launching will be preceded and accompanied 
by a fanfare of national advertising and merchan- 
dising designed to bring clock-starved customers 
into your store in droves! The Sessions Clock 
Company, Forestville, Connecticut. 


essions (locks 


"The House of Westminster Chimes” 
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FILTER 


America’s BAGLESS Cleaner 


* Attachments for every bome 
cleaning job are standard 
equipment. 


YEAR 
Guarantee 


EXCLUSIVE FEATURES! 
. © No dirty, germ-laden bag to empty. 

* Sealed, sanitary dust pan need be 
emptied only once a month. 

© Non-clog cone filter... for sustained 
powerful suction. 

© Patented, air-sealed, LOCK-TITE 
connections on all attachments. 

* Soundproofed, oversized Black & 
Decker motor for quiet running. 


That’s right! You'll make more money 
sooner with FILTER QUEEN. Because 
surveys show FILTER QUEEN has 
every feature Mrs. America wants in 
her postwar vacuum cleaner... and 
because you can take orders NOW 
knowing that every jig, die and tool 
is ready for production the minute 
restrictions are lifted. 


With an outstanding wartime op- 
erating record of trouble-free service, 
FILTER QUEEN is not just another 
vacuum cleaner dressed up for show. 
Consumer tested, consumer accepted, 
FILTER QUEEN is the most sensation- 
al development in vacuum cleaner 
history and offers you the outstand- 
ing opportunity in the vacuum 
cleaner field. 


It will pay you to investigate dirt from 6 


} Eliminates cv flow 
FILTER QUEEN eee the vacuum cleaner throug eccumvulated 
built to sell on sight. There is NO 
DISTRIBUTORS! Join the "Big Names” who 
obligation and there IS a definite have taken on FILTER QUEEN. Write for 0 Hint Wabony 4 
promise of big dividends ahead. For while good serviteries 
full information, just mail in the DEALERS! You can take orders now. FILTER ac "© Plan SUE en on ‘ais 
TODAY! QUEEN is now offering Dealers a new Ad- (Ploare Prin Ong 
coupon, . vance Sale Contract under which you can sell Stree 
FILTER QUEEN vacuum cleaners today for a, 
preferred delivery when production is re- 
HEALTH-MOR, inc. sumed. For full information, mail in the SS 
203 N. Wabash Ave. Chicago 1, Ill. 
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Amana Freezers were the center of attraction at the Chicago Furniture Mart in January. Amana had what 
distributors and dealers were looking for ... A LINE OF HOME FREEZERS that would satisfy all levels 
of the great backlog of demand waiting to buy these units when available. 

AMANA MODEL 


* AMANA MODEL 200... FREEZER - COOLER ---5 Cu. Ft. 


The AMANA name on a 
Home Freezer means 
years of success in refrig- 
eration and frozen food 
storage units. AMANA 
pioneered the engineer- 
ing and building of com- 
mercial Frozen Locker 
Plants throughout the 
country. This is ASSUR- 
ANCE OF dependable 
Home Freeters . . . built 
by experienced manufac- 
turers in a completely 
modern plant. marfned by 
skilled refrigeration per- 
sonnel, 


An opportunity is open in a few territories for 
* AMANA MODEL 90...9 Cu. Ft. progressive distributors and dealers to join the 
AMANA organization. Your territory may be 
open on this outstanding line. Write today. 


The AMANA name... known for quality and dependability in commercial refrigera- 
tion .. . is destined, thru an intense advertising and promotion program, to be as well 
known in home appliances. It's a good name to be associated with. 


REFRIGERATION DIVISION, AMANA SOCIETY, AMANA, IOWA | 


RECENT DEPARTMERT 
STORE APPOINTMENTS 


Josep Srrauss Co., Inc. Buffzlo, 
N. Y., has opened a new department 
for the sale and service of Zenith 


. hearing aids, and Lenore Hardin |as 


been appointed director of this new 
division. . 


THeEopore Corwin, who has been sup- 
ervising housewares and appliances at 
L. Bamberger & Co., Newark, N. J., 
will devote all his attention to major 
and small appliances according to M. 
Yaman, vice-president. 


Mrs. Dororay has been 
appointed départment manager of the 
music and radio departments at Macy’s, 
N. Y. 


GoopMAN’s, FRANKLIN, IND., an- 
nounces the addition of Carl Alexan- 
der to their staff as buyer of appli- 
ances, furniture and housefurnishings. 


Arkwricat, INc., resident representa- 
tives, Merchandise Mart, Chicago, an- 
nounces the appointment of S. A 
Christensen in charge of the division 
handling housewares, appliances, 
lamps, china, etc. 


_Telechron R 
Cleveland Sales Office 


Russell T. Woodward has been ap- 
pointed district manager of Tele- 
thron’s Cleveland sales office which 
recently resumed activities after a two 
year interim. 

Mr. Woodward has been associated 
with Telechron in sales and advertis- 
img capacities for more than eleven 
years. He will supervise service to 
Central States industries using Tele- 
chron synchronous motors, and will 
aid in the distribution of the com- 
pany’s electric alarm clocks which are 
now in limited production. 


Tue Association oF 


“OCTOPUS OUTLET" AD —The above 
ad of The Electrical Association of Phila- 
delphia sets the pace for the 1945 series 
of “Octopus Outlet’ ads to run in every 
Philadelphia metropolitan newspaper dur- 
ing coming months . . . in an endeavor 
to hammer home the idea that electric 
wiring should be modernized in order to 
get full advantage and enjoyment of the 
electrical age to come. 
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The new world magic of tomorrow's 
kitchen appliances will contribute so much 
te better living that the traditional “old 
style” favorite recipes will have keen com- 
petition in new kitchen magic. 

Great things in living will be ours. New 
ideas—new designs, undreamed of things 
that will help run the house with unbeliev- 
able efficiency ... Who then can tell what 


: tomorrow's cake will be like? What new 


recipes will be developed to tingle 
taste buds? 

We can tell you that housewives will find 
the Dormeyer Food Mixer one of her most 
versatile and helpful electric servants. 

The many thousands of Dormeyer Food 
Mixers now in daily use have through years 
of unfailing service built up an enviable 
record that will manifest itself on the post- 
war market. 


4316 N. KI LPATRICK AVENUE 
CHIGAGO 417 ELL. 
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Simerican Beauty 


Adherence to the highest standards of con- 
struction and design in the exclusive production of 
electric heating devices has gained for American 
Beauty the distinction it enjoys today. 

When unrestricted production is resumed, 
American Beauty Electric Hat Irons will again 
be made available for many of the better stores. 


AMERICAN ELECTRICAL HEATER COMPANY 
“DETROIT 2, MICHIGAN 
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KELVINATOR TELEVISION SHOW —Charles Coward, director of advertising for 


Kelvinator, reviews script at debut of the company's experimental television program 
series. “Society of Amateur Chefs—Fun in the Kitchen", in the WABD (Dumont) 
studio in New York. Left to right are: Rube Goldberg, noted cartoonist, John Reed 
King, popular network announcer, Coward, Otto Soglow, creator of the "Little King" 
cartoons, Henry Hempstead (looking over camera), vice president of Geyer, Cornell & 
Newell, Ben Irvin Butler, president of the Society, and a Dumont cameraman. 


Kelvinator Experiments 


With Television Show 


The first commercial television pro- 
gram featuring Kelvinator electric 
ranges and refrigerators was presented 
recently by the Kelvinator division of 
Nash-Kelvinator Corp. in opening its 
new television series, “Society of Am- 
ateur Chefs—Fun in the Kitchen”, a 
30-minute comedy program on WABD 
(Dumont). 

Admittedly an experiment, the pro- 
gram was praised by critics as one 
of the best television programs ever 
presented. The show featured Bem 
Irvin Butler, president of the Society, 
John Reed King, network announcer, 
Otto (Little King) Soglow, and Rube 
Goldberg, noted cartoonists, as guest 
stars. Zora Layman, radio and re- 
cording singer, introduced a new song 
“Fun in the Kitchen”, written by 
Frank Luther for the new series. 

“In line with Kelvinator’s policy of 
investigating new advertising media to 
maintain merchandising leadership in 
the kitchen appliance industry, we 
recognize that television is destined to 
become a major advertising factor in 
the coming years, and we intend to be 
prepared to utilize its selling advan- 
tages to the fullest,” Charles J. Cow- 
ard, Kelvinator’s director of advertis- 
ing, said. 

The initial Kelvinator program 
opened with the cast struggling with 
complicated gadgets in a workroom 
trying to create a “Rube Goldberg ma- 
chine” to simplify cooking. Following 
several laugh-provoking experiments, 
the actors moved into a beautifully 
constructed French provincial kitchen, 
equipped with a Kelvinator refriger- 
ator, and electric range where, accom- 
panied by humorous antics of Soglow 
and Goldberg, Butler and King easily 
produced an appetizing meal with the 
aid of the Kelvinator kitchen unit. 

Present plans provide for a series of 
the programs with two different guests 
on each telecast. 


Milwaukee League 
Elects Roth President 


The Electrical League of Milwaukee 
elected W. H. Roth of the Roth Appli- 
ance Distributing, Inc., as president, 
at their annual meeting recently. R. 
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E. Lovdal was elected vice-president 
and T. H. Desmond was re-elected 
treasurer. Nels C. Christopherson, 
secretary, was elected for the 19th con- 
secutive year. 

Directors were named for a three 
year term as follows: H. F. Ilgner, 
superintendent, Bureau of, Electrical 
Service, City of Milwaukee; W. H. 
Roth and Bruno Barg, electrical con- 
tractor, were all re-elected. J. F. 
Westley, Northern Supply Co., is the 
new director. 


OCR Warns Consumers 
On Appliance Care 


The Office of Civilian Requirements 
are sending out to consumers informa- 
tion on the proper care of appliances 
and radios, according to a recent re- 
lease by the War Production Board 
to newspapers. 

“Care of radios, refrigerators, wash- 
ing machines, stoves and other elec- 
trical and mechanical appliances is 
more important today than ever be- 
fore,” OCR officials said. 

“The increased need for war pro- 
duction means a delay in resuming 
production of household appliances 
and equipment, which, combined with 
acute shortage of repair shop facilities, 
makes it imperative that every effort 
be made to prolong the life of equip- 
ment now in use. 

“The tremendous demand for repair 
services, occasioned by lack of new 
appliances and equipment, together 
with the shortage of skilled repair- 
men, frequently means several weeks 
or even months of delay in having re- 
pairs made. The shortage of replace- 
ment parts in some instances, such as 
tubes for radios, also delays repairs,” 
officials pointed out. 

“Small motors that operate power- 
driven appliances are built for years 
of satisfactory operation, but exces- 
sive overloads and lack of lubrication 
will sooner or later cause breakdown. 
New motors are scarce, and repair 
service highly technical in nature, is 
generally much slower than usual,” it 
was also pointed out. 

Suggestions for the care of refrig- 
erators, washers, irons, extension ad 
iron cords; vacuum cleaners, fans, 
radios, and miscellaneous appliances 
were also listed. 
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SHE’S GOING 
TO DEMAND A 


TRADE MARK REG. U. &. PAT. OFF. 


eeeAND NOTHING 
ELSE BUT! 


@ A Deepfreeze will be Mrs. America’s first 
choice—for only a Deepfreeze offers 100 % 
Primary Freezing Surface—patented, exclu- 
sively Deepfreeze—for 100% protection 
against dehydration of foods. 

@ Deepfreeze is no postwar experiment. 
The Deepfreeze is the first successful home 
freezer—tried, proved and heartily approved 


war products that Motor Products 
making to speed the day of Victory. 


FOR ONLY A Deepfreeze HAS 100% PRIMARY 
FREEZING SURFACE...NO FOOD DEHYDRATION 


Cartridge cases, airplane nose and tail gun turrets, blood desic- 
cating units and industrial freezing equipment are among 
Corporation is proud to be 


by thousands of Deepfreeze owners — 
since 1938! 

@ Deepfreeze full-page advertisements in 
leading national magazines are working for 
Deepfreeze dealers now — winning cus- 
tomers for tomorrow’s tremendous Deep- 
freeze selling opportunity! 

@ Plan your future with Deepfreeze! 


AWARDED 
DETROIT PLANT 


THE DEEPFREEZE I$ BASICALLY DIFFERENT 
A solid wall of direct-action freezing 
surface entirely surrounds the food stor- 
age chamber. Thus, in a Deepfreeze, 
the maximum temperature differential 
between refrigerant and food storage 
chamber is less than 2 degrees. This 
prevents air from circulating and pick- 
ing up moisture from foods. Foods 
stay juicy, farm-fresh! 


MAIL THIS COUPON TODAY! 


\ ARMY 
| 


Main Plant: Detroit, Michigan 
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TRADE MARK REG U.S. PAT. OFFICE 


ONLY MOTOR PRODUCTS CAN MAKE A "DEEPFREEZE”’ 


MOTOR PRODUCTS CORPORATION 
Deepfreeze Division: 2462 Davis Street, North Chicago, Illinois 


1945 


Canadian Plant: Walkerville, Ontario 


Motor Products Corporation 
Deepfreeze Division 
2462 Davis Street, North Chicago, Ill. 


Gentlemen: I am interested in getting full information 
regarding the Deepfreeze postwar selling opportunities. 
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Greatness came to these because they possessed the “com- 
mon touch”—the simplicity, the understanding, the realism, 
the power to make new millions respond. 


* * 


Greatness came to True Story because it, too, possessed 
the ‘common touch” to make the millions of the common man 
respond. That’s why True Stesy’s influence in the Wage 
Earner market today is greater than ever before, whether it 
be for appliance selling or any other great marketing opera- 
tion. 


* 


Lae 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE TRUE STO RY 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE TOWARD BUILDING THE AMERICA WE WANT. 
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Why Zenith’s Policy 


“RADIONICS 


EST 
NT. 


No matter what product for the home you can think 
of, it is to your advantage to handle the leader... 
and you should reserve the right to make your own 
selection! Zenith’s policy of Radionics Exclusively 
helps you do this! 

It gives you the best concentrated thinking of 
Zenith engineers, research workers, cabinet de- 
signers and executives on one thing: 


The finest possible ‘Advanced Engineering’’ 
line of Zenith Radionic Radios. 


Zenith’s consistent policy of devoting all its research, 
experience, manufacturing facilities and manpower 
to the production of “Radionics Exclusively” has 
always meant a fast-moving, profitable radio line 
to Zenith-franchised dealers. 

No diversification, no scattering of effort among 
many products! Rather . . . extreme concentration! 

Zenith has not and will not tie up its dealers and 
distributors with allied-appliance line restrictions. 
Zenith leaves you free to choose—as you wish—the 
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finest you can obtain in every line you handle. 

Even in its tremendous war production, Zenith is 
manufacturing only Radionic war material—most of 
it so secret we have been able neither to talk about 
it by name nor to advertise our particular achieve- 
ments in producing it. 

We have maintained our hard-hitting staff and 
field organization intact in all branches. We have 
expanded our facilities. We have developed dozens 
of new ideas for radionic war units. And we have 
gained a treasure trove of rich experience. 

Civilian production at the great Zenith plant 
will promise quick action when the signal is given 

- will result in full speed ahead on “Radionics 
Exclusively.” 


WATCH ZENITH! 


Keep in touch with your Zenith Distributor. He is 
being kept informed on latest factory developments. 


ZENITH RADIO CORPORATION « CHICAGO 


RADIONIC PRODUCTS EXCLUSIVELY—_ 
WORLD'S LEADING MANUFACTURER 


EXCLUSIVELY” 
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CONLON 


APPLIED 


Conlon is proud to announce a long 
term arrangement with the George 
Walker Organization, on an exclusive 
basis for the design of its electric auto- @ 
matic *ironers of the future. This organ- = 
ization is headed by one of America’s 
4 foremost product designers, George 
Walker, whose accomplishments 
have already proved his leadership 
in the designing field. Conlon Corpo- 
ration does not intend to just “coast 
along “on the reputation it has earned 
for quality Washers and Ironers. 


GEORGE WALKER 
Industrial Designer 


Sound construction, for the greatest 
possible usefulness, will always be 
the measure of success in the man- 
ufacture of household appliances. 
Over a period of many years, the 
name “Conlon” has stood for such 
soundness of construction and prime 
utility in Washers and Ironers. These 
qualities, plus a new smart appear- 
ance for satisfaction and sound profits, 
will place all Conlon dealers in a better 
position for the postwar market. 


*The Conlon Washer as well as other products are 
being designed and styled by other leading designers, 
such as Barnes & Reinecke, Arthur Swanson & Asso- 
ciates and Dave Lundy & Associates, all of Chicago, 


QUALITY WASHERS and IRONERS 


CORPORATION 


1824 SOUTH 52nd AVENUE + CHICAGO 50, ILLINOIS 


Modern Lighting 
For Post-War Stores 


The Westinghouse Lamp Division 
at Bloomfield, N. J., has recently com- 
pleted a series of sketches designe: to 
stimulate thinking among architects 
and designers as well as to show the 
merchant who is planning on a new or 
revamped place of business after the 
war some new ideas on lighting. In 
addition to the standard fluorescent 
lamps now 6n the market, two new 
types—circular and long thin tubes— 
will be available to supplement the 
line. The result is a combination that 
offers infinite possibilities as an aid 
for selling. 

“Lines of light” created by mounting 
fluorescent tubes end-to-end should 
prove very popular. Units may be 
“pendant” or “surface” mounted, or 
recessed in the ceiling where struc- 
tural design permits. The standard 
line of fluorescent lamp is best suited 
for general lighting, chiefly because of 
lower cost and higher light output 
per running foot. However, circular 
tubes may be interspersed to add a de- 
sign motif on ceilings and walls and 
to add zest and sparkle to semi-perma- 
nent displays. 

The chief advantage of the new hot 
cathode slimline fluorescents will be 
in advertising displays, in showcase 
lighting, and for locations where long 
lines of continuous light are needed to 
harmonize with an architectural de- 
sign. Because of its thinner shape and 
additional length, it will be better 
adapted to many specialized types of 
lighting than the usual size of fluores- 
cent lamp. 

Nor will the incandescent lamp be 
forgotten. Flood and spot reflector 
types are admirably suited for high- 
lighting prominent displays. Com- 
bined with the general lighting scheme, 
they may be mounted in the ceiling as 
“downlights” to add contrast or—with 
a suitable filter—color. 


Sylvania Opens 
23rd Plant 


The opening of another new Sy!- 
vania plant, located in Jamestown, 
N. Y., has been announced by H. W. 
Zimmer, general manager of opera- 
tions, Radio Division of Sylvania Elec- 
tric Products, Inc. The new plant 
covers approximately 48,000 sq. ft. of 
space formerly occupied by Broadhead 
Mills, 

This newest of Sylvania plants will 
be under the management of George B 
Erskine, plant manager of all radio 
parts plants, with Rolf D. Ripley as 
resident supervisor. 


C. H. Thordarson Dead 


Services for Chester H. Thordars:. 
77, founder of the Thordarson Electric 
Mfg. Co., Chicago, were held Feb. |") 
in Chicago. Mr. Thordarson had ma‘e 
his home on Rock Island, in Like 
Michigan off Door County peninsula 
in Wisconsin. 

Born in Iceland, he came to the 
United States in 1873 and at the «g¢ 
of 27 went into the electrical busi:¢ss 
with a capital of $75. In 1895 he 
founded his Chicago factory, one of 
the first to manufacture electric tra 1s- 
formers, which he was credited v th 
perfecting. 
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Production Soon! 


CASCO AUTOMATIC ELECTRIC HEATING PADS 


a 


The only pads in the world 
with all these extra safety features! 


Exclusive NITE-LITE* switch to enable the 
* customer to seethe temperature reading in 
the dark without fumbling for table lamps. 


Patented 30 POSITIVE HEAT control that 
enables the temperature to be FIXED at 
any one of 30 desired heots. 


2 3. Genuine WETPROOF models have Castex . 
\ vulcanized covers—laboratory-tested by 
NZ boiling and baking. Can be used WITH 
ABSOLUTE SAFETY on wet packs. 


AUTOMATIC BIECTRIO HEATING pap 


Moo 


WE'RE STILL A WAR FIRM. That means we're busier than 


ever. So please don't write —'phone —or wire. Just keep in 
touch with your jobber. We'll tell him when shipments are J < J 


ready so that he can make his plans. We expect deliveries to 


be fanning out before too long to a heating pad-hungry Amer- Unusual HEATING PADS 


ica, but the best investment for your future is still—War Bonds, 


Casco Products Corp., Bridgeport, Conn. 
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eRLY SPECIAL APPLICATION 
form FRACTIONAL HoRSEPOweR MOTORS 


ELECTRIC 


MOTORS” 


A LIGHT WEIGHT universal motor 
specially designed for portable de- 
vices requiring dependable power. 
Completely enclosed to exclude dirt 
and with provision for liberal lubri- 


NTHUSIASM such as this, on the part of 

owners of home appliances equipped with 
Lamb Electric Motors, stems from the fact that 
these motors are specially engineered for each 
particular application. 


With dependability designed and built into every 
part, Lamb Electric Motors are giving satisfac- 
tory service on the home and war fronts with the 
minimum operating and maintenance expense. 
As you make future plans, remember that good 
appliance performance starts with the motor. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


STEWART-WARNER APPOINTS NEW DISTRIBUTOR—The Wichita Building Material 
Co. of Kansas is expanding its merchandise line and has been appointed distributor 
for S-W home radios in the Western part of that state, under the direction of Elizabeth 
M. Anderson, well-known for successful management in the building material field. 
Sales organization, shown above, standing, (left to right): M. A. Webb, Ross Lamb, 
Ray Roser. Seated: J. W. Radford, Elizabeth M. Anderson, R. W. Nighswanger. 


DISTRIBUTORS 
APPOINTED 


Admiral Corp. 


Ross D. Siragusa, president of Ad- 


miral Corp., announces the appoint- 
ment of several additional distributors 
of Admiral radios, refrigerators, 
ranges and home freezers: 


City Electric Co., Inc., Syracuse, N. Y. 
Home Supply Co., Dubuque, lowa 
Fay-San Distributing Co., Buffalo, N. Y. 
Small & Schelosky Co., Evansville, Ind. 


Appliance Mfg. Co. 


The Appliance Mfg. Co., Alliance, 
O., announces six new distributors for 
Duchess washing machines, according 
to F. W. McGrath, sales manager : 


Norman-Young Appliance Co., Dallas, 
Texas 

Dallman Supply Co., San Francisco & 
Sacramento, Calif. 

Omaha Appliance Co., Omaha, Neb. 

Ryan Radio & Electric Co., Kansas City 
& Wichita, Kagsas 

Schwabacher Hardware Co., Seattle, 
Wash. 

George A. Clark & Son, Minneapolis, 
Minn. 


Automatic Washer Co. 


Announcement of the following dis- 
tributors for the post-war line of Au- 
tomatic washers is made by W. Neal 
Gallagher, president and _ general 
manager : 


Alamo Distributing Co., San Antonia, Tex. 

Appliance Wholesaler's, Salt Lake City, 
Utah 

Brennan Appl. Distributors, Detroit, Mich. 

Charleston Hardware Co., Charleston, 
W. Va. 

City Electric Co., Inc., Syracuse, N. Y. 

Fay-San Distributors, Inc., Buffalo, N. Y. 

M. J. Fitzsimmons Mfg. Co., Rochester, 
N.Y. 

Lou Johnson Co., Portland, Ore. 

Knerr, Inc., Harrisburg, Pa. 

McClain Distributing Co., Charlotte, 
N. C., Columbia, S. C. 


McConnell's Electric Co., Scranton, Pa. 


National Rose-Spring & Mattress Co., 
Memphis, Tenn. 

Reader's Wholesale Distributors, Hous- 
ton, Tex. 

Washington Wholesalers, Washington, 
D. C. 


Barlow & Seelig Mfg. Co. 


F. J. Daniels, general sales manager 
of Barlow & Seelig Mfg. Co., Ripon, 
Wis., announced the following new 
Speed Queen distributor appointments. 
They: plan to go direct throughout the 
middlewest, but will sell through dis- 
tributors in other sections of the 
country : 

Broome Distributing Co., 912 Erie Blvd., 

Syracuse, N. Y. 

H. D. Taylor Co., 99 Oak St., Buffalo, 

N. Y. 

M. P. Myers & Co., 130 Bridge St., 

Plattsburg, N. Y. 

Ferrell-Wright Co., 421 N. Washington 

St., Albany, Ga. 

Brown Distributing Co., Atlanta, Ga. 
Morey Mercantile Co., Denver, Colo. 
George A. Lowe Co., Ogden, Utah 
Sues-Young Co., 1509 S. Figueroa St., 

Los Angeles, Calif. 

Gough Industries, San Diego, Calif. 


Bendix Radio Div. 
Bendix Aviation Corp. 


New distributors appointed to handle 
Bendix AM and FM radios and radio- 
phonographs were named recently by 
Leonard C. Truesdell, general sales 
manager : 


Pittsburgh Products Co., Pittsburgh, Pa. 

Walter E. Schott Appliance Co., Cincin- 
nati, O. 

F. A. Davis & Sons, Baltimore, Md. 


Crosley Corp. 


E. C. Brode, manager of distribu- 
tion, The Crosley Corp., Cincinnati, 
O., recently announced the addition of 
the following distributors : 


Legum Distributing Co., Baltimore, !d. 

Norman-Young Appliance Co., Da’ 4s, 
Texas 

Joseph E. Vaughan, El Paso, Texas 

Modern Distributing Co., Cincinnati, ©. 
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DISINGS 


SECOND AWARD FEB. 13, 1943 


. 
2 


For the fifth consecutive time, the men and women of American Lava 
have earned the Army-Navy “E” Award “for continued excellence in 
quantity and quality of essential war production.” All of us are very 
thankful that the necessary knowledge, experience and skill were available 
at American Lava to maintain the high standard of quality of ALSIMAG 
products, while meeting production schedules that once seemed incredible. 


AMERICAN LAVA CORPORATION . chattanooga 5, Tennessee 


43RD YEAR OF CERAMIC LEADERSHIP 


THIRD AWARD SEPT. 25, 1943 


TRADE MARK REG. U.S. PAT. OFFICE 


CERAMIC INSULATORS 


For Use in: 


Electronic Devices 

Electrical Circuits and 
Appliances 

Gas and Oil Heating 

Autemotive Equipment 


ORIGINAL AWARD JULY 27, 1942 
an 
FOURTH AWARD MAY 27, 1944 
\ 
\ FIFTH AWARD DEC. 2, 1944 
WA 
\ - 4 
ess Co., \ 
\ \ 
s, Hous- \ 
shington, \ 
\ 
| 
Chemical Processes 


+. 


TH 


ELECTRIC 
HEATING 
ELEMENTS 


wher@ome these pages’ you will see how smart styling 
Nes Been Combined with fine product engineering in an 
of dazzling, postwar electric appliances. But beauty 
is offer all only “skin deep” whereas dependability stems 
from deep within. Used as the heart of any appliance, 
Driver-Harris Nichrome* is a guarantee of greater service- 
ability and a longer useful life. Comes time to select your 
post-war fines, why not give yourself the benefit of every 
possible advantage. Check to be sure the heating elements 
are made of Nichrome. This will be your greatest advantage. 


Nichrome is made only by 


Driver-Harris 
COMPANY 


HARRISON, NEW JERSEY 


*Trade Mark Reg. U.S. Vat, Of. 


Eureka Vacuum Cleaner Co. 


George T. Stevens, vice-president, 
recently announced the appointment of 
18 new distributors throughout the 
country : 


Taylor Refrigeration & Appliance Co,, 
Billings, Mont. 

Joseph Strauss Co., Inc., Buffalo, N. Y. 

Southern Appliances, Inc., Charlotte, 
N. 


Automatic Home Equipment Co., Chat. 
tanooga, Tenn. 
Appliance Distributing Co., Colum. 


s, O. 

Yonts Radio & Appliance Co., Day- 
ton, O. 

The Roycroft-lowa Co., Des Moines, 
lowa 

Cain E. Bultman, Inc., Jacksonville, Fla, 

Mayflower Sales Co., Kansas City, Mo., 
and Wichita, Kan. 

Shirley & Oastad, Minot, N. D. 

Higgins Industries, Inc., New Orleans, 
Le 


Raymond Rosen & Co., Philedelphie, 


a. 
J. A. Williams Co., Pittsburgh, Pa. 
Beaucaire, Inc., Rocheser, N. Y. 
Harper-Meggee, Inc., Seattle and Spo- 
kane, Wash. 
Broome Distributing Co., Syracuse, 


N. Y. 
Tom P. McDermott, Inc., Tulsa, Okle. 
Jones-Cornett Electric Co., Inc., Welsh, 
W. Va. 


The Galvin Mfg. Co. 


Galvin Mfg. Corp., Chicago, IIl., an- 
nounces the appointment of the follow- 
ing distributor of Motorola radios, ac- 
cording to W. H. Kelley, general sales 
manager : 


Given Distributing Co., Inc., Syracuse, 
N. Y. 
Davis Radio Co., Fresno, Calif. 


Globe American Corp. 


Globe American Corp., manufac- 
turers of Dutch Oven ranges, an- 
nounces the appointment of the follow- 
ing distributor in western Pennsyl- 
vania, northern West Virginia, east- 
ern Ohio and western Maryland: 


— Distributing Co., Pittsburgh, 
a. 


Landers, Frary & Clark 


Landers, Frary & Clark announced 
the appointment of the following dis- 
tributors of Universal major and small 
appliances : 


Brady Electric Co., Elmira, N. Y. 
D. & H. Distributing Co., Wilkes-Barre, Pe. 
Prudential Distributors, Inc., Spokane, 


Wash. 
ay a & Appliance Co., Rapid City, 


Majestic Radio & Television Corp. 


Parker H. Ericksen, director of 
sales, Majestic Radio & Television 
Corp., announces the appointment of 
the following firms as distributors of 
Majestic radio: 


Kiefer Stewart Co., Indianapolis, !nd. 

555, Inc., Little Rock, Ark. 

— & Bozeman, Inc., Memphis. 
enn. 

Mory Sales Corp., New Haven, Conn. 

Electrical Equipment Co. of Arizona, 
Phoenix, Ariz. 
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HO 
we 1OUSE 
These two Evanair 


Space Heaters cover 
a lotof territory. The 
big one has 50,000 
BTU capacity; the 
smaller unit, 30,000. The two of them take care 
of nine out of ten space heater requirements 


in today’s market. 


When you sell Evanair you have advantages 
that no smart business man can ignore. Because 
these two units meet the needs of 90% of your 
customers you can keep your inventory low. 
Because they are distributed nationally by the 
Westinghouse Electric Supply Company you 
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can depend on an immediate supply—wherever 
you are. The Evans name, through wartime 
achievements in heating equipment for tanks, 
trucks, ambulances and soldiers’ huts, has high 
sales value. It means the best there is. And 
that’s the reason why Wesco is the exclusive 
distributor of Evanair Space Heaters. 


EVANAIR DIVISION 


EVANS PRODUCTS 
COMPANY 


DETROIT 27, MICHIGAN 


1945 


Evans heating engineers originated fan-forced, 
circulating, floor-level heat. And Evans is all 
set to go with the finest home heating equip- 
ment ever built just as soon as government 


restrictions are lifted. 


Ask the nearest Wesco distributorif the Evanair 
franchise is still available in your territory — 
or write Evans today. Also ask us for the Heat 
Loss Indicator—a handy device which makes 
it easy for you to figure the proper size heater 
for each customer’s needs. It’s copyrighted — 
and FREE! Write to Evans Products Company, 
15310 Fullerton Avenue, Detroit 27, Michigan. 
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White the drama of war production 
continues to be the current performance 
at the Lau plant... 


NEW IMPROVEMENTS IN 


LAU FANS await our presen- 


We'll divulge all the details of recent Lau Fan improvements the moment 
the lid is off present-day restrictions ... when our government and war- 
essential contractors to our government no longer require the limits of 
our production . . . when the general need for fans in industry and for 
commercial purposes can be supplied. Lau Fans which you will be able 
to obtain after the war will have improved construction features—better 
performance than ever—and they'll be obtainable at still lower costs as 
a result of Lau straight-line mass production. Look to Lau to continue as 
a leader in the fan and blower field. If you now are making your postwar 
sales plans to include a profitable line of exhaust-type fans, be sure to con- 
tact us so that we can keep you posted regarding our product development. 


The majority of Lau Fans and Blowers is going into direct and indirect 
war applications. However, we are producing a limited quantity of in- 
dustrial and commercial fans which are available on proper priority. 
Contact your nearest Lau jobber. 


Package Units Blower Assemblies Propeller Fans Blower Wheels 


BLOWER 
COMPANY 


DAYTON 7, OHIO, U. S. A. 
WORLD'S LARGEST MANUFACTURER OF FURNACE BLOWERS 


Engineers and fabricators of general Air Handling Equipment 
Single Inlet and Dowble Inlet Blowers © Propeller Fans © Accessories 
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HORTON GETS NATIONAL SECURITY AWARD—OCD recently presented Horton 
Mfg. Co., Fort Wayne, Ind., with the National Security Award. Above, (left to right): 
Henry T. Park, vice president; James M. Barrett, Jr., Allen County Civilian Defense 
Council, who presented the award; S. L. Betz, personnel director, who accepted it; 
A. E. Askerberg, president; M. A. Naus, plant superintendent; E. A. Jordan, secretary: 
Victor V. Millar, director; and S. B. Welch, director. 


DISTRIBUTOR 
NEWS 


Los Ancees, Catir.—The D. E. San- 
ford Co., Los Angeles manufacturers’ 
representative, is expanding its serv- 
ices to take in sales offices in the East 
and. Middle West, supplementing its 
present four Pacific Coast offices at 
Los Angeles, San Francisco, Portland 
and Seattle. New lines recently added 
on a national basis are Waring blend- 
ers, Aluron steam irons and Durabilt 
irons. 


SAcRAMENTO, CALir.—Organization of 
the Valley Electric Co. to conduct an 
exclusively wholesale distribution of 
electrical supplies, equipment and ap- 
pliances in Sacramento and Stockton, 
Calif., was announced early in January 
by C. H. Carter of Sacramento, presi- 
dent of the C. H. Carter Co., elec- 
trical wholesale distributor in the two 
valley cities. Eventually to succeed 
the Carter Co., the new firm will be 
directed by Mr. Carter, Earl W. 
Raffety, present manager of the Carter 
Stockton branch, and Henry E. Jones, 
manager of the Sacramento branch. 
Associated with them in the Valley 
Electric Co., are Harold G. Wakefield, 
Frank A. Sieke, Jr., Emmett B. 
Winters and Wm. J. Quinn, Jr. 


San Dueco, Carir.—New distributor 
in the San Diego area will be the 
Herbert H. Horg Co. of Los Angeles, 
which recently opened a show room at 
440 Fir St. Featured will be the new 
Admiral refrigerators, home freezing 
units, radios and electric ranges, 
Eveready batteries, Cinemaster movie 
cameras and projectors, Corsair color 
cameras, Mastercrafter clocks, Farber- 
ware table appliances, Cory coffeemak- 
ers, NuTone chimes, Thermador elec- 
tric heaters, Proctor irons, Steam-o- 
matic irons, and Mitchel lights and 
fixtures. 


San Francisco, Catir.—The Fred C. 
Wood Co. has been appointed West 
Coast representative for the Waverly 
Tool Co. of Irvington, N. J., manu- 
facturing Steam-O-Matic irons and 
Petipoint irons. Offices are in the 


Western Merchandise Mart, San 
Francisco. 


Hartrorp, Conn.—Several major per- 
sonnel changes were announced re- 
cently by Francis E. Stern, head of 
Stern & Co., Hartford distributors. A 
new position—general manager in 
charge of all operations—has been 
created, and J. Donald Cohon has been 
appointed. Felix Aronson was ad- 
vanced to the position of purchasing 
agent; and Isadore Goldman has been 
promoted to field manager in charge 
of all salesmen and sales activities of 
the Record Department; Nathan Solo- 
mon was appointed assistant to Mr. 
Goldman to handle inside functioning 
of the Record Dept. 


Tampa, FLa.— Announcement was 
made recently of the appointment of 
Herbert A. Brennan as vice-president 
of Associated Radio Co., Southern 
chain store operation with stores in 
Tampa, Orlando, Lakeland and Sara- 
sota, according to Welburn Guernsey, 
president. Mr. Brennan recently re- 
signed as district manager of the 
Tampa District of WPB. Before that 
he spent several years with Victor 
Talking Machine Co., and was vice- 
president of Gross-Brennan, Inc. Asso- 
ciated Radio’s post-war plans call for 
additional new operations in Miami, 
Jacksonville and St. Petersburg, with 
others to follow. They also plan to 
carry a complete line of appliances, 
musical instruments and radio. They 
now have exclusive franchise for Cape- 
hart line in Florida, as well as others 
to be announced later. 


Cuicaco, Itt.—Roger Sargent, former 
general manager of Cleveland Distrib- 
uting Co., has resigned to form the 
Sargent Distributing Co., specialty 
distributor for 21 northern Ohio coun- 
ties with headquarters in Cleveland 
Present line consists of Peerless gas 
heaters and fireplace equipment. 


INDIANAPOLIS, INp.— The Peerless 
Electric Supply Co., Inc., announce! 
recently plans for post-war construc- 
tion of a new building in the 80 
block on North Meridian St., accor‘!- 
ing to Paul H. Keller, secretar,- 
treasurer. They plan to build a 2-sto-y 
building with facilities for drive-'0 
sales service. 
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SAMSON UNITED COULD 
SUPPLY MORE THAN 


200,000 A MONTH 


The time may never come when Samson United will be asked to 
produce 200,000 automatic flatirons a month. But Samson has 
already proved that it could achieve this tremendous output by its 
production of one war item alone . . . the complete Turret for 
Grumman Avenger Torpedo Bombers. Month after month we have 
been satisfying the world’s most particular customer . . . Uncle Sam 
+». by meeting and exceeding quotas for this highly complicated, 
tough-to-build product. 

When the fortunes of war again permit volume manufacture of 
household electrical appliances, SAMSON Automatic Flatirons will 
be ready for you to place in the hands of housewives who want 
the finest. 
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Samson Selective Speed Automatic Flatiron 
with Duo-Dial Control and Magic Eye 


SAMSON UNITED CORPORATION, ROCHESTER, N. Y. 
Samson United of Canada, Limited, Toronto 
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Ist in 


| @ BEST BET IN BALTIMORE. 
|  ¢irculation in the 6th largest city 
| — the News-Post with the largest 


evening circulation in the South. 
In Baltimore, it’s been the leader 
for 17 years because it offers 


4 
the kind of news and features c 


people like. 


Brother, you’ve really got some- — 


thing when you put your money | 
on ‘‘the Ist in the 6th.”’ 


Baltimore News-Post. 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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DISTRIBUTORS NEWS 


Jortin,Mo.—W. B. Young Supply Co. 
recently moved to larger quarters at 
1039 Joplin St. 


Cuartotte, N. C.—Hough-Wylie Co., 
distributors of Eveready radio batter- 
ies and Willard storage batteries has 
organized an appliance department and 
are ready for business. Frank M. 
Hough, secretary-treasurer of the 
company is in charge of company oper- 
ations, both automotive and household 
appliances. Separate sales organiza- 
tions will be used in each department. 


West Orance, N. J.—Robert Friedel 
is now sales manager of General Elec- 
tric’s Newark appliance distributing 
branch with headquarters in West 


ROBERT FRIEDEL 


Orange, N. J., it is announced by J. C. 
Saur, branch manager. Mr. Friedel 
joined G-E’s distributor organization 
in Los Angeles in 1934 and became a 
member of G-E’s electric sink division 
as district representative in nine 
southern states in 1940. 


Newark, N. J.—Arthur Etkin has 
been appointed Radio and Appliance 
manager of the Clinton Square Auto 
Supply Co., at Newark, N. J., dis- 
tributors of Stewart-Warner home 
radios. 


New York, N. Y.—Joseph Kurzon, 
Inc., has been appointed exclusive 
metropolitan distributor for Olympic 
radio and television, according to 
Jack F. Crossin, director of sales for 


FRED J. GREENE 


Hamilton Radio Corp., New York. In 
line with this move, Kurzon organiza- 
tion in expanding its operations in 
personnel and equipment. Fred J. 
Greene, formerly sales manager of the 
Traffic Appliance Div., General Elec- 
tric Supply Corp., was recently made 
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Kurzon’s general sales manager. 
Plans have been approved for the erec- 
tion of a new building adjoining the 
present 6-story building at 112-114 
West 3ist St. which will approxi- 
mately double the warehouse, display 
and shipping facilities. Kurzon also 
handles such lines as Magic-aire clean- 
ers, G-E appliances, Mixmaster, Han- 
ovia sun lamps, Manning-Bowman, 
and does a large business in the wiring 
and construction field. 


New York,N. Y.—Exclusive export 
rights for the complete line of post- 
war products of Admiral Corp., has 
been granted Ad Auriema, Inc., 99 
Broad St., N. Y., Ross D. Siragusa, 


AD AURIEMA 


president, announced recently. With 
the exception of Canada, all parts of 
the world are embraced by the fran- 
chise. 


New York, N. Y.—Jack Urove has 
been appointed sales manager of appli- 
ances for Bruno-New York. He will 
handle all appliance lines—Eureka 
cleaner, Ironrite, G-E small appli- 
ances, American Kitchens—all except 
Bendix. Mr. Urove has been with 
Brooklyn Edison Co. for the past 15 
years. 


New York, N. Y.—Graybar Electric 
Co., New York, has negotiated with 
Stewart-Warner Corp. to handle the 
latter’s home radio distribution in the 
following cities: Boston, Des Moines, 
Davenport, Grand Rapids, Seattle, 
Portland and Spokane. 


Syracuse, N. Y.—City Electric Co., 
Inc. recently purchased a new building 
which contains over 20,000 sq. ft. floor 
space and has complete facilities for 
parking space, a large display room 
as well as warehouse space. 


ToLepo, O.—Commercial Electric Co., 
distributors of General Electric Co., in 
northeastern Indiana and seven coun- 
ties of northwestern Ohio, will open 
a new warehouse and office in Fort 
Wayne, Ind., according to N. C. Gold- 
man, president of the company. 


Oxtanoma City, Oxra—M. L. 
Foster Co., announced recently that 
they have been appointed exclusive <is- 
tributors for Sonora radio and tele- 
vision products. With the acquisition 
of this franchise, officials indica‘ed 
that the Foster Company expects to 
enlarge its distributing facilities in 
Tulsa, Okla. 
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FARM TYPE BATTERY 


export 
of post- 
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OLD NEW 


The present No. 748 1%2-volt “A,” 90-volt “B” A-B Pack The New No. 758 1%-volt “A,” 90-volt “B” A-B Pack 
Dimensions, 15 13/16” x 6 15/16" x 4 15/32” Dimensions, 10 11/16” 6 13/16" x 4 1/8” 
Weight, 23 Ibs., 11 oz. Weight, 16 Ibs., 13 oz. 
With 
parts of 
ne fran- 
ove has 
of appli- 
He will 
-Eureka 
| appli- 
l except 2 
en with 
past 15 
Electric 
ed with 
ndle the T 
n in the HIS GIVES YOU an advance look at the latest “farm-type” teries which will appear after the war. Look to National 
oo radio battery to be developed by National Carbon Company. Carbon’s exclusive construction, used in the “Mini-Max” bat- 
A revolutionary construction makes this smaller, lighter tery, for more and equally important news to the trade. 
“Eveready” “Mini-Max” battery a reality. Actually it is a J 
ot ood 30% more compact than the present No. 748 A-B Pack. 44 b t ‘ 
ric Co., 8 
building Yet not one bit of capacity has been sacrificed in achieving v . R A DY 


ft. floor a valuable reduction in size and weight. 
ities for The advantages of this more compact battery will be ob- j a } - ol A 
_—— vious to you. The way is paved for smaller, less expensive —_ 


battery-operated radio sets. And these sets will have the 
advantage of being far easier to move about from room to 


Cc ” . room. The way is likewise paved for sets of the present size RADIO B BATTERIES 
> t qua Unit of Union Carbide and Carbon Corporation 
C G 4 Both add up to a greater demand for farm-type radios and 
7 an important increase in business for you. General Offices: NEW York, N. Y. 
This newcomer, known as the “Eveready” No. 758 A-B The trade-marks “Eveready” and “BMini-Max” distinguish preducts 
MOL Pack, is only one of many improved types of “Ev2ready” bat- of National Carbon Company, Inc. 
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CONDE MAST PUBLICATIONS INC. 


Mr. Vanderschley twirled his mustaches with convert curiosity into public demand. Penetra- 
pride as he shepherded his new gas-stove up the tion of the popular market is achieved through 
brownstone stoop. Let the neighbors gape... an entering-wedge of influential first customers. 


he’d show them what progress was all about! 
Prog ve 1,328,604 families are waiting for new gas-stoves. 


Though the gas-stove of 1879 was crude, it sprang They are already studying brand names and qual- 
into action at the turn of a tap and put the coal ities. Among the first to buy will be House & 
scuttle out of business. Furthermore, it roasted Garden readers. Here is a ready-made market of 
the foed without roasting the cook. It was eagerly wide-awake families, eager to know about post- 
bought by those forward-looking people who war improvements in household equipment. 


Garden 


sells America’s entering-wedge market 


DISTRIBUTOR 
NEWS 


PirtspurcH, Pa.—Pittsburgh P)od. 
ucts Co. was recently incorporated to 
engage in wholesale distribution of 
household appliances in the tri-state 
area. Plans are being formulated for 
franchising dealers throughout the 
territory. 


Cotumsia, S. C.—Dixie Radio Supply 
Co. announces the sale of their retail 
and service departments to Astor M 
Krell, who will personally operate 
them under the name of Krell’s Radio 
& Appliance Co. The Dixie Radio 
Supply Co., of Columbia as well as 
its other two branches in Charlotte, N 
C., and Greensboro, N. C., will operate 
on a strictly wholesale basis. Some 
of the appliances carried are Sylvania, 
Emerson, Knapp-Monarch, Recordio, 
Lau Blowers, Wilcox-Gay. 


C. M. Acker, former district manager 
with Frigidaire, has been named general 
manager of the Mid-Atlantic Appliance 
Co., new Bendix Radio distributor for 
Washington, D. C. 


Mempuis, TENN.—William R. Kent. 
well-known Memphis businessman, is 
president-treasurer of the newly organ- 
ized Shobe, Inc., 1095 Union Ave. 
Zenith distributors. N.S. Shobe, who 
has been associated with the radio 
industry for more than 20 years, is 
vice-president and general manager of 
the new firm. 


Mempuis, TENN.—Mills-Morris Co., 
distributors of Motorola radios, will 
operate a complete radio and electrical 
appliance division after the war, aud 
their merchandising and advertising 
plans include a separate sales orgat- 
ization to cover Memphis and Mid- 
South territory. 


Spokane, Wasu.—Prudential Dis- 
tributors, Inc., was recently incorpo- 
rated to do a job of wholesaling in 
Spokane and the territory known as 
the Inland Empire territory within 4 
250 mile radius of Spokane. Louis 
Weiss is sales manager. The com- 
pany is capitalized at $100,000, and 
incorporators include Stuart Wilson, 
S. S. Freeman, and B. L. Swerlan/. 


Mitwavuxee, Wis.—S & S Supply Co. 
recently filed for incorporation to et 
gage in general wholesale and retail 
of radio, appliances and general met- 
chandising business. 500 shares, 1° 
par value. Herman Stein, Ben J. 
Schafer and Harry Primakow are the 
incorporators. 
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Let’s look over Bliss Welch’s shoulder as 


he reads this letter to Horton workers 


Kansas City, Mo. 


S. B. Welch 
Horton Manufacturing Co. 
Fort Wayne, Indiana 


Dear Bliss: 


I returned from my visit to your plant 
all pepped up. We have sold Horton for 
years and we have always thought of 
Horton as an Indiana manufacturing 
company which, year after year, pro- 
duced a limited number of the finest 
washers and ironers it was possible to 


make. 


Then I walk into your plant and see 


Horton has been awarded: 
The Army-Navy E with 
four stars; the Army Air 
Force Quality Rating with 
full responsibility for de- 
tailed inspection of produc- 
tion; the National Security 
Certificate. 


For further information on Horton postwar 
Washers and Ironers backed by an advertis- 
ing and merchandising plan to put Horton 
dealers on top in competitive power, write to 


one of the most up-to-date alert manu- 
facturing operations I have ever wit- 
nessed. You have overlooked no factor of 
human skill, miraculous machines, time 
and labor saving precision methods and 
quality controls to insure both volume 
and excellence of production. 

I can see now why you won the Army- 
Navy E Award five times and why the 


Army Air Force has given you a Class 


“A” Rating that puts full responsibility 
on your staff for inspection of materials 
and fabrications. To me it all spells 
plenty of the finest washers and ironers 
anyone has ever seen once you resume 
peace-time operations. 


Very truly yours, 


MARCH, 


T PERFECTION IS NO TRIFLE” 


STrowE HARDWARE & SupPLy Co. 


FORT WAYNE, INDIANA 
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“Electric City" Planned 


for Phoenix 


“Electric City” is the name selected 
to designate the new electrical appli. 
ance store which will be operated by 
Goldwaters, department store, Phoe. 
nix, Ariz. Robert Goldwater, manager 
of the department store, is actively 
engaged in planning the new store’s 
interior arrangements, and completion 
is expected by May 1. 

The building will be completely air 
conditioned. A new type of G.E. indj- 
rect fluorescent lighting installation, 
with a front largely of glass, and a 
corner entirely of glass, and with 
“Herculite” glass doors. 

The large sales and display room 
at the front will be supplemented by 
special display and demonstration 
rooms equipped as model kitchen, 
laundry and other types of units where 
appliances may be demonstrated in 
operation. 


Hess Re-Elected Head 
of Indianapolis League 


Dan C. Hess, vice-president of the 
Indianapolis Power & Light Co., has 
been re-elected president of the Electric 
League of Indianapolis, Inc. 

Other new officers are C. H. Dom- 
hoff, vice-president; C. F. Fitchey, 
secretary; C. G. Lammers, assistant 
secretary; H. G. Crawford, treasurer; 
and P. G. Winter, assistant treasurer 
Walter O. Zervas is managing: d- 
rector. 


Ladies’ Home Journal 
Home Economist Appointed 


Mrs. Mildred Garman Arnold has 
been appointed to the editorial staff 
of Ladies’ Home Journal in the Home- 
making Department. She leaves the 
Standards Division of the Office of 
Price Administration, Washington, 
D.C., and will assume her position in 
the Journal Workshop, New York 
City, this week. Mrs. Arnold joined 
the O.P.A. in 1941, as household equip- 
ment specialist and assistant to the 
head of the Consumer Division, as- 
signed to the problem of the substitu- 
tion of non-critical materials for criti- 
cal materials, before the production of 
household equipment was cut off. Her 
more recent duties in the Standards 
Division have been the writing of 
standards for goods, to aid in pricing, 
investigating claims, and testing mer- 
chandise for price and quality. 


Chicago Hardware Firm 
To Make Appliances 


Another newcomer in the post-war 
appliance manufacturing picture is the 
Quality Hardware & Machine Corp., 
of Chicago, which, according to C. A. 
Laystrom, chairman of the board, ex- 
pects to produce a vacuum cleaner, 
washer, vibrator, iron and_ several 
other home products. 

Prior to the war the firm manufac- 
tured tools, dies and industrial equip- 
ment. Officers are H. H. Laystrom, 
president; L. S. Laystrom, vice presi- 
dent; H. L. Minter, secretary, and 
A. A. Wisersty, sales manager. Its 
one electrical product on the market 
before the war was the Presto vacuum 
cleaner. 


BUSINESS ETHICS—Bickford Bros., Buf- 
falo and Rochester distributors, surveyed 
their dealers recently and found their 
biggest "gripe" was back-door selling by 
distributors. Hence, this statement of 
business ethics by the company, which 
promises no “discount selling” and o fers 
$1,000 forfeit for violating their own po- 
icy—even by their own executives! 
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DISING 


“Buy your new radio 
from Your Radio 
Dealer”—that is the 
theme of MECK ad- 
vertising to your cus- 
tomers—appearing in 
Liberty 


ut Yourself a Slice 


of Radio Market 


--be sure of guaranteed delivery 
on your first radio requirements 


Your biggest postwar problem is—deliveries. Here is a sales plan 
that answers that problem by guaranteeing deliveries. 

An organized sales and distribution plan makes it possible for you 
to depend on your share of the finest radios available immediately 
after civilian set production starts. 

Meck Radios will be sales leaders, year in and year out—from the 
start. You can now reserve a section of my production line, get your 
share of the big radio market, and stop worrying. 


Ask your Parts Jobber today or write 
JOHN MECK INDUSTRIES, Inc., PLYMOUTH, INDIANA 
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When you see the Everhot 
Post-war line you are go- 
ing to be almost as happy 
as the day Peace was de- 


clared. 


The Swartzhaugh Mfg. Co. 


Toledo 6, Ohio 


PRODUCTS 


ROASTERS..HEATERS..APPLIANCES 


PAGE 


UTAH KITCHEN PLANS—More than one hundred home makers attended the talk on 
all-electric kitchens and laundries presented by Ardella Welch, home service advisor 


for the Utah Power & Light Co., as part of the course on home planning sponsored 
by the First Security Trust Co. and the First National Bank of Salt Lake City. The 
four guiding principles which will govern kitchen design, according to Mrs. Welch, are 
time and step saving, size of family, nature of entertaining and like considerations, 
personal taste in decoration and the simple rules established by expert kitchen 


architects. 


New Pensions Source of 
Spending Money 


Because dealers selling appliances 
must figure out where the money is 
going to come from before they accept 
an order, the new pension law recently 
signed by President Roosevelt for the 
benefit of World War veterans is a 
source of interest. 

Under this new law the veterans’ 
administration expects to pay out $37,- 
496,500 within the next year. The 
estimated payments in the peak year— 
somewhere between 1964 and 1969— 
will be $308,000,000. 

To the tune of the Roosevelt signa- 
ture, widows and children under 18, 
of a World War I veteran could get 
a pension only if he died of a cause 
directly due to his war service or if 
he died of a cause not connected with 
his war service but had suffered some 
disability no matter how small during 
the war. 


Women Participate, Too 


The new pension law lets down the 
bars to any woman married to a World 
War veteran any time in the future 
when he dies, provided she has no 
other income totalling $1,000 yearly. 
A woman marrying a Worid War I 
veteran hereafter must live with him 
at least 10 years before his death to 
get a pension. 

As evidence that pensions aren’t hay, 
the United States government has 
handed to veterans and survivors of 
veterans of all wars up to last year, 
$15,878,647,892. Pension payments for 
various wars has been as follows: 

Revolutionary, $70,000,000; War of 
1812, $46,218,050.57; Indian, $94,022,- 
334.52; Mexican, $61,611,719.06; Civil, 
$8,110,656,730.56; Spanish, $2,076,978,- 
561.45; World War I, $5,236,142,472.- 
78; and World War II, $183,018,023- 
56. 


Pure Oil Thinks of 
Appliances 


That the Pure Oil Co. may redesign 
many of its service stations to permit 
the retailing of appliances and radios 
is gossiped about Chicago. 

The company is said to have 10,000 
filling stations and in the last year 
before the war had sold some radios 
and appliances through them. Before 
any general expansion could take place, 
pilot stations would have to be built 
and merchandise tested. 
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Review Revised 


Wiring Handbook 


The technical subcommittee of the 
Industry Committee on Interior Wir- 
ing Design met in New York recently 
for the purpose of reviewing several 
sections of the revised draft of the 
Handbook of Interior Wiring Design. 
The draft under review consists of two 
sections, one on residential wiring de- 
sign and the other on farmstead wir- 
ing design. 

The residential wiring design draft 
in its present form is somewhat sim- 
plified from the original issue. The 
draft on the farmstead section had 
been sent nationwide, prior to the 
meeting of the technical subcommittee, 
to a number of members of the Ameri- 
can Society of Agricultural Engineers 
in the educational, commercial and 
governmental fields interested in rural 
electrification; and also to others out- 
side of the Society who had similar 
interests. Seventy-three per cent re- 
sponded with, in many cases, most 
constructive comments, and, in some 
cases outright, approval. 


Approval Expected Soon 


Beth sections of the Handbook are 
now in the process of being redrafted 
in line with the action taken by the 
technical subcommittee at its meetings. 
The revised draft was submitted in 
January to each member of the tech- 
nical subcommittee for final approval. 
A meeting of the Industry Committee 
on Interior Wiring Design was to be 
called sometime in February to act on 
the material prepared by the technical 
subcommittee. 

Upon completion of the farmstead 
and residence wiring standards, work 
will commence on revising the wiring 
standards for multi-family dwellings 
and for commercial, public and indus- 
trial occupancies. 


Technical Subcommittee 


The technical subcommittee consists 
of A. Carl Bredahl, chairman, West- 
inghouse Electric & Mfg. Co.; Arthur 
‘Abbott, NEMA; Leo Dolkart, Leon- 
ard Construction Co.; H. G. Knoderer, 
General Electric Co.; Morris H. 
Lloyd, Niagara, Lockport and Ontario 
Power Co.; George McKee, George 
H. McKee Co., Inc.; H. R. Stevenson, 
Detroit Edison Co.; C. P. Wagner, 
Northern States Power Co.; and C. A. 
Nye Electric Bureau of Paterson, 
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Ade 


HERE’S much of the spirit of Daniel Boone in 
the advertising manager of today. For, while top 
management has been absorbed in wartime produc- 
tion problems, the advertising manager has gone 
exploring. Exploring for future markets rich enough 


to be cultivated after reconversion . . . big enough 


to help keep postwar production and payrolls up 
to wartime levels. 


And that modern Boone, the advertising manager, has 
found such a market—America’s great farm market. 


From his explorations, the advertising manager knows 
that the farm market is big. It’s rich, ready and able 
to buy. For, during the war years, farm income has 
climbed to new highs. Farm savings have increased 
to new proportions. And farm mortgages have touched 
a new low. Farmers have money. They’re waiting for 
the things they want to buy. 


A favored and important section of the farm market is 
Golden Crescent —Michigan, Ohio and Pennsyl- 
vania. Here diversity of crops and close proximity to 
large markets gives farmers a year-’round income. 
Here, in postwar competition, is a section that will 
richly reward the right sort of sales effort. 


A straight-line route to the hearts, as well as the minds, 


of the farm folks ine Golden Crescent is found 
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Why does the well-dressed 
Advertising Manager 


wear a coon-skin cap? 


in the three magazines they read and trust—Ohio 
Farmer, Michigan Farmer and Pennsylvania Farmer. 


Member: Agricultural Publishers’ Association 
Audit Bureau of Circulations 


RURALLY RiCH 
POLITICALLY, POWERFUL 


OHIO FARMER 


Cleveland 


MICHIGAN FARMER 


Detroit 


PENNSYLVANIA FARMER 


Harrisburg 
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PLAN TO HANDLE THE QUALITY LINE 


Grand cas RANGES 


he 


The Grand Distributor serving your terri- 
tory is listed below. Contact him now and 
sign the Grand Dealer Franchise. 


Albany, New York, Henzel-Powers, Inc. 

Amarillo, Texas, Morrow-Thomas Hardware Company 
Atlanta, Georgia, The Yancey Company, Inc. 
Baltimore, Maryland, Jos. M. Zamoiski Company 
Billings, Montana, Billings Hardware Company 
Binghamton, New York, Morris Distributing Company 
Birmingham, Alabama, Alabama-Florida Distributing Company 
Boston, Massachusetts, Northeastern Distributors, Inc. 
Buffalo, New York, Joseph Strauss Company, Inc. 
Charleston, West Virginia, Eskew, Smith & Cannon 
Charlotte, North Carolina, McClain Distributing Company 
Chicago, Illinois, Wakem & Whipple, Inc. 

Cincinnati, Ohio, Griffith Distributing Company 
Cleveland, Ohio, Cleveland Distributing Company 
Columbus, Ohio, American Sales Company 

Dallas, Texas, Radio City Distributing Company 
Dayton, Obio, American Sales Company 

Denver, Colorado, Radio & Appliance Distributing Co. 
Des Moines, lowa, A. A. Schneiderhahn Company 
Detroit, Michigan, Buhl Sons Company 

Dodge City, Kansas, Mullin Furniture & Appliance 

El Paso, Texas, W. G. Walz Company 

Erie, Pennsylvania, Young Brothers 

Evansville, Indiana, The Switz Company 

Fort Wayne, Indiana, The Wayne Hardware Company 
Grand Rapids, Michigan, J. A. White Distributing Company 
Harrisburg, Pennsylvania, Raub Supply Company 
Hartford, Connecticut, Roskin Distributors, Inc. 
Indianapolis, Indiana, Griffith Distributing Company 
Kansas City, Missouri, Federal Distributing Company 
Lancaster, Pennsylvania, Raub Supply Company 

Little Rock, Arkansas, Holcomb Gunn, Inc. 

Los Angeles, California, Gough Industries, Inc. 
Louisville, Kentucky, Kentworth Corporation 

Memphis, Tennessee, McDonald Brothers 

Middletown, New York, Roskin Brothers, Inc. 
Milwaukee, Wisconsin, Radio Specialty Company 
Newark, New Jersey, Apollo Distributing Company 
New Orleans, Louisiana, Radio Specialty Corporation 
New York, N. Y., Times Appliance Company, Inc. 
Oklahoma City, Oklahoma, Dulaney Distributing Company 
Omaha, Nebraska, Major Appliance Company 
Philadelphia, Pennsylvania, Judson C. Burns 

Phoenix, Arizona, W.G. Walz Company 

Pittsburgh, Pennsylvania, J. A. Williams Company 
Portland, Oregon, Washington Stove Works 
Providence, R. L., 1. Feldman Company 

Rochester, New York, Bickford Brothers Company 

Salt Lake City, Utah, Flint Distributing Company 

San Antonio, Texas, Southern Equipment Company 

San Francisco, California, Thompson & Holmes, Ltd. 
Seattle, Washington, Washington Stove Works 

Spokane, Washington, Washington Stove Works 

St. Louis, Missouri, The Artophone Corporation 

St. Paul, Minnesota, Motor Power Equipment Company 
Syracuse, New York, Morris Distributing Company 
Toledo, Ohio, Gerlinger Equipment Company 
Washington, D. C., Columbia Wholesalers, Inc. 
Wichita, Kansas, Federal Distributing Company 
Williamson, West Virginia, Persinger Supply Company 


WHEN PEACE comes, wiut 


FIXTURE DESIGN AWARDS—Sylvania's general sales manager of Lighting, Robert 


H. Bishop, congratulates the four major prize winners of their recent fixture design 


competition for utility lighting people. Left to right: H. Grattan, Jr., Potomac 
Electric Power Co., Washington, D. C. (3rd prize winner); L. B. Paist, Northern States 


Power Co., Minneapolis, Minn. (2nd prize winner); Robert H. Bishop; C. J. Berry, 


Consolidated Gas Electric Light Co., Baltimore, (Ist prize winner); and Walter 
Kelley, Jr., Blackstone Valley Gas & Electric Co., Pawtucket, R. |. (4th prize winner). 


Sylvania Fixture 
Design Awards 
Baltimore Utility Wins First Prize 


Four major awards to utility light- 
ing people who participated in the 
recent fixture design competition spon- 
sored by Sylvania Electric Products 
Inc. were presented at a dinner in their 
honor in New York recently. These 
awards were presented by Robert H. 
Bishop, manager of Sylvania lighting 
sales to C. J. Berry, Consolidated Gas 
Electric Light and Power Co. of Bal- 
timore, who won first prize; L. B. 
Paist, Northern States Power Co. of 
Minneapolis, who won second prize; 
H. Grattan, Jr., Potomac Electric 
Power Co. of Washington, D. C., who 
won third prize; and Walter Kelley, 
Jr., Blackstone Valley Gas and Elec- 
tric Co. of Pawtucket, R. I., who won 
fourth prize. 


Other Winners 


Other winners who have received 
cash awards include E. H. Daggy, 
Public Service Co. of Northern IIli- 
nois; W. C. Macy, Pacific Gas and 
Electric Co.; T. M. Richardson 3rd, 
Oklahoma Gas and Electric Co.; Ver- 
non T. Swain, Central Maine Power 
Co.; B. B. Brant, Florida Power 
Corp.; W. N. Harrison, Philadelphia 
Electric Co.; G. A. Trosper, Pacific 
Gas and Electric Co.; W. W. Burke, 
Public Service Co. of New Hamp- 
shire; Charles I. Brady, Jr., Consoli- 
dated Edison Co. of New York; and 
A. W. Buddenhagen, Central Hudson 
Gas and Electric Co. of Kingston, 
New York. 


Committee of Judges 


The winning designs were selected 
by a committee of four judges includ- 
ing Howard M. Sharp, past president 
of the Illuminating Engineering So- 
ciety; Allan E. Parker, Professor of 
Physics, Worcester Polytechnical In- 
stitute; Lurelle Guild, product design 
consultant; and C. A. Carpenter, elec- 
trical engineer for Graham, Anderson, 
Probst & White. 


Cabinet Institute Expresses 
Post-War Optimism 


Optimism over post-war business 
prospects was expressed by leaders 
of the steel kitchen cabinet industry 
at a meeting of the Steel Kitchen 
Cabinet Institute held in Cleveland re- 
cently. Despite plans for post-war ex- 
pansion of facilities, several manufac- 
turers reported that they had already 
been obliged to turn down some large 
volume business, due to their inability 
both to take on these new customers 
and to take care of the increased de- 
mands from their regular outlets, ac- 
cording to S. S. Keeney, executive sec- 
retary of the institute. 

Announcement of the contemplated 
entry of a considerable number of new- 
comers into the manufacture of steel 
kitchen cabinets after the war, and the 
consequent responsibility for represen- 
tative manufacturers to help maintain 
high standards of quality throughout 
the industry, were also discussed. “In 
this connection,” Mr. Keeney said, “it 
was decided to provide all new manu- 
facturers with the Institute’s 16-page 
booklet, “Quality Standards For Stee! 
Kitchen Cabinets,” outlining all the 
tests which steel cabinets must undergo 
satisfactorily, in an independent labora- 
tory, as the first step in meriting the 
use of the Institute’s copyrighted seal 
of approval on the product.” 


Stoker Output Gains 


Factory sales of mechanical coal 
stokers for the first 11 months of 1944 
totaled 37,159 units of all sizes and 
types, compared with 30,861 units for 
the same period in 1943, according to 
a recent release issued by the U. S. 
Bureau of the Census, based on reports 
furnished to the government by stoker 
manufacturing firms representing ap- 
proximately 90 percent of the total 
output of the industry. 

In the class B, or domestic type, 
feeding under 161 Ib. per hr., there 
were 1,209 made in 1944 compared to 
4,778 in 1943, and 73,506 in 1942. 
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BECAUSE Arvin sales policies are the outgrowth of 25 years of 
successful experience in providing the fullest support to the dealer. 
Arvin radios are liberally advertised—nationally and at point-of- 
sale. Attractive prices provide adequate profit margin for the dealer 


on every model—and a competent, energetic promotional organiza- 


tion works with Arvin dealers for maximum sales success. 


ARVIN MEANS RADIO SALES SUCCESS 


Others of the Many Reasons Why You'll Profit with Arvin Top Flight Radios 


@ Top Flight KNOWN NAME — Because 
Arvin products have been backed by na- 
tional consumer advertising every year 
for 20 years—and all during the war 
years. Arvin is a radio name well-known 
to millions—a name with consumer ac- 
ceptance that makes it easy for radio 
dealers to quickly re-establish a profitable 
business in days ahead. You will serve 
more customers, faster—with Arvin. 


@ Top Flight NATIONAL ADVERTISING 
—Because Arvin Radios will be adver- 
tised in The Saturday Evening Post, Col- 
lier’s Weekly, Life, and other leading 
national magazines. Dominating, full- 
page space will be used—supported by 
local newspaper campaigns. Other dealer 
sales-helps will include floor displays, 
counter cards and consumer folders— 
exactly what you need to build sales. 


@ Top Flight MERCHANDISING — Because 
Arvin dealer merchandising support is 
aggressive and effective—directed by 
G. W. (Tommy) Thompson and other 
experienced radio men. These men have 
ably demonstrated that they understand 
the dealer’s problems and his methods 
of getting business. They can help you. 
With Arvin you can count on really effec- 
tive merchandising cooperation. 


NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 


MERCHANDISING—MARCH, 


1945 


PAGE 


153 


4 
; 
| 
i 
t 
— 


It sure is, Herman. 
Funniest thing about 
it though is this. If 
you ring enough 
doorbells somebody 
will buy it. For, now- 
adays, they say that a fellow can 
sell anything on which his con- 
science will let him put a price- 
tag. That's what they say.... 


Suppose that’s true of the dealer 
who sold fans before the war and 
will again after? Think he'll fall 
for the first“ pip” that comes along? 
Guess the years he’s been staring 
his eyes out for something to sell 
have worn him down? 


Guess not! For the successful 


dealer has plenty of selling savvy. 
He knows that he can’t afford to 
make the same mistake once. His 
goods must be just that or it’s no go. 


He’s taken chances, sure. But 
when it comes to the quality of 
the products he sells, he keeps the 
pad» close to his vest. For he’s 
seen many a new face in the fan 
game. He’s seen them come—and 
go. And he’s seen the name of 
Robbins & Myers come, years and 
years ago, to stay. 

He knows he can count on get- 
ting R & M fans the minute that 
reputable fan manufacturers get 
the good word, no sooner—and 
(he can be sure) no later. 


You've never heard of this 


but it’s a pip! 


19? 


Ir you have any problems involving electric fans, 


if you need repair parts for R & M fans or want 
complete repair jobs done for you—get in touch 
with us at Springfield, Ohio, or at the nearest R & M 


branch office listed here. 


New York. 200 Varick St. 
Chicago. 2400 W. Madison St. 
.. 401 N. Brood St. 
Kenses City,B. M.A. Bidg., Room 325,215 Pershing Rd. 
Son Francisco. 237 Rialto Building 
New Orleans... Arlington Dr, 
Dallas... o++++1100 Cadiz St. 
The Robbins & Myers Co. of Canada, Uid.......++ 

Brantford, Ont. 


whose new office store and shop has recently been opened at 1063 S. State St. He 
has already added a motor shop to the layout and when appliances are to be had, 
plans to make his corner display rooms a center for things electrica! for the home. 
Vance is president of the Electrical League of Utah. 


Sarrorp, Ariz.—C. A. “Heath” Har- 
alson, appliance and service manager 
at Sears Roebuck & Co., Safford, is 
starting a new electrical equipment 
and repair shop on Thatcher Blvd. 


Newport, ARK.—Eugene and Noble 
Jarvis of Newport and Woodrow 
Gardner, for the past 10 years engaged 
in the appliance business in Memphis, 
Tenn., have organized the Jarvis & 
Gardner Appliance Co. in Newport. 
The new firm will handle refrigeration 
and will occupy a new building at 
Beech and Second Sts. 


Cortez, Coro—Horace Retherford, 
formerly with the Jett Hardware and 
Lumber Company of Cortez, Colorado, 
has recently opened his own business 
in Montrose and plans to handle a 
complete line of hardware and appli- 
ances when they are available. 


Duranco, Coto.—Expanding his tin 
shop and repair service to become a 
sporting goods and electrical appliance 
center, William Crawley of Durango, 
Colorado has opened new quarters, 
where he plans to carry on with gun 
repairing, rod and reel repairing, key 
making and outboard motor sales and 
service until electrical appliances are 
once more on the market. 


JacKsonviLLe, Fra.—Concord Radio 
Corp. were issued a charter recently 
to sell and distribute radios, radio 
equipment, cameras, etc. 50 shares, no 
par value; Directors: Samuel J. No- 
vick, Mollie F. Novick and Estelle 
Goran. 


Vatposta, Ga.—G. G. Puett of Ha- 
hira, has bought a building on West 
Central Ave., Valdosta, and will open 
an electrical appliance store there, he 
announces. The building will be 
remodeled. 


Soutu Benp, Inv. The Warren Radio 
Co., an Ohio corporation, has been 
incorporated in Indiana to manufac- 
ture and deal in radio and electrical 
equipment. 
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Benp, Inp. Calkins Appliances, 
224 W. Jefferson Blvd., received cer- 
tificates of incorporation recently. 
1,000 shares without par value. Incor- 
porators: C. Vernon Calkins, Leonard 
O. Zick, Clayton C. Harrah. + 


BALTIMORE, Mp.—Sam’s Radio and 
Appliance Shop has been opened at 
627 W. Baltimore St. Sam Levin, who 
has been engaged in the radio sales 
and service business for many years, 
is proprietor of the new firm. For- 
merly he was partner in the firm 
Charlie’s Radio Service, but sold his 
interest recently. 


Muskecon, Micn. Manufacturer's 
Sales Co., 201 Landreth Bldg., Muske- 
gon, Mich., has filed for incorporation 
papers to deal in electrical appliances, 
radios, etc. Capital stock, $50,000; as- 
sets, $1,000. Stockholder: Fred L. 
Rodoff. 


Kansas City, Mo.—International Wil- 
cox Electric Inc., 1400 Chestnut St. 
Kansas City, recently were incorpo- 
rated to deal in electrical equipment. 
500 shares were issued, no par value, 
subscribed by Robert G. Reed, J. W. 


Reed, Lyman G. Friedman, all of 
Kansas City. 
BurraLo, N. Y.—Tiny’s Appliance 


Repair Service was recently incorpo- 
rated by Janet M. Walton, 263 La 
Salle Ave. 


New York City—Personal Music 
Corp., has been chartered under Dela- 
ware laws to do a television and radio 
business with offices at 1697 Broadway. 
Harold F. Dennison is the president. 
Subscribed stock 1000 shares no par 
value. 


New York City—Certificates of i 
corporation were granted to Electropet 
Inc., recently for $10,000 in $100 
shares. Three shares subscribed by 
Jeremiah F. Cross, Loretta K. Mc 
Govern, Grace Seruam, 60 E. 42nd St+ 
N.Y.C. 
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0 sales What percentage of post-war radios will be bought from... 
Radio Appliance Stores?... Department Stores?... Hardware 
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F YOU COULD KNOW what your snare of your community's post- 
wat radio business is likely to be—think how such information could guide 
cturer’s ou i determining how large a stock to carry, in assigning floor space 
Muske- [fo your radio department, in all your post-war planning! 
oration ff Majestic has this information! Market studies recently completed by 
od fajestic reveal how buying preferences are split up among major types 
‘red L, (gttadio outlets—and how these preferences vary in different income groups 
.. in different-size cities . . . in different sections of the country. 
Majestic’s entire Controlled Distribution Plan, with all it promises 
Majestic Dealers in protected profits and favorable trade-in positions, is 
d on authentic information like this. 
vet Dealers who handle the Majestic line are going to benefit tremendously 
sipment. ftom Majestic’s knowledge of the radio market and from the unique 
r value, Pprofit-protecting plan based on this knowledge. Would you like to share 


h J i a these benefits? Write today and see for yourself why— 


MAJESTIC MEANS BUSINESS... AND LOTS OF IT! 
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TNAJESTIC RADIO & TELEVISION CORPORATION CHICAGO 32, ILL. 
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FUEL SAVINGS 


and Temperature Controls 


THE @ 3-PIECE. 
j REGULATOR SET. 


MODERN WALL THERMOSTAT 


Modernistically designed, the A-P Thermostat controls room 
temperature within 1° variation above or below setting. 
All operating parts in special composition base, easily 
mounted on wall without disfiguring — needs only 1/,” 
hole for cable. Accurately calibrated thermometer in cover. 
Needs only convenient manual setting for steady heat control. 


{ip} LIMIT CONTROL 


Important in preventing overheating and conse- 
quent fuel waste, this limit control stops built-up 
furnace heat from causing room temperature to 
coast way above thermostat setting. Convenient 
dial can be set according to season and outdoor 
temperature. 


~ DAMPER REGULATOR 


Compact and sturdy, A-P Damper Regulator 
Motor has exceptional lifting power. Gear and 
pinions of high grade steel — all electrical con- 
nection carefully soldered — corrosion-resistant 
for basement use. Built for long service. Motor 
requires no attention except to oil once a year. 


Exclusive Relatching Feature. Special spring latch knob is provided on each 
of the two arms of the A-P Damper Regulator, permitting dropping of arms 
for closing the draft and check when stoking fire. Arms automatically relatch 
at the next motor operation. An important safety feature. 


Write For Details 


AUTOMATIC PRODUC COMPANY 


2400 North Thirty-Second Street . Milwaukee 10, Wisconsin 


DEPENDABLE 
CONTROLS 


FOR HEATING AIR CONDITIONING 


REFRIGERATION 
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ARNOLD KREB'S NEW STORE—Approximately 2000 people attended the opening 
of Arnold's Appliance Store, 138 High St., Hamilton, O., to retail post-war a complete 
line of G-E appliances. Three new G-E automatic irons were given away. A com- 
pletely equipped service department is one of the features. 


NEW BUSINESSES 


Enrtetp, N. C.—A certificate of in- 
corporation has been issued to Burch- 
ett Bros. Inc., of Enfield, to deal in 
electrical equipment. Authorized cap- 
ital stock $10,000, subscribed stock 
$4,000 by W. B. Burchett, J. L. Burch- 
ett and E. B. Branch, all of Enfield. 


Witmincton, N. C.—Blake Bros., 520 
Castle St., are announcing their ap- 
pointment as dealers in Westinghouse 
commercial and household refrigera- 
tors and appliances. They are equipped 
to give expert service on any West- 
inghouse product. 


MuskKecon, Micu.— Manufacturers’ 
Sales Co., Muskegon, Mich., received 
a charter recently from the Secretary 
of State to deal in electrical appli- 
ances, radios, etc., authorized capital 
stock $50,000. 


PortLanp, Ore—M. M. Curtis, en- 
gaged in home appliance field since 
1925, announces the formation of his 
own company—Electric & Household 
Distributing Co., 1233 N. W. 12th 
Ave. He has been named exclusive 
distributor of Bendix radios for Ore- 
gon, southwest Washington and two 
northern California counties. Other 
lines of appliances will also be handled. 


PortLanpD, Ore.—The Davis Electric 
Co., 1024 W. Washington St., opened 
recently with a full line of electric fix- 
tures and repair parts. 


Provipence, R. I—A new concern, 
Valley Radio Co., Inc., was recently 
organized to deal in radio and elec- 
trical equipment and appliances. Its 
incorporators are Maurice Robinson, 
Charles M. Robinson and Joseph E. 


Adelson. 


Warwick, R. L—Earl Cooney of New 
England Realty Co., owner of War- 
wick Coal Co., purchased land on Post 
Road. After the war he plans to ex- 
pand his refrigerator, oil stove and 
electrical appliance line and erect a 
modern showroom with an adjoining 
parking lot. 


Nasuvitte, Tenn. The Electric Co., 
has opened Branch No. 2, at 12 Ar- 
cade, with a line of appliances. R. R. 
Townes also operates the Electric Co. 


MARCH, 


in the Warner Bldg., and General Ap- 
pliance Co. at Third and Church. 


KNOXVILLE, TENN. A new- furniture 
store, Siler & Co., Elizabethton, Tenn. 
has opened as a branch of the store 
at Johnson City, Tenn. They plan to 
sell electrical appliances including 
television sets. Truett Siler is the 
owner. B. F. Siler, manager. 


Houston, Tex.—Incorporation of 
Moore Bros. Electric Co., Houston, a 
merchandising concern, has been an- 
nounced. Capital stock, $60,000; incor- 
porators, R. F. Lusk, W. B. Moore 
and T. G. Whitener. 


Ocpen, — Harold Johnson, 
former lineman with the Utah Power 
& Light Co., has opened a motor re- 
pair business in Ogden with his 
brother Elmer Johnson. The firm, 
which will be known as the Johnson 
Electric Service Co. is now engaged 
solely in the repair of motors and small 
appliances. 


ALEXANDRIA, VA.—The Hudson Sup- 
ply & Equipment Co. are opening ap- 
pliance stores in Alexandria and 
Arlington. 


Ricumonp, Va.—Harry Price of Nor- 
folk, has opened a branch (Prices, 
Inc.) in Richmond. 


PuttMAN, WasuH.—Glover’s Hard- 
ware Store is now under new manage- 
ment of James Seeley and Associates, 
and they have added a new electrical 
department. 


PuttmMAan, Wasu.— Pratt’s Electric 
Shop has opened at 721 S. Grand, fea- 
turing repairs and service on electric 
ranges. 


SeatrLe, WasH.—Modern Refrigera- 
tion, Inc., $25,000, has been incorpo- 
rated by Joseph Parutta, 7014 16th 
N.W. Seattle; Richard H. Lord, 11815 
31st Place, N.E.; A. H. Kellogg, 1532 
Boylston, Seattle. Electric refrigera- 
tion, fixtures and equipment are to be 
handled. 


Tacoma, Wasu. — Electric Service 

1125 Tacoma have opened 
with a full line of electrical supplies. 
features lights, fixtures and water 
heaters. 


Tacoma, Wass. — Gleason Electric 
Co., are now located at 937 Commerce 
St., with complete electrical supplies, 
accessories and service. 
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SPECIFICATIONS 


“At last a postwar cleaner that takes drudgery out of daily cleaning. 
The Electrikbroom is 6 ¥2 pounds of streamlined efficiency. It com- 
bines the convenience of a carpet sweeper with the thorough 
cleaning power and durability of a fine vacuum cleaner. 
No excess bulk, weight or unsanitary dirt bag. Promotes 
every day use because it’s easy to operate, easy to 
carry, easy to store away, and has easy dirt 
disposal. Note the exclusive Electrikbroom 
features that overcome housewives’ objec- 


tions to present day vacuum cleaners. 


DEALER INQUIRIES 
INVITED 


in a minute) 


empties like an ash tray) 
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THE FIRST VACUUM CLEANER 
THE 


EXCLUSIVE FEATURES 


that will make easy postwar sales 


LIGHT IN WEIGHT (1 /3 of the average vacuum cleaner) 


EASY TO OPERATE (maneuverable around and under 
furniture—rolls on self-adjusting wheels) 


CONCENTRATED SUCTION POWER (draws all the dirt up 


PORTABLE AS A BROOM (a child can carry it upstairs) 
USES SMALL STORAGE SPACE (hangs on a hook) 
NO UNSANITARY BAG TO EMPTY (removable cup 


BE THE FIRST to feature the Electrikbroom. We are now accepting orders for postwar delivery. Initial produc- 
tion will be short of demand and will call for allocation on an equitable basis. Send in at once for full details. 


AE ' ( | N A REGINA CAN OPENER SMOOTHCUT MODEL + REGINA ELECTRIC FLOOR POLISHER - REGINA VACUUM CLEANER 
THE 


CORPORATION - RAHWAY, NEW JERSEY 
Fine Products for the Home Since 1892 
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Standard Blowers 


Forced Air 
Circulating Heaters 


ing and ventilating equipment — whatever 
is needed for virtually all residential, com- 
mercial or industrial buildings. Complete 
catalogs and illustrated folders on this out- 


standing line will be sent on request. 


TILI 


Formerly Utility Fan Corporation 


4851 S. Alameda St., Los Angeles 11, Calif. 


Of A COMPLETE LINE 


Utility Appliances include cooling, heat- 


Propeller Fans 


NEW POSITIONS OF THE MONTH 


General Electric Co. 


Philip D. Reed, who until recently 
was chief of the American Mission for 
Economic Affairs in London with rank 
of minister, was re-elected a director 
and chairman of the board of the Gen- 
eral Electric Co., a position from which 
he resigned in January of 1943, and in 
addition was elected chairman of the 
board of the International General 
Electric, a position formerly held by 
Gerard Swope. 


PHILIP D. REED 


In 1941 Mr. Reed became senior 
consultant to the Priorities Division 
of the Office of Production Manage- 
ment, which later became the War 
Production Board. He became chief 
of the Bureau of Industries in the War 
Production Board, and subsequently 
was appointed to serve on the Mission 
of Economic Affairs. He succeeded W. 
Averill Harriman as chief of that or- 
ganization. 

After practicing law in New York 
City, Mr. Reed entered the employ of 
General Electric in 1926. In Decem- 
ber of 1937, he became assistant to 
the president of the company and 
two years later was elected chairman 
of the board. 

Mr. Swope and Owen D. Young re- 
signed as directors of the Interna- 
tional General Electric Company last 
week. They had resigned from the 
General Electric board on Jan. 1, 
1945. 


Jennings In Nev Job 


Lawrence Jennings, regional super- 
visor of G-E appliance sales to cen- 
tral stations since 1938, has been 
named assistant to E. O. Shreve, vice 
president of General Electric in charge 
of customer relations. 


LAWRENCE JENNINGS 


Mr. Jennings joined General Elec- 
tric in 1935, and previously had acted 
as the company’s specialty appliance 
representative in Philadelphia. Before 
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joining General Electric he was com- 
mercial and merchandise manager of 
the Eastern Shore Public Service Co., 
Salisbury, Md., and the Virginia Pub- 
lic Service Co., Alexandria, Va. 


Cordiner Vice-President 


Ralph J. Cordiner has been elected 
vice-president and assistant to the 
president of the General Electric Co. 
with general administrative duties as 
designated by the president, it has 
been announced by Charles E, Wilson, 


RALPH J. CORDINER 


tresident. Mr. Cordiner has been as- 
sistant to the president for the past 18 
months, since his resignation as vice 
chairman of the War Production 
Board. 

A former member of the G-E Appli- 
ance and Merchandise Dept. Mr. Cord- 
iner has been continuously connected 
with the electrical industry since his 
undergraduate days at Whitman Col- 
lege in Walla Walla, Wash., when he 
was employed part time as an elec- 
trical appliance salesman by the Pa- 
cific Power and Light Co. After his 
graduation in 1922 he was commer- 
cial manager of a division of that com- 
pany, but within a year became con- 
nected with the Edison General Elec- 
tric Appliance Co. (Hotpoint), serv- 
ing successively as Northwest man- 
ager in Portland and Pacific Coast 
Division manager in San Francisco. 

In 1932, when the heating device 
activities of Edison G-E Appliance 
were transferred from Chicago and 
consolidated with General Electric’s 
Merchandise Dept. at Bridgeport, Mr. 
Cordiner was moved as manager. Two 
years later he became assistant man- 
ager of appliance sales for G-E and in 
1935 manager of the Radio Division. 
Subsequently, he became assistant 
manager of the Appliance and Mer- 
chandise Dept., and in 1938 was ap- 
pointed manager, succeeding in that 
position Mr. Wilson, now president of 
the company. Mr. Cordiner resigned 
from G-E in August 1939 to become 
president of Schick, Inc., of Stamford, 
Conn., but left in December 1942, when 
he entered government service as di- 
rector general of war production sched- 
uling and vice chairman of the War 
Production Board. 


General Electric Radio 


Howard K. Smith, formerly in the 
Federal and Marine Divisions of the 
Apparatus Department, has been ap- 
pointed assistant to A. A. Brandt, gen- 
eral sales manager, Electronic De- 
partment, General Electric 
Bridgeport, Conn. 

Mr. Smith will assist in the admin- 
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First is the business of Victory+.+ im tomorrow’s markets— Sentinel 


oe . then, as war demands relax, we continues to advertise ‘nationally 
will be free to announce postwar «.. Magazines of large circulation... 
7 plans, now in preparation...and Radio on nation-wide programs. 
on : to reveal to you topnotch Sentinel You can depend on SENTINEL 
an- designs that*are ready for produce for quick deliveries (matched 


tion when V-Day arrives. by ready consumer acceptance) 


To establish and hold a sales... a sound, constructive plan 


"nat a beachhead for its army of dealers for sure profits for you k& Fe 
me 
rd, 
en 
d- 
ar 
RA D o 
QUALITY RADIO SINCE 19290 
PORATION, 2020 Ridge Avenue, Minois 
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NATIONAL APPLIANCE FIVE- 


60 experts from coast to coast will pass 
every product..These ‘quality jury 
members are practical, experienced 
-men who have themselves bought, 
sold, handled and serviced tens of mil-_ 
lions of dollars’ worth of home appli-— 
ances. They know how to judge the best. 


4. 


A POSTWAR HOUSEHOLD WORD 
ONE BRAND - ONE DISTRIBUTOR SC 
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MOST COMPLETE LINE APPLI- 
ANCES EVER OFFERED DEALERS — 


ir Conditioning Units, Heaters, Refrig 
-erators, Toasters, Ranges, Cleaners, 
‘Clocks, Kitchen Cabinets, Percolators, 
ffee Makers, Home Freezers, Wash- _ 
ers, Radio and Television Sets, Ironing 
Boards and Machines, Steam Irons, etc. 


a 


eMONITOR oe BEST FOR BETTER LIVING 


MONITOR EQUIPMENT CORP. 


RSOURCE QNE LOYALTY 
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torture chamber 
proves their strength! 


PAGE 


@ There is no doubt when you use Wirebounds—you know . 
in advance that the box or crate designed to carry your 
product is exactly right! Why? Because its strength 

is pre-tested on numerous scientific laboratory machines. 
These devices simulate stresses, strains, shocks, 
impacts, and overloads far in excess of those encountered 
in actual shipment and warehousing. 


If your post-war products are through the design stage, 
come to Wirebound for the shipping container which 


will give you an added “safety-factor”! 


Remember, the broad technical. ability and 
modern testing facilities behind 


Wirebound are at your disposal 

... without cost or without obligation! 
Simply write Wirebound Box 
Manufacturers Association., Room 
1826, Borland Bldg., Chicago 3, IIl. 


@ how to reduce 
shipping charges 
with a Wirebound 
that safely elimi- 
nates excessive 


weight! 


@ save 50% or more 
time in 
and closing! 


Send today for your free copy of 
this 24-page book, “YOUR 
PRODUCT. ..How to ship it safely, 
and at lower cost.’’ Here are a few 
of the important points covered... 


@gain greater 
strength, eliminat- 
ing costly loss and 
damage claims! 

@save valuable 


space in your ship- 
ping department! 


POSITIONS 


— 


istration of the dewttment’s is, “iét 
offices throughout the United States 
and will be responsible for coordi at- 
ing statistics on sales performance «nd 


HOWARD K. SMITH 


market research activities. He has 
been with General Electric for the last 
19 years. 


Fowler and Willard Apointed 


Roy N. Fowler and T. B. Willard 
have been appointed to new positions 
in the General Electric Co.’s Elec- 
tronics Department, Mr, Brandt, 
announced. 

Mr. Fowler has been made South- 
eastern district manager of the depart- 
ment, with headquarters in Atlanta, 
Ga. He replaces Claude Hendon, re- 
cently made manager of sales of the 
G. E. Tube Division, with headquart- 
ers at Schenectady. Mr. Fowler 
formerly was electronics district man- 
ager in Dallas. 

Mr. Willard has been made South- 
western district manager of the de- 
partment, with headquarters in Dallas, 
Tex. He formerly was a district repre- 
sentative for the department at 
Atlanta. 


G. E. Ken-Rad Division 


J. M. Lang has been appointed 
assistant manager of the Ken-Rad Di- 
vision of the General Electric Co.’s 
Electronics Department, it was also 
announced by Carl J. Hollatz, division 
manager, Lang, formerly ac- 
countant of the G. E. Tube Division, 
Schenectady, will have his new head- 
quarters at° the Ken-Rad Owensboro, 
Ky., plant. 

L. R. O'Brien and RoW. Metzues, 

er executives in the Ken-Rad 
Tube‘and Lamp Corp., have been ap- 
pointed sales managers in the Tube 
Division @f General. Electric. 


New Distric# Managers 


Four néw district managers for the 
Electronits Dept. haye been announced 
by A.“A. Brandt, general sales man- 
ager of the department. 

They are R. L. o! 
the New England District with head- 
quarters at Boston; T. B. Jacocks 
manager of the Atlantic District with 
headquarters at Philadelphia; H. J. 
Mandernach, manager of the New York 
District. with headquarters in New 
York City; and R. J. Meigs, manager 
of the West Central District with 
headquarters in Kansas City, Mo. 


MARCH, 1945— ELECTRICAL MERCHANDISING 


ELECT 


Set 
| 
: 
| 
| 
| 
| 
| | 
| 
| | 
3 | 
| 
| 
| 
| | 
| 
BOXES & CRATES | 


“itt 


| Statey 
ordi: at- 
nce and 


He has 
the last 


inted 


Willard 
positions 
Elec- 

Brandt, 


e South- 
e depart- 
Atlanta, 
ndon, re- 
of the 
sadquart- 

Fowler 
rict man- 


le South- 

the de- 
n Dallas, 
ict repre- 
ment at 


appointed 
-Rad Di- 
tric Co.'s 
was also 
division 
nerly ac- 
Division, 
ew head- 
wenshboro, 


Metzuei, 
Ken-Rad 
been ap- 
the Tube 


ers 


rs for the 
announced 


0! 
vith head- 
Jacocks 
strict with 
ia; H. J 
New York 

in New 
manager 
trict with 
, Mo. 


DISING 


ELECTRICAL 


Through READING came Victory 


far 


"Gentlemen, this is 
\ no humbug!” 
Intheam- 
phitheater of 
the Massachu- 
setts General Hos- 
pital,almost a hundred years ago, a dis- 
tinguished surgeon raised his head and 
addressed the close-packed audience 
of doctors and medical students who 
had gathered to see the first public 
demonstration of painless surgery.’ 

It was a frankly skeptical audience. 
For up until that time every man, 
woman or child who had to have an 
operation had suffered untold agonies. 
Usually they were held down on the table 
by four strong men. 

But now the skeptics were con- 
vinced. They had seen a painless opera- 
tion successfully performed. 

This epoch-making, new departure 
in surgery was made possible by the 
work of an obscure Boston dentist— 
Dr. William T. G. Morton. Morton 
had long dreamed of the abolition of 
pain. He had studied night and day, 
read everything he could obtain. 


Finally, in Pereira’s “Elements of 


Materia Medica,” he read that ether 
fumes, when strongly inhaled, resulted 
in stupefaction. Apprehensively, but 
without hesitation, he tried it on him- 
self... and lived! 

Thus, from the rich soil of reading, 
grew “America’s most important con- 
tribution to medicine.” Mankind’s long 
and tragic battle against pain at last 
was won. 


Reading at Its Varied Best 


To William Morton, as to many another 
unknown man, reading supplied that 
knowledge which is the wellspring of 
achievement. 

Reading isthe richest, most fertile source 
of knowledge. For only through the un- 
hurried eye of the reader can ideas and in- 
formation be absorbed fully, in detail. 

When you read, you can set your own 
pace... go fast or slow ... turn back and 


in the CONQUEST of PAIN 


read again... start and stop as you please, 
Reading is not yours for a scheduled in- 
stant only. It is yours for all time. 

In The American Weekly, you will find 
reading at its vivid, most varied best. All 
the color and stir of life are within these 
pages ... tragedy and triumph .. . heart- 
break and laughter . . . the march of medi- 
cine and science... the power and beauty 
of art, literature, religion. 

So clear, accurate and authoritative are 
the articles in The American Weekly, that 
they are used widely in the classrooms of 
schools and colleges throughout the 
United States! 

The American Weekly, distributed 
through a group of great Sunday news- 
papers, is read regularly in more than 
8,000,000 homes from coast to coast... 
Can anyone doubt that the manufacturer who 
associctes his product with such an infivence is 
tying in with the most powerful known force 
in advertising? 


“The Nation’s Reading Habit” 
MAIN OFFice: 959 EIGHTH AVENUE, NEW York 19, N. ¥. 


MERCHANDISING—MARCH, 1945" 


- 
__ 
Dr. William T. G. Morton administering ether in first public demonstration. e 
> 
Greatest 
Circulation 
in the World Py 
PAGE 163 


Not four, but FIVE MAJOR APPLIANCES! 


Refrigerators, washers, vacuum cleaners and 
ranges—and now sewing machines. That’s your 


postwar lineup on the “majors”. Want proof? 
Here it is! 


Ist IN ACCEPTANCE. More homes have sew- 
ing machines than any other appliance — 
23,400,000 of them! 


4TH IN SALES. Ahead of ranges, right on the 


heels of vacuum cleaners in prewar sales volume. 


4TH IN DEMAND. A $255,300,000 pent-up 
market for sewing machines, according to the 


WPB Study. 


GET IN NOW...THE STAGE IS SET! 


Domestic sewing machines are designed, built, 
planned and promoted exclusively for you 
appliance retailers. A compact line of first qual- 
ity, fast-moving models, beautifully designed 
...and backed by a complete, planned pro- 
gram of sales training, national and local adver- 
tising, and merchandising aids — everything 


you need to cash in on sewing machines as one 
of the big five, big ticket appliances in the 
postwar market. 


GET IN TOUCH WITH YOUR DISTRIBUTOR NOW ...OR WRITE DIRECT 


; Domestic SEWING MACHINE CO., INC. 
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NEW POSITIONS OF THE MONTH 


Frigidaire Div. 
General Motors Corp. 


Lee A. Clark, assistant general sales 
manager, Frigidaire Div., General 
Motors Corp., Dayton, O., has an- 
nounced the appointment of James F. 
Pedder as advertising manager; and 
Ellsworth Gilbert, sales promotion 
manager of the Frigidaire Div. of 
General Motors, effective immediately. 

In making this announcement, Mr. 
Clark pointed out that these appoint- 
ments go hand in hand with a realign- 
ment of functions, whereby all adver- 
tising, display, publicity, promotional 
and training activities for all Frigidare 
appliance, commercial refrigeration 


JAMES F. PEDDER 


and air conditioning products, for- 
merly the responsibility of four dif- 
ferent departments, now will be cen- 
tered in two newly created depart- 
ments—the advertising department and 
the sales promotion department, under 
the direction of Mr. Pedder and Mr. 
Gilbert respectively. With this type of 
organization, all “customer influence” 
functions for all Frigidaire products 
are the responsibility of the Advertising 
Department. Likewise, all activities 
designed to inform, train and stimu- 
late the Selling Organization are the 
responsibility of the Sales Promotion 
Department. 


ELLSWORTH GILBERT 


J. F. Pedder, held the prewar posi- 
tion of assistant advertising manager, 
and more recently advertising and pro- 
motion manager of the Frigidaire Ap- 
pliance Div. Mr. Pedder has been 
with Frigidaire in various advertising 
capacities for more than 17 years. 

Ellsworth Gilbert, was formerly 
sales training manager of the com- 
pany’s Appliance Division. He has 
been associated with Frigidaire for 
over 15 years. During this period, he 


MARCH, 


has been director of conventions, and 
prior to becoming sales training man- 
ager, was a zone manager for eight 
years. 

Mr. Clark also announced that T. 
W. Markham, formerly advertising 
and promotion manager of Frigidaire’s 
Commercial Div., had left Frigidaire 
to establish a Frigidaire dealership in 
Los Angeles. 


American Central Mfg. Corp. 


The appointment of C. Fred Hast- 
ings as general sales manager of the 


C. FRED HASTINGS 


American Central Mfg. Corp. is an- 
nounced by Saunders P. Jones, presi- 
dent of the Connersville, Ind., firm. 
Byron C. Wagner succeeds to Hast- 
ings’ former position as assistant gen- 
eral sales manager. 


Joined Company in 1934 


A native of Muncie, Indiana, Hast- 
ings joined American Central and be- 
came a member of the sales depart- 
ment when in 1934 the company began 
the manufacture of its first steel sinks 
and cabinets. In 1937 he was ap- 


BYRON C. WAGNER 


pointed sales manager of the com- 
pany’s Pak Age Car division and in 
1941 was made assistant general sales 
manager of all company sales. 
Wagner comes to American Central 
from the General Electric Co. Bridge- 
port, Conn., with which he has been 
associated for 13 years. A member of 
G-E’s sales department for the past 
ten years, Wagner was connected wit! 
the merchandising of dishwashers, 
kitchen cabinets and disposal units. 
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WOMEN ARE | 


Women use electrical app! iances every day, look 


All over America... 


, Hast-  t@ you for service and clecirical needs, Several 

and be- times 4,000,000\0f then: read the Journal, live ia Customers COME IN 
st typical American communines like yours. And when the Journal comes out 
1 sinks these women ere your bes: customers, Recent 

as ap- 


surveys throughout the country give you a clue 
to what it’s like NOW in your community. 


Stores that concentrate on over-the- 
counter sales give you a clue to what 
store traffic will mean to you and your 


GRAND RAPIDE, MICH. .... popatetion 164,200 
The Briggs Blectric Co. is busy keeping slectrical 
appliances im working order. 102 worsen customers 


business after the war: 


IN A DEPARTMENT STORE IN MIAMI, FLA. 


of the women shoppers said 
a 0 they read the Journal. 
: ' ‘ ‘sai THEY READ THE JOURNAL IN A DRUG STORE IN KALAMAZOO, MICH. 
i of the women shoppers said 
AUBURN, Y................ population 38,700 48% they read the Jounal. 
Most homies served by the O’Donnell Blectric Co. are 
CADIES HOME 
ff _ SAID THEY READ THE JOURNAL 
e com- Largest audited circulation of ANY magazine 
and in 
al sales * SAVE WASTE PAPER — BUNDLE IT PROPERLY AND SEND IT TO WAR 
Central 
Bridge- 
as been ° 
mber of 
he past 
ed with 
vashers, 
nits. 
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WIDE-AREA, LOW-TEMPERATURE HEATING, 

THE SECRET OF CLARK'S LONG, TROUBLE- 

FREE SERVICE HAS STOOD THE TEST OF 
TIME AND TOUGH SERVICE 


Simulated life tests are standard pro- 
cedure in every testing laboratory, but 
the test that couffts is actual service. 
Clark heaters that have given fifteen to 
twenty years service, often in unusually 
tough water conditions, are relatively 
common. Many are still in use with an 
expectancy of many years longer life. 


GENTLE HEAT MEANS LONG LIFE 


The secret of Clark’s long, trouble-free 
service is *“*gentle heat’’—heat applied in 
a broad band at a temperature only 
slightly higher than that desired in the 
water. That this wide-area, low-temper- 
ature method of heat application, pio- 
neered by Clark, eliminates the destruc- 
tive effects of liming, corrosion and 
oxidation, is proved by long service in 
areas where other types of heaters have 
failed in a few months. 

A CLARK FRANCHISE FOR YOUR 

TERRITORY MAY STILL BE OPEN. 


McGRAW ELECTRIC COMPANY 
CLARK WATER HEATER DIVISION 
5201 West 65th Street + Chicago 38, Illinois 


CLARK 
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Electric 


A TOASTMASTER PRODUCT 


18 YEARS OF SERVICE 


Mr. G. E. 
more, N. Y. has this to say 
of his old Clark Heater: 


“This heater has been in 
constant use in my home | 
for something better HA 

18 years, in fact, we capi 
nearer 20 years, a wate th 


time the upkeep x 


practically nothing 


* 


BUY YOUR SHARE IN 
TOMORROW'S PEACE AND 
PROSPERITY—WAR BONDS 


* 


WATER HEATERS 


| 


Aldrich of Fill- | 


NEW POSITIONS OF THE MONTH 
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Philco Corp. 


Edward F. Theis, who until 1942 
was closely associated with the com- 
@tay’s Refrigerator Division, has 
been‘elected vice president in charge 
of Reffigerator Production for Philco 
Corp., it was announced recently 
by John Ballantyne, president. Mr. 


Theis will assume his new duties on 
Ist, according to Mr. 


February 


Bal- 


Jensen Radio Mfg. Co. 


After 17 years service, Thos. A. 
White has been made president and 
general manager of Jensen Radio Mfg. 
Co., 6601 So. Laramie Ave., Chicago, 
Ill. Tom White joined Jensen in 1928 
in the capacity of sales manager after 
acquiring an interest in the company. 
He was made vice-president in charge 
of sales and advertising in 1940. 


EDWARD F. THEIS 


lantyne, with a view to aiding the im- 
portant research and development 
Work ior the war production program 
that has been undertaken by the Re- 
frigerator Division. Since leaving 
Phileo in 1942, Mr. Theis has been 
connected with the Curtiss-Wright 
Corp. as manager of its Indianapolis 
Propeller plant. 


Proctor Electric Co. 


Robert M. Oliver, vice-president and 
general sales manager of the Proctor 
Electric Company announces the ap- 
pointment of James I. Arnett as service 
manager. 

Ms. Arnett comes to Proctor from 
the General 


JAMES |. ARNETT 


served for eight years as service man- 
ager of the Home Laundry Equipment 
Department. 


Lawson Appointed 


The appointment of William Lawson 
to the position of production coordi- 
nator was also announced recently by 
Mr. Oliver. 

Mr. Lawson joined Proctor in 
November, 1933, as salesman in the 
Philadelphia area. He was district 
manager of the South Eastern division 
with headquarters in Atlanta, Georgia, 


for 2 years. 
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THOS. A. WHITE 


In his newest capacity, Mr. White 
assumes entire direction of the com- 
pany which is now devoted to the 
manufacture of loud speakers and 
sound reproducers for the war effort. 
He replaces W. E. Maxon who retired 
at his own request. 


Horton Mfg. Co. 


Horton Mfg. Co., Fort Wayne, Ind., 
announces that E. Hoy McConnell, 
formerly sales manager of Pollack 


Bros. Co., has joined the Horton or- 
ganization in the capacity of sales pro- 
motion manager. 

Mr. 


McConnell will have complete 


E. H. McCONNELL 


charge of sales promotion with both 
distributors and dealers and will di- 
rect the editing of the Horton house 
organ, The Horton Pioneer. In addi- 
tion, he will have charge of sales train- 
ing activities. 


Kelvinator Corp. 


Announcement has been made re- 
cently of the election to the presidency 
of Kelvinator of Canada Limited of 
C. W. Hadden who, for the past nine 
years has been serving the company as 
vice-president and general manager. 
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Have you ever stopped to think what this 
world would be like without women or— 
just as fantastic—without men? The two 
sexes are both a biological and a business 
necessity. No advertiser realizes this more 
than National Carbon Co. That’s why 
you'll find “Eveready” Dated Batteries advertised in The 
American Magazine. It’s edited with dual sex appeal . . . edited 
to double-expose Eveready’s “Lighter Moments” campaign to 
millions of women, millions of men . .. multimillions of aspi- 


rational Americans who buy The American Magazine on the 
newsstands, subscribe, or beg, borrow, or steal somebody else’s 


copy. Of equal interest is the fact that these middle millions The Happy Medium to 
_ still make 60 per cent of the nation’s purchases, after savings America’s Middle Millions 
and taxes. 
THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
lency 
d of 
mine 
ly as 
ager. 
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Adding the 
EXTRA 


Here's a tie-in to help you build greater 
sales volume — roomy utility wall cabinets 
and worktables designed to harmonize per- 
fectly with Paragon’s deluxe wood undersink 
cabinets. Both pieces carefully constructed 
with fine custom details. For easier selling, and 
more of it, don’t miss up on featuring this 
matching kitchen equipment. Prompt deliver- 
ies on both items. 


Paragon 


HANDY 
KNIFE 
RACK 


Now added as a 


result of a con- 


sumer demand, at 


no extra cost. Con- 


structed of wood 
frame with easily 
removed glase cas- 
ing. Prevents cut 
fingers, keeps 
knives handy and 


drawers neat. 
Space for 6 
knives. 


Wire, Write, or Call for Complete Catalogue 


Paragon Utilities Corp. 
50 Van Dam St., Brooklyn 22, N. Y. 


PERMANENT DISPLAYS 


FURNITURE 


CHICAGO FURNITURE 
EXCH. SPACE 16/3 


SAN FRANCISCO 
MART SPACE 1545 


FURNITURE EXCH. SPACE 538 
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NEW POSITIONS OF THE MONTH | 


Galvin Mfg. Corp. 


Walter H. Stellner, vice-president 
of the Galvin Mfg. (Motorola Radio), 
Chicago, announces the appointments 
of Wm. E. Cairnes as chief engineer 
of the Home Radio Division and of 


WM. E. CAIRNES 


Gus Wallin as assistant chief engineer 
of the same division Mr. Cairnes, a 
Galvin veteran of eight years and Mr. 
Wallin, of five years,- will assume 
their new duties at once. 


Davis, Mydlil Appointed 


Elmer H. Wavering, vice president 
of the Galvin Mfg. (Motorola Radio) 
Corp., Chicago announces the ap- 
pointment of Jack Davis as chief en- 
gineer of the Auto Radio Djvision and 
of Gus L. Mydlil, as assistant chief 
engineer. Mr. Davis has been with 
Galvin for over ten years and Mr. 
Mydilil, nine years. 

Under the overall direction of Don 
H. Mitchell, director of engineering, 
the new chief engineer and his assist- 
ant will assume full charge of all en- 
gineering problems in connection with 
the design and production of auto 
radios. 


Sparks-Withington Co. 


Harry G. Sparks, president, The 
Sparks-Withington Co. Jackson, 
Michigan, announces the appointment 
of Edward C. Bonia as general sales 


EDWARD G. BONIA 


manager of the Radio and Appliance 
Division. Mr, Bonia has been with 
Sparks-Withington for about 15 years, 
serving as eastern sales manager since 


1940 


Eureka Vacuum Cleaner Co. 


George E. Wagner has been ap 
pointed to a key sales post, George T 
Stevens, vice president in charge oi 
sales of Eureka Vacuum Cleaner Co 
announced recently. 


GEORGE E. WAGNER 


Before joining Eureka last Aug- 
ust, Wagner was general manager of 
the Economy Engineering & Machine 
Works in Chester, Pa. Prior to that 
he was manager of the vacuum cleaner 
department in the merchandise division 
of the Westinghouse Electric & Mfg. 
Co. where he served for seven years. 


The Silex Co, 


Robert L. Stephenson, formerly with 
Sweet’s Catalogue Service, has joined 
The Silex Co. of Hartford, Conn., as 
advertising manager. In this capacity 
Mr. Stephenson will have complete 
charge of advertising and sales pro- 
motion activities. 

Mr. Stephenson previously handled 
merchandising and research for The 
New York Daily News, was in the ad- 
vertising department of The New 
York Times and of Time Magazine ; 
and was a member of the firm of Hol- 
ens & Stephenson, publishers’ represen- 
tative. 


Silex Co. 


J. H. Townsend, former assistant to 
the general sales manager of the Silex 
Co., home appliance manufacturers, 
Hartford, Conn., has been named as- 
sistant sales manager. 


Hill-Shaw Co. 


Milton Grey, general sales manager 
of the Hill-Shaw Co. recently an- 
nounced an expansion of the Chicago 
staff to include Curtis L. Peterson as 
advertising director of the domestic 
and commercial lines of “Vaculator” 
coffee makers. Mr. Peterson has been 
with the U. S. Army, Corps of Engi 
neers and for several years befor: 
army service, was the director of ad- 
vertising for the Edward Katzinge: 
Co., of Chicago. 

Another change in the staff of the 
organization at the Chicago plant is 
the promotion of Jon Zitz to Centra! 
District sales manager. Mr. Zitz 
formerly directed the advertising and 
promotion programs of the company. 
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YESTERDAY—Emerson Radio gained 
top position in the field because it 
produced what the public wanted 
—the best radio—in the smallest 
cabinets—at fairest prices. The 
name “Emerson” became identified 
with the “world’s largest maker of 
small radios”. 


Keep in touch with your Emerson Radio distributor. Write for details of 


TODAY—Emerson Radio, understand- 
ing dealers’ problems during the 
war, produced the spectacular 
P.D.Q. Plan. It clinches future 
radio sales today—a perfect exam- 
ple of Emerson Radio's alertness 
in merchandising and planning for 
its dealers. 


the P.D.Q. (Preference Delivery Quota) Plan. 


EMERSON RADIO & PHONOGRAPH CORPORATION, NEW YORK Il, N.Y. 


Great Engineering Ideas In Small Packages... Compact, Efficient, Fine 
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Build your future with the biggest name in small radios 


TOMORROW — Emerson Radio's cre- 
ative engineering and technical 
research will deliver startling post- 
war radio and television receivers 
...among them the Emerson Tele- 
vision projection set—assuring 
dealers and consumers the promise 
of “a theatre in every home”, 


— 


For Outstanding Accomplishments. 
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All the answers for those who hope to 
buy a Juice-O-Mat one of these days 


America’s FIRST 
Streamlined Juicer 


Gets all the Juice, without 
rind-oil, seeds, or pulp @ Sturdy 
© Easy to operate @ All moving 
parts fully enclosed © Will not 
corrode @ Rust proof @ Easy to 
clean Readily portable Three 
models @ Beautifully styled ¢ Six 
distinctive colors More than a 


million in use. 
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NEW 
POSITIONS 


| Westinghouse Electric Supply Co. 


Robert P. Smith has been ap- 
pointed general farm sales manager of 
the Westinghouse Electric Supply Co., 
with offices in New York, David M. 
Salsbury, vice president and general 
manager, announced recently. 
Smith returned to Westinghouse after 
being on a leave of absence with 
the W.P.B. in Washington. 


ROBERT P. SMITH 


farm market possibilities for appli- 
ances, radio, and electrical apparatus. 
He will also study sales organization 
for dealing with the rural market. In 
1933 Mr. Smith joined the Westing- 
house Supply Co. as manager of the 


| Florida division. Later he became ap- | 
| paratus and supply manager for the | 


| Southeastern District with headquar- 
ters in Atlanta. 


| Matthews Appointed 


Charles R. Matthews, prominent for 
| the past 12 years in the electrical in- 


dustry in the Seattle, Wash., area, has | 


| been named manager of the Northern 
California District of the Westing- 
house Electric Supply Co., headquar- 
tered in San Francisco. Word of Mr. 


CHARLES R. MATTHEWS 


| Matthews’ appointment was received 
from David M. Salsbury, vice-presi- 
dent and general manager of the com- 
| pany. As district manager, Mr. 


| Matthews succeeds E. J. Duggan, who | 


| has resigned. 


Emerson Radio & 
| Phonograph Corp. 
| Ata recent meeting of the directors 
| of the Emerson Radio and Phonograph 
| Corp., Morton E. Ornitz was elected a 
vice-president of the company. Mr. 
Ornitz joined the Emerson in Feb- 
ruary 1943 as controller. 


Mr. | 


As head of this new department, Mr. | 
Smith’s duties will include analysis of | 


BETTER 


REPEAT 


WRITE DIRECT 
FOR FULL COLOR 
ILLUSTRATION OF 


FINISHED IN NATURAL 
WOOD AND TRIMMED 
IN FOUR COLORS—THIS 
DISPLAY ADDS BEAUTY 
TO ALMOST ANY STORE 


= 


WY = 


TAILORED TO FIT 
A $1,000,000,000 MARKET 


To the manufacturers of electric fans, irons, 
toasters, heaters, vacuum cleaners, and other 
electrical appliances, we offer a complete export 
organization. As sole exporters of Admiral Cor- 
poration’s radios, refrigerators, electric ranges 
and home freezers, we have a world-wide dis- 
tributor organization, specialists in the domestic 
appliance field, all set up, functioning efficiently 
and ready for postwar business. That tailor-made 
organization is now available to you. 

Financing—we buy for our own account. 
Documentation—all paper work and other details 
are taken over by us. Servicing—our distributors 
abroad take care of all servicing problems. 

We shall be glad to discuss with you the huge 
post-war market for your products and how our 
organization can establish your products in ex- 
port. 


AD. AURIEMA, INC. 


89 Broad Street New York 4, N. Y. 
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| | MAGNIFICENT DISPLAY and DEAL “45” 
| YOUR WHOLESALER HAS OR CAN GET THIS DEAL FOR YOU 
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POSTWAR PLANNING 


How many new Refrigerators 
will Minnesota buy after the war? 


MINNESOTA POLL* finds huge postwar market potential for electric 
and gas refrigerators among Gopher State’s 735,000 families. 


Wy: 


| 
| 


“~ 


2. 52,900 now own : 4, 8,680 basond to 5. 71,610 intend to 
one, inte to pur- : purchase a rig- to purchase an 
chase another. : erator. 


bin 
1. 217,000 families intend 3. 174,100 do not now 6. 136,710 don’t know whether they'll buy a 
to buy a refrigerator after , own one, but intend to gas or electric model. 
the war. buy one. 


BY MARKETS: BY ECONOMIC LEVELS: 4 
@ In cities 3 in every 10 families intend : e In top economic level 1 in every 4 families intend to of 
- buy. Oe these — 5 re- : buy. Of these, 66% now own a refrigerator. 
rigerator. (Cities— over 2, pop.). : In above avers 
ge group 1 in every 5 families inte 
of to buy. Of these, 50% now own a refrigerator. 
erator. (Towns —less than 2,500 pop.). : © In middle class group 2 in every 7 families intend % 
@ On farms 1 in every 3 families intend ; to buy. Of these, 25% now own a refrigerator. 
to buy. Only a very few now own a re- : @ In lowest economic level 1 in every 3 families intend 3 
frigerator. : to buy. Only a very few own a refrigerator now. | 
; The average age of refrigerators owned by Minnesotans. ma 4 
is almost 7 years. 
t 
newspap Frederick D 
scienti ose thoug of the hu' 
ta Poll, an planning Tyne, sport and the page readers, 4 
i M blic opinion and pos ice features prob light thousands of spo’ Sunday 
weekly pU f many public serv. polis spirit Che faith of many 4 ¢ deed of civic 
id survey, > ard for the Minnea freshen the. ny a Samaritan i 
which build golfer, inspire 
Star-Journal and “What's YOUR Score and wartime wortn. 4 
[i . rts column une 
unique spo al na ri 
lis Star-Journal « : 
eapolis 
% inn ident 
JOHN COWLES Pree 


@Star-Journal (evening) and 
® Tribune (morning)—over 350,000 
@ Sunday Tribune—over 400,000 
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and He knows his vw machines... 


If She Ay. ~~ knows her Cooking... 


2) 


Theyre Sure to see 
Lye to Lye on KirewewAto! 


KitchenAid is unique in perform- 
ance because it’s tops in engineer- 
ing and production—designed in 
every way to do more jobs better. 

In fact, KitchenAid perform- 
ance is patterned on that of its big 
brothers, the bakery mixers also 
built by Hobart, Check the ex- 
clusive Planetary action, finest of 
any mixer’s — feel that unfalter- 


ing flow of full power, enough to 
handle every attachment without 
any “power-booster” — look into 
the handsome design and honest, 
unskimped construction. Only 
KitchenAid turns out results to 
please her in a way to satisfy him. 
Plan now to handle a complete 
line that both will want to buy— 
KitchenAid! 


A Complete Line of Mixers, Attachments and Coffee Mills 


The full KitchenAid line will be available 
again sometime soon — competitively 
priced, advertised forcefully, and offer- 


“a 


ing full profit margins. It will be avail- 
able through regular channels only, so see 


your distributor, or write the factory. 


The Hobart Manufacturing Co., KitchenAid Division *« Troy, Ohio 
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Bendix Radio Div. 
Bendix Aviation Corp. 


Appointment of Earl L. Hadley as 
director of advertising and sales pro- 
motion for the company’s forthcom- 
ing line of AM and FM radios and 
radio-phonograph combinations was 
announced recently by Leonard C. 
Truesdell, general sales manager for 
home radio, Bendix Radio division of 
Bendix Aviation Corp. 


and the New England states. He was 
formerly European manager for A. C., 
Gilbert Co. 

Truesdell also named William R. 
Albright, formerly a district represen- 
tative for Philco, to the post of west- 
ern merchandise manager for Bendix- 
Radio. Mr. Albright formerly was 
sales manager for the distributing 
firms of Harper-Magee in Portland, 
Oregon; and the Charles E. Wells 
Music Co. of Denver, Colorado. 


EARL L. HADLEY 


As advertising and promotion man- 
ager for the Grigsby-Grunow Co., 
Hadley directed advertising and pro- 
motion for Majestic radio. More re- 
cently he was advertising director for 
the Rudolph Wurlitzer Co. and general 
manager of the Chicago industrial de- 
signing firm of Barnes and Reinecke. 
He began his business career with the 
Cable Co. of Chicago. 


Product Manager Appointed 


Truesdell also announced the nam- 
ing of Horace W. Royer, former qual- 
ity control engineer for General Elec- 
tric, as product manager for the Ben- 
dix home radio line. Prior to his 10- 
year service with General Electric, Mr. 
Royer had been associated with Philco 
in factory production activities. 

Jack Gardner, formerly with B. F. 
Goodrich Co., as retail dealer manage- 
mert and merchandising eecutive, has 
been named district manager for the 
Ohio Valley territory, including Cleve- 
land, Pittsburgh, Louisville and Indi- 
anapolis. 


H. H. SILLIMAN 


It was also announced that Claiide 
Leach will be merchandise managerfor 
the eastern territory and will in addi- 
tion handle special assignments in co- 
operation with retail outlets. 


Belmont Radio Corp. 


P. S. Billings, president of the Bel- 
mont Radio Corp., has announced. the ° 
appointment of Lewis E. Dorfman as 
sales representative for the territory 
of New York City, New England ‘and 
New Jersey. Mr. Dorfman represented 
the Admiral Corp. in the same terri- 
tory for the past eight years. 


Raytheon Mfg. Co. 


Henry J. Erath took up his new 
duties as assistant to the director of 
public relations, Colonel Earle W. 
Lancaster, at Raytheon Mfg. Co., 
Waltham, Mass., recently. 

Mr. Erath was for twenty years as- 
sociated with the Edison General Elec- 
tric Appliance Co. in New England, 


JACK GARDNER 


Horace H. Silliman has been made 
district manager of the northeastern 
territory comprising the state of New 
York outside the metropolitan area 


HENRY J. ERATH 


first as a salesman, then as a field 
specialist for kitchen planning. Since 
1941 Mr. Erath has been associated 
with the Raytheon Mfg. Co. 
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Nor Thermador’s Famous Heat 
Fan—it heats in Winter — 
cools in Summer. 
Bel- 
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and 
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"of 
W. 
Co., 
“oe Thermador is no war baby, but a pioneer features. The postwar line will continue to 
- manufacturer of electrical appliances, that keep “seven leagues ahead” while still ad- 
has built a reputation for sound engineer- hering to the sound and the sensible. 
ing, sound manufacturing, and sound mer- Electrical wholesalers interested in an 
chandising. Its products are in use from electrical appliance line, based upon a 
coast to coast, from border to border. quarter of a century of engineering and 
The pre-war line contains many electric ap- manufacturing experience, will find that 
pliance items that offer exclusive selling Thermador offers unusual opportunity. 
Buy More War Bonds 
sti THERMADOR Electrical Manufacturing Co. 


5119 SOUTH RIVERSIDE DRIVE © LOS ANGELES 22, CALIFORNIA 
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ret ready to divulge what this rance of 
be. but this we do know, Kt will combine 
with attractive appearance to offer 


ease and economy of cooking operations. 


For example, Electromaster Model T4l-l jeatures 
thick spun gicss oven insulction, large twin unit oven, 
-femovable crumb tray, and convenience outlet. A 


Compact, attractive range offering full cooking capacity 
minimum floor space, 


Look to Electromaster for maxd- 
: mum safety, efficiency. and con- 
venience. A few territories are siil] 


1809 EAST ATWATER STREET 
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DETROIT 31, MICHIGAN 


Westinghouse Elect. & Mfg. Co. 


Election of Walter E. Benoit as 
vice president. of Westinghouse Radio 
Stations, Inc., has been announced by 
Walter Evans, vice president of the 
Westinghouse Electric & Mfg. Co., 
and head of the broadcasting sub- 
sidiary. 

Mr. Benoit will take over substantial 
executive duties for all Westinghouse 
standard band and shortwave broad- 
casting facilities, Mr. Evans said, 
while continuing as assistant to the 
vice president, Radio and X-Ray 
Divisions. He will maintain head- 
quarters in Baltimore. 


Public Relations 


Andrew D. Palmer has been ap- 
pointed assistant manager of general 
advertising in the Public Relations 
Department, according to an an- 
nouncement made recently by G. Ed- 
ward Pendray, assistant to president 
of the Westinghouse Electric & Mfg. 
Co. In his new position, Mr. Palmer 
will be responsible for all youth ad- 
vertising .programs and will direct 
promotional activities of the Rural 
Electrification Section. 


Lane Appointed 


Appointment of Thomas I. Lane as 
assistant to the Central District man- 
ager of Westinghouse has been an- 
nounced by J. K. B. Hare, vice presi- 
dent. 


Westinghouse Lamp Co. 


Establishment of a New England 
District of the Westinghouse Lamp 
Division’s field organization and ap- 
pointment of George H. MacGilvray 
as district manager has been an- 
nounced, by Russell E. Ebersole, lamp 
sales manager. 

Mr. MacGilvray will continue to 
supervise customer relations in Maine, 
New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecti- 
cut from his former headquarters at 
10 High Street, Boston. He joined 
Westinghouse in 1914 as a member of 
the Lamp Division’s sales staff at Bos- 
ton, becoming manager of the branch 
office there in 1933. He has served in 
that capacity since, except for a two- 
year period as merchandising manager 
for the parent company, also in Boston. 


Westinghouse Radio 


Appointment of R. Don Harris, of 
Chicago, as southwestern district man- 
ager of the Radio Receiver Division, 
Westinghouse Electric and Mfg. Co., 
has been announced by Harold B. Don- 
ley, manager of the Division. 

Mr. Harris, a veteran of 16 years in 
radio merchandising—10 years with 
distributor organizations, and six years 
as factory representative—will main- 
tain headquarters in St. Louis, serving 
a district in which he was located re- 
cently in a similar capacity. His ter- 
ritory will include Missouri, Arkansas, 
Oklahoma, Kansas, Colorado, New 
Mexico, Texas and portions of Illinois 
and Tennessee. 
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Many enterprising dealers will make a bankful 
of money out of television—and have a barrel of 
fun doing it. Right now, alert dealers are awaiting 
DuMont's television blueprints of merchandising 


policy, cost and profit data. 


DuMont has experience . . . gained through 14 
years in the forefront of electronic progress . . . 
gained through the manufacture, distribution and 
servicing of prewar DuMont Television Receivers. 
On April 30, 1939, DuMont advertised the first 
television sets placed on the American Market. 


Today, DuMont national advertising is continu- 


ing to create millions of postwar customers for 


television sets . . . customers who will demand the 
very finest sight-and-sound reception quality — 


obtainable in DuMont-engineered receivers! 


It is important that you plan your television future 
with DuMont and be ready to anticipate your 
peacetime customers’ demand for the sharpest, 
clearest picture reception available. DuMont will 
have the answers ready on time. DuMont quality 


in any style or size of postwar cabinet will be tops! 


Write or telephone . . . Consumer Products Divi- 

sion, Allen B. DuMont Laboratories, Inc., 515 

Madison Ave., New York 22, N. Y. to be listed to 


receive this valuable information as it is released. 


Copyright 1945, Alien 8B. DuMont Laboratories, Inc. 


ALLEN B. DUMONT LABORATORIES, INC.,GENERAL OFFICES & PLANT, 2 MAIN AVE., PASSAIC, N. J. 
TELEVISION STUDIOS AND STATION WABD, 515 MADISON AVENUE, NEW YORK 22, N.Y 
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full line of home 


_ tion, you can’t miss the target. 
There's a laundry unit to fit 
every modern housewife's 


improvements, priced tc 


= 


quiet to o 


(Your Inquiries 
5 Invited 


av 


2% 
CHGIWEERS MANUFACTURERS . DISTRIBUTORS 


st. 
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Admiral Corp. 


L. H. D. Baker, vice-president, ap- 
pliance division, Admiral Corp., Chi- 
cago, announces the appointment of 
Miss Willie Mae Rogers as director 
of home economics. 

Miss Rogers was formerly associated 
with the Union Electric Co. of Mis- 
souri and Illinois as assistant director 
of Home Economics. 


WILLIS MAE ROGERS 


For the present, the Home Eco- 
nomics Department will be located at 
444 Lake Shore Drive, Chicago, and 
eventually will move to the Admiral 
home office at 3800 West Cortland 


Street, Chicago, where facilities are- 


now being constructed to accommodate 
an up-to-date Home Economics De- 
partment, including product testing, 
sales training and demonstrations. 


Barlow & Seelig Mfg. Co. 


Harold M. Robinson has been ap- 
pointed division sales manager for 
Speed Queen’s South Central division, 
according to announcement made by P. 
J. Daniels, general sales manager for 
Barlow & Seelig. Robinson has a 
background of 20 years’ experience in 
the washer field in the Kansas City 
territory. The South Central division 
will include Kansas, Oklahoma, Mis- 
souri, Arkansas, Louisiana, Southern 
Illinois and Texas. Mr. Robinson 
will have his headquarters at 218 
Brush Creek, Kansas City, Mo. 


Owens-Corning Fiberglas Corp. 


Changes in the branch personnel of 
Owens-Corning Fiberglas Corp. are 
announced by W. P. Zimmerman, 
vice-president. 

Ben S. Wright, manager of the 
Fiberglas Fabrics Division in the 
Toledo general offices, has been trans- 
ferred to Cleveland as manager of the 
firm’s branch office. 

Mr. Wright succeeds W. H. Atkin- 
son, who becomes manager of the 
Fiberglas Chicago branch office. Mr. 
Atkinson has been affiliated with the 
Fiberglas since it was formed in 1938. 

Mr. Atkinson succeeds Frank L. 
Myers as Chicago branch manager. 
Mr. Myers has been associated with 
the development and sale of Fiberglas 
products for the past 13 years. Mr. 
Myers will return to the company’s 
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general offices to join the general sales 
organization. 

Another staff change announced re- 
cently is the return to the Toledo gen- 
eral offices of Earl Swain, formerly 
Buffalo branch manager. Mr. Swain 
is associated with G. E. Gregory, vice 
president in charge of commercial de- 
velopment. 


Buffalo Forge Co. 


Buffalo Forge Co. announces the ap- 
pointment of N. R. Johnson to the 
position of factory manager. Mr. 
Johnson has been connected with the 
company for 28 years and for a num- 
ber of years has been general purchas- 
ing agent. 

At the same time the company an- 
nounces the appointment of H. D. 
Hebard to director of purchases. Mr. 
Hebard has been with the company for 
24 years, most of this time in sales 
work. 


Farnsworth Television & 
Radio Corp. 


The appointments of Eustace Vynne 
to the Seattle, Wash., management 
for the West Coast district of the 
Farnsworth Television and Radio 
Corp., and of T. W. Williams to a 
similar post for the southwestern 
territory were announced recently by 
E. H. McCarthy, sales manager of the 
Farnsworth Division. 

Mr. Vynne, according to Mr. Mc- 
Carthy, brings to his new post nine 
years’ distribution experience in the 
northwest United States, where he was 
Pacific northwestern manager for 
Philco in a territory that included 
Washington, Oregon, Montana, north- 
ern Idaho, and Alaska. 

Mr. Williams’ radio distribution ex- 
perience encompasses a period of 17 
years. Since 1932, he has been a 
midwestern district manager for Philco 
and for 5 years prior to that operated 
a radio jobbing business in Chicago. 


NEW CHATTANOOGA LEAGUE 
PRESIDENT—George D. Munger took 
over the gavel recently from Paul Ram- 
sey for the 1944-45 period as president 
of the Electric League of Chattanooga. 
Mr. Munger is chief of the Electrica! 
Development Division of TVA, and wes 
formerly with REA and EHFA. 
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It owned and operated an efficient found 
Heaters, Coal Ranges, Combination Ranges were 
built in many models. 


But all this belongs to the past. Globe American 


ained HeakRanges—so advanced in style, design, 
cogstruction ayd performance and in value—that 
they will be the logical choice of millions of homes . 
where fine cooking equipment is wanted. 

Dutch Oven will be included in the plans of for- 
ward looking dealers and distributors organizing 
for a long profitable future. 


Here’s Why You Should Investigate Dutch Oven Now! 


Every appliance dealer who will pretend to have a complete 
post-war line MUST have a retained-heat gas range. 


2, Dutch Oven offers the ONLY completely automatic retained- 
heat gas range. 


3, Dutch Oven is A.G.A. approved for Natural, Manufactured and 
LPG gases. 


4, Dutch Oven is the ideal range for the urban, suburban and 
rural markets. 


GLOBE AMERICAN CORPORATION 
KOKOMO 


5, New, exciting, exclusive sales stimulating features are the back- 
bone of the Dutch Oven story. 


6, Dutch Oven has consumer acceptance. National advertising has 
continued and will continue to expand the demand for Dutch 
Oven Ranges. 


7 , Until the war put an end to range manufacture, Dutch Oven sales 
were mounting at a pace far faster than the trend of the industry. 


8, The Dutch Oven franchise will be one of the most valuable 
and profitable in the entire industry. 


as 
matically turns off the 9 
Awarded by the 
U. S. Maritime 
Commission For 


INDIANA 


General Soles Office; $00 Field Bidg., 135 South LaSalle St, Chicago 3, Illinole 
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There’s a Great Future 
in store for Round Oak Dealers! 


Round Oak is on the march — moving forward with the 
most complete, most advanced line of gas, electric, combi- 
nation, modern coal and wood ranges, and other large ap- 
pliances, in its 74-year history— perfecting a sound, aggres- 
sive post-war program that promises a great sale-profit 
future for every enterprising Round Oak dealer. Some 
territories are still open, and one of them may be yours. It | 
will pay you to investigate. Write, on your letterhead, to 


DY 


Richard D. Nugent, President 


ROUND OAK COMPANY * DOWAGIAC, MICHIGAN 


Export Office: Broad St., New York 4, N. Y¥ 


ROUND OAK’S POST-WAR LINE WILL INCLUDE 


KITCHEN APPLIANCES 
Gas Ranges 
Electric Ranges 


Gas Combination Ranges 
Electric Combination Ranges 
Kitchen Heater Gas Ranges 


Coal and Wood Ranges 
New Kitchen Heaters 


HEATING EQUIPMENT 
Steel Furnaces 
Cast Iron Furnaces 
Gas, Oil, or Coal 

Air Conditioning Systems 
Space Heaters 
Electric Water Heaters 
Gas Water Heaters 
Oil Water Heaters ° 
Stokers 
Blower-Filter Units 


THE 
COMPLETE 
LINE 


PAGE i178 


BUILT-IN CHARM—The French hood over the range adds a distinctive note to the 
French kitchen which is one of those featured in Kelvinator's new “Home of Your 


Dreams" booklet. 


NEW LITERATURE 


Nash-Kelvinator Corp. 


Kelvinator’s new 32-page booklet, 
“Home of Your Dreams”, gives the 
heme-planner original plans of six 
popular types of small homes, each one 
distinctive in style and livability. It 
emphasizes original kitchen designs 
with “built-in charm” for each type of 
home plan, and offers many stimulat- 
ing home-making ideas. This new 
booklet ties in with kitchen remodeling 
programs and can be used by dealers 
to make their store headquarters for 
post-war kitchen information. The six 
homes and kitchens featured in the 
booklet were created for Kelvinator by 
an outstanding group of architects and 
interior decorators. 


Wabash Appliance Corp. 


A special booklet for lighting engi- 
neers, featuring a set of charts con- 
taining illumination values based on 
various spacings and mounting heights 
was recently issued by Wabash Appli- 
ance Corp, 345 Carroll St., Brooklyn, 
N. Y., manufacturers of reflector type 


lamps. 


The Hoover Co. 


In a booklet entitled “The Most In- 
sidious Word in America,” The 
Hoover Co., lists all the drawbacks of 
the word “Post-War,” and reports on 
the company’s activities in the 38th 
month of the war, listing the various 
implements of war they are now manu- 
facturing. 


Lear, Inc. 


Ready for distribution to engineers, 
designers and manufacturers is a new 
booklet, “Lear Know How,” which 
gives a careful and complete story of 
Lear equipment in its present and 
potential uses. Copies can be obtained 
from Lear, Inc., Piqua, O. 


MARCH, 


Malleable Iron Range Co. 


Manufacturers of Monareh ranges— 
Malleable Iron Range Co. recently 
issued a file-folder entitled “Peace 
Plan” which illustrates several lived- 
in Monarch kitchens, and which urges 
the consumer to plan now for their 
kitchens of the future. 


Eclipse Moulded Products Co. 


“So You're Going to Use Plastics” 
is the title of a new guide book by 
Eclipse Moulded Products Co., Mil- 
waukee, Wis., to help manufacturers 
produce better and more economical 
products through plastic moulding. 
This booklet gives an undistorted view 
of the plastics picture, emphasizing 
that, contrary to current popular 
opinion, plastics do not and will not 
replace every other kind of material. 
Another feature is the plastic proper- 
ties chart, giving comparisons of all 
properties possessed by commonly 
used plastics materials, 


Edwin L. Wiegand Co. 


A new 12-page bulletin features 
Chromalox replacement range units for 
all electric ranges. It sets forth how to 
order and install these units and fur- 
nishes complete charts of replacement 
data for every range user. A section 
is devoted to Chromalox hotplates. 


Landers, Frary & Clark 


“Forward March to Market” is the 
title of Universal’s brochure depicting 
the behind-the-scences drama of manu- 
facturing and merchandising at Lan- 
ders, Frary & Clark, New Britain, 
Conn. Compiled for Universal distri- 
butors and dealers, this 32-page booklet 
shows Universal’s progress in new 
product designs, plant layouts, preci- 
sion machinery, and new working 
models. It contains drawings of vari- 
ous appliances and housewares that 
will be manufactured post-war. Under 
the title “Futurama,” it sketches briefly 
those appliances which will provide 
dealers and distributors with the ‘op- 
portunity to produce better business. 
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To keep at the side of your fighting men, your Red Cross must have funds. 
Contributions from you are the only source of income. Millions of our men are 
far from home—how long they will be there no one knows. They need your 
us | Red Cross—they must have it! In their name, 


McCall’s joins in an appeal to all Americans 3 
xe | to be more generous than ever now in their Geie Nobby - 


support of the Red Cross. j 


HREE MAGAZINES IN ONE 
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FOR SAFETY IN THE HOME . a% 


aw» WOSS 


Electro - Safe WRINGER 


One of the first considerations in the purchase 
of a new home today is the fire protection avail- 
able. America has become accustomed to this 
safeguard of lives and property. Equally im- 
portant in the purchase of a new Washer is 
the safety of the wringer. Voss Electro-Safe 
Wringer is rightly called “The World's Safest” 
because only Voss Electro-Safe Wringer gives 
double protection — releasing roll tension and 
shutting off all power the instant contact is 
made with the safety bar. This exclusive safety 
feature is one reason why Voss Washers, time- 
tested since 1876, are more in demand than ever. 


+g SAFEST 
ats 


Ss 
VOSS BROS. MFG. CO. 


BAVENPORT..-. 


For Any Job—Anywhere 


Reliable, economical electric service is 
yours anywhere, anytime with an Onan 


POWTER AND FOR 


Electric Generating Plant. From the 65 basic ove® 
models, the right plant for any job or appli- 

cation, large or small, can be selected. 20°" 4ce 
Driven by Onan built, 4cycle gasoline se 


engines, these power plants are of single- A 
unit, compact design and sturdy construc- 

tion. Suitable for all mobile. stationary or Model range from 350 to 
emergency service. 35,000 watts. A.C. types 
from 115 to 660 volts; 50, 
60, 180 cycles, single or 
three-phase; 400, 500, and 
800 cycles, single phase; 
also special frequencies. 
D.C. types range from 6 
to 4000 volts. Dual volt- 
age types available. 


Model shown is from W2C 

series 2 and 3-KW G-cycle 

115 volt powered by weoter 

cooled 2 cylinder Onan built 


Write 
for engineering 


assistance or 
detailed literature 


3237 ROYALSTON bv Ww. ONAN) 
MINNEAPOLIS 5, and SONS | 


MINNESOTA 
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General Electric Co. 


“How to Use Your G-E Refrigera- 
tor” is the title of an instruction 
booklet for all G-E_ refrigerators 
manufactured from 1926 to 1944, 
which was issued recently. 

It contains helpful suggestions for 
obtaining maximum benefit from G-E 
refrigerators; how to find the model 
and serial number, and other pertinent 
points are given, including some des- 
sert and salad recipes. 


Evans Products Co. 


The Evanair Division, Evans Prod- 
ucts Co., Detroit, Mich., has issued a 
booklet, “A Primer on Space Heat- 
ers,” designed for the layman to ac- 
quaint him with types, function and 
applications of domestic space heaters 

. what it is, how it is used and what 
it can do. 


Stromberg-Carlson 


A new radio publication entitled 
“The Speaker” devoted to “brass 
tacks” selling recently made its bow 
among Stromberg-Carlson radio dis- 
tributors and dealers. 


In text and photography, the first 
issue divided its attention between mat- 
ters pertinent to the company’s dis- 
tributors and the dealers in their re- 
spective areas in a series of statements 
by key company officials representing 
all phases of company operation— 
management, engineering, production, 
advertising and public relations—and, 
a factual statement of company sales 
policies by Clifford J. Hunt, manager 
of radio sales. 


Hudson American Corp. 


“Bestran Ballasts for Fluorescent 
Units” is the title of a new catalog 
issued by Hudson American Corp., 
New York City, with information on 
this new technique in ballast con- 
struction, and the special features of 
these ballasts. Standard models are 
illustrated with specific data, dimen- 
sion, etc. 


New Westinghouse Air 
Conditioning Booklet 


How to plan post-war air condi- 
tioning to control temperature and 
humidity, clean the air, and provide 
adequate ventilation and air circula- 
tion is discussed in a new 16-page 
illustrated booklet announced by West- 
inghouse Electric Elevator Co., 150 
Pacific Ave., Jersey City 4, N. J. 

The booklet tells how air condition- 
ing works, outlines the principal fac- 
tors which must be considered to plan 
air conditioning for a specific applica- 
tion, and pictures and describes equip- 
ment including compressors, conden- 
sers, units and coils. 

Installation photos illustrate the 
three general types of air conditioning 
—-self-contained, factory-built within- 
the-space units, self-contained factory- 
built central-plant units, and custom- 
built central-plant units. 
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What's in this corner 
of our 


Scads of ideas! That’s about all we 
can tell you at the moment. The de- 
tails will just have to keep until 
Victory. 

Before the war, USALITE Fiash- 
lights and Batteries could always 
be depended on for yeoman service. 
The “know-how” and facilities we 
built up are currently harnessed to 
filling the flashlight and battery 
needs of our fighting forces, and 
civilian requirements necessarily 
take second place. 

At the same time, we are think- 
ing postwar. We are planning ... we 
are charting an after-the-war line 
whose range, originality and per- 
formance will be everything you 
would expect from USALITE. 


HEAO 

AN Ex. 
CLUSIVE 

WUSALITE 
PATENT 
NO. SW-22 
NO. 75 CELL 


BUY WAR BONDS 


Flashlights & Batteries 


UNITED STATES ELECTRIC MFG. CORP. Factory and 
Exec. Off.: New York 11, N.Y. Branch Off.: Chicago 7. '!!. 
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NOW, Complete Your Merchandising Setup 
with 
the Wanted, Stoker 


Sell the Ty 


The Modern Economical 
Home Automatic Heating System 


Combustioneer is bringing the 
luxury of uniform heat to hundreds 
of thousands of homes through 
automatically controlled uniform 
temperatures around the clock, 
without smoke or dirt; and so 
‘much more heat for the money that 
it pays for itself in the long run. 


Commercial Models 
Bring Big Profits 

Combustioneer dealers are now 
selling industrial plants, business 
establishments, commercial build- 
ings, the dollar saving services of 
Combustioneer in drastically re- 
ducing fuel cost, increasing the 
output of existing boilers and 
maintaining closely held tempera- 
tures automatically with less labor 
and supervision time. 


ELECTRICAL 


pe of Automatic Heat 
that Saves Up to 50°/. of the Cost — 
Of Heating with Other Fuels 


ings, schools and churches. 
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S of Other 


Thousands of Home and , 
"Ing a tre. 


Commercial Installations 
Backed by 28 years of continuing 
design, engineering and manu- 
facturing leadership, and preci- 
sion-made from laboratory control 


Coal by rc 


5 to home 
Com bustioneer 


- and tak 
to final tests in one modern plant, €s less mo Comfort j 
Combustioneer is a prime and 4 Combustionee, i 
salable product, whose depend- Sell, .-- 48 the righ 
8CCording a su stoker for dealers to 


ability has been proved by thou- 
sands of installations in Silos 
industrial plants, business build- 


Ctors of successful mong dealers as to 


elling. 
has the ady 
iP Materials 4 d 

which make it eesier to 


5 Com bus 


Why Combustioneer is 
First Choice Among Dealers 


Now is the time to find out what 
Combustioneer dealers say about 
their success with Combustioneer. 
Now also is the time to get com- 
plete details about a franchise that ca 
permits you to start making sales ee "ge 
today, thereby getting immediate 
profits, and that gives you a profit- 
able line to fit perfectly into your 
post-war merchandising setup. 


Sell, 


| EXCLUSIVE FEATURES 
AND THE ADVERTISING TO HELP % 
MAKE THEIR SALE EASY Si 


Gombustioneer’s précision built mechanism is fortified with 
exclusive patented featufes, including the famous Breathing _ 
Bed, Automatic Respirator, Safety Clutch and many 
others, which make it easy to sell with the help of __ 
Combustioneer’s completé visual presentation ma- 
terials. All this is supported by Combustioneer's 
continuous national effectivedocalized 
advertising campaigns, sales making literature and 
mat service, regular promotional plans, window 
and store display materials and comprehensive sales 
and servite manuals. 


a 


AUTOMATIC COAL BURNER 


THE STEEL PRODUCTS ENGINEERING Co. 
SPRINGFIELD, OHIO 
Designers, Engineers and Manufacturers 
of Precision Products Equipment 
KEEP ON BUYING WAR BONDS 


\ 


PAGE 


1945 


4 ‘ 
OKER BELONGS IN YOuR APPLIA 
4 | MERCHANDISING serup BECAUSE; 

want home Comfort devices after the War 

: = and Combustionee, is One of the Breatest con. 
Promotional 
ma. 
6 “ON Oustioneey Mode; 4re being old by dealers 
today, 
HO FOR and Bin Commer Re 
small of Com! 3 Ve 
ition to na ete acity 3 J 


Dealers report: ‘Terrific profit-producer™. 
“Sure-fire sales bet of the concent” 
.. “Brings women into my store!" 

Never before a “natural” like the 
new DUTCH Clothless Cottee Filter! 


The Modern PRACTICAL Clothless Filter 


FREE! Full-color 
SPARKLING CHINA . . . virtually unbreckable! 


© SIMPLE, EFFICIENT . . . no cloth or paper! DISPLAY-DISPENSER! 
© SNAPS IN EASILY . . . can’t fall out! * 
BACKED BY A GIANT 


ADVERTISING CAMPAIGN 
IN 18 NATIONAL MAGAZINES! 
* 
if you haven't gotten on this 
bandwagon, phone or wire 

your Now! 


NOW! A: no increase 
in price, every VACULA- | 
TOR is equipped with the | 
new DUTCH filter. | 


HERE’S YOUR 
FUTURE’ S MOST PROFITABLE 


Sales Leader 


THE NEW BEN-HUR FARM AND HOME FREEZER 


500,000 Home Freezer units a year — that's the future market open 
to you with the BEN-HUR Farm and Home Freezer. Laboratory 
tested — a product of foremost refrigeration engineers and industrial 
designers — there will be a complete line of BEN-HUR Farm & Home 
Freezers to fit every need. Check the waiting market for home freezing 
and frozen storage in your community. Then write for facts regarding 


= a BEN-HUR distributorship. 


BEN-HUR MANUFACTURING CO. 


534 EAST KEEFE AVENUE © MILWAUKEE 12, WIS. 
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FARM LOCKER PLANTS me 


AMERICAN CENTRAL TELEVISION SKIT—"The Queen Was In The Kitchen” was 
the title of a recent television program presented over DuMont television station 
WABD, N. Y., portraying the tribulations of the housewife, and using American 
Kitchens as a background for the production. How to use American Kitchen's 
“Planakit" was also explained in the commercial. 


HAVE YOU HEARD 


Eureka Vacuum CLEANER Co., De- 
troit, Mich., has taken permanent dis- 
play space in the American Furniture 
Mart in Chicago, according to H. W. 
Burritt, president. An exhibit has been 
installed to display Eureka’s post- 
war home appliances—the complete 
home cleaning system; cordless iron; 
and an electric garbage disposer unit. 


Propuction aT 
rose to an all-time high for the com- 
pany of $54,000,000 in 1944, Wesley M. 
Angle, president, announced, “Practi- 
cally all of Stromberg-Carlson’s facili- 
ties during 1945 will be devoted to the 
war.” 


Wison Execrricat Co. has a new 
manufacturing plant under construc- 
tion on the northwest corner of Samp- 
son and Commerce, Houston, Texas. 
The building will be a 1-story with a 
mezzanine, 165 x 215 ft., brick and 
stone exterior. 


Dr. Ernst F. W. ALexanperson, G-E 
consulting engineer and radio expert, 
received the Edison Medal of 1944 for 
his “outstanding inventions and devel- 
opments in the radio, transportation, 
marine and power fields,” awarded by 
the American Institute of Electrical 
Engineers and the Institute of Radio 
Engineers. C. A. Powell, president of 
AIEE, made the presentation. 


PurcHase or Straus & ScHRAM, one 
of Chicago's oldest home furnishing 
houses by Spiegel, Inc., was announced 
recently by M. J. Spiegel, Jr., presi- 
dent and general manager. The Straus 
& Schram business includes four home 
furnishings stores in Chicago and one 
in Joliet. The addition of these stores 
to the Spiegel group is in line with 
their 5-store plan for mail order and 
retail operations announced in 1944. 


Anprew J. Hotmes, 71, who demon- 
strated the world’s first complete elec- 
tric range to Tacomans 32 years ago, 
died recently. Called the “Edison of 
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Tacoma,” Mr. Holmes began as an 
engineer’s helper in an electric light 
plant, and when only 15 years old, 
became a ground man for Western 
Union. He worked on the first hydro- 
electric plant in this country. 


CHaries Rossins, vice-president, Em- 
erson Radio & Phonograph Corp., was 
guest speaker recently at the celebra- 
tion of the 48th anniversary of one of 
their distributors—Boston’s Hub Cycle 
& Radio Co., Inc. It was also the occa- 
sion of the opening of new and larger 
quarters. 


J. H. Rostnson, assistant sales man- 
ager, National Union Radio Corp. 
Newark, N. J., resigned recently to 
accept the position of vice-president 
and general sales manager for Amer- 
ican Radio Hardware Co., Mt. Ver- 
non, N. Y. 


Army-NAvy PRODUCTION AWARDS were 
made recently to the Regina Corp., 
Rahway, N. J., for the fifth time— 
they received their fourth white star; 
and to Landers, Frary & Clark who 
got their second star. Zenith Radio 
Corp. also received the “E” for the 
fifth time. 


THE ELECTRICAL MANUFACTURING in- 
dustry was saluted as the industry that 
serves all industry, and for its con- 
tributions to the war effort, on the 
weekly “Your America” program, 
broadcast coast-to-coast over Mutual, 
Sunday March 4, at 4 p. m. The pro- 
gram was conducted from Omaha, 
Neb., and George B. Cumming, gen- 
eral secretary of NEMA was the 
speaker for the industry. 


Samson Unitep Corp., Rochester, N. 
Y., has appointed Stewart, Hanford & 
Casler, Inc., Rochester, N. Y. to handle 
its advertising. L. A. Casler, vice- 
president and treasurer, is the account 
executive. 


Mrs. Maret HARTER WILL RETURN to 
the American Ironing Machine Com- 
pany, Algonquin, IIl., as soon as iron- 
ers become available. At the present 
time Mrs, Harter is managing Hotel 
Metz at Lafayette, Ind. 
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CO., 311 N. Desplaines St., Chicago 6, Ill. Sa ; ies 


hogs which dropped 37 litters this year against 22 
last year, 50,000 more pounds of pork. 

Inside the house, the electric range cost less than 
coal or kerosene; the refrigerator saved three trips to 
town per week; the washer and other items replaced 
the irreplaceable hired girl, saved her wages . . . 
Postwar, the Colliers plan to add a grinding mill, 
deep freeze unit . . . This stimulating story of how 
kilowatts kick up profits on a modern farm indicates 
the huge machinery and appliance market after the 
War when widened REA and public utilities facilities 
will increase electrified farms by 50% . . . also 
suggests the wisdom of putting SuccessFuL FARMING 
at the top of any postwar schedule . . . Read “Farm 


Power Strikes A Profit’’ in February issue! 


was 
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rican 
hen's 
an 
light 
old, 
stern 
‘dro- 
Em- 
was 
-bra- 
1¢ of 
Cycle 
eca- 
rger 
Elsie electrified ... Eureka! 
nan- 
orp., The Wizard of Menlo Park wouldn’t have guessed 
aie that electricity would double a milk cow herd, grade 
vom up milk, step up pig production, save the cost of a 
hired girl... 
wn Mark Collier, farming 160 acres at Muscatine, 
orp., Iowa . . . signed up with REA in ’38, spent $2,079 
ne— 
tar; to electrify his farm . . . paid $122.03 for 4,750 kwh 
ho in 1944... profited as follows: The electric milker 
the allowed him to add ten cows, milks whole herd of 
twenty in an hour, saves 20 minutes per day, goo 
: A man-hours per year . . . The electric refrigerator 
that 
con- kept the milk at Grade A, worth 30c more per cwt.; 
* a added $313.50 to total output of 109,527 pounds— 
a paid for current used, plus depreciation and 5% 
aha, interest on investment . . . left time to care for more 
gen- 
the 
Roundhouse for Hens... will round up time, labor, too prevalent losses in farm poultry 
production, make happier hens lay more eggs. From traditional square 
- or oblong shelter, SF departs with new design for circular 
adie laying house . . . Also contributes Seven Tips to Corn 
Growers... Down Machinery Row in 1945... Adult Cow 
Vaccination Approved by USDA, a scoop... 
What’s New in Farming . . . Successful Homemaking. . . 
a and others which merit the attention of advertisers . . . and 
ron- are regularly read and applied by the best farm market 
+ in America . . . covered by Successru Farminc, Des Moines, 
New York, Chicago, Atlanta, San Francisco, Los Angeles 
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and GET AHEAD with the 


Stoker 


You want profit-security in business, and that’s what you'll have 
in the SMITHway Stoker franchise; because your cost of sales, 
installation and service will be lower, and your sales profits will 
not be jeopardized by complex service problems. 


Get lined up now and you'll get ahead with the SMITHway, 
America’s Outstanding Stoker, created by famed A. O. Smith 
research and production engineers. It has been perfected and per- 
formance-proved in the renowned A. O. Smith laboratories, 
produced entirely within the huge and efficient A. O. Smith plants, 
and backed by sales and merchandising programs planned by 
stoker men whose experience will prove valuable to you. 


With the easiest-to-sell, easiest-to-install, easiest-to-service 
stoker backed by sound sales experience of men respected as 
authorities in the stoker industry, you are sure to GET AHEAD. 


Write for detailed information. Your territory may still be open. 


A. O. Smith Corporation, Dept. E345 
Milwaukee 1, Wis. 1 
Please send copy of brochure that tells why the \ 
SMITHway Stoker offers MORE and BETTER profits. 


\ 
\ 
Name 
4 iddre ss \ 


City State 


HAVE YOU HEARD 


Farapay Exectric Corp. moved its 
executive, sales and advertising offices 
from the Adrian, Mich., plant to 11 S. 
La Salle St., Chicago, Ill. recently. 


Epwarps & Co., Norwark, Conn., 
received its fourth renewal of the 
Army-Navy “E” award recently. It 
is also noteworthy that these same 
employees have received four renewals 
of the Maritime “M” production 
award. 


A cHeck For $10,000 was presented 
recently by General Electric Co., to 
the Future Farmers of America, a na- 
tional organization to stimulate inter- 
est and knowledge of farm boys in 
electricity and its application to the 
farm. The presentation was made by 
George A. Rietz, manager of the Farm 
Industry division of G-E’s Industrial 
divisions to Dr. W. T. Spanton, chief 
of agricultural service of the U. S. 
office of education and national ad- 
visor of the F.F.A. 


Conton Corp., has engaged George 
William Walker, Detroit industrial 
designer, to style their post-war house- 
hold ironers, according to a recent 
announcement by I. N. Merritt, vice- 
president and general manager. 


Tuomas A. STANFORD, vice-president 
of B. T. Crump & Co. Inc., radio and 
appliance distributing firm of Rich- 
mond, Va., died recently of a heart 
ailment. He was 67 years old. 


E. J. (Tep) Crossy, brother of 
“Bing”, has resigned as publicity di- 
rector for the Washington Water 
Power Co. and will join his famous 
brothers in Hollywood. 
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BRITISH POST-WAR KITCHENS — Two 
examples of British post-war electric 
kitchen planning are shown above. Top 
picture is from a Ministry of Works Ex- 
hibition at Birmingham, which shows a 
general view of the new kitchens for the 
new portal housing projects. At left, 
all-electric kitchen for low-cost post-war 
homes are on view at London's Building 
Centre. Design follows a trend to built-in 
units for cooking, laundry, heating. 


ReporT FROM THE DEPARTMENT of 
Public Service shows that residential 
electric consumers in the State of 
Washington during the year ending 
September, 1944 increased in number 
from 495,847 to 510,641. Total sales 
to all consumers showed a 12 percent 
gain during this period, while the 
average monthly kw-hr. revenue from 
consumers fell from $1.73 to $1.69, a 
drop of 2.8 percent. The gain in 
amount of electricity used per dollar 
spent was greater than for any previ- 
ous similar period of record. 


Crype E. Houston, vice-president and 
general manager of the Southern Cali- 
fornia Edison Co., died January 8 at 
his home in San Marino at the age 
of 62. He was a director and past 
president of the Pacific Coast Elec- 
trical Association, president of the Los 
Angeles County Fair Association and 
had been active in promoting many 
plans for furthering inter-industry 
good will. 


ADVANCEMENTS ANNOUNCED BY THE 
SouTHERN CALIForNIA Epison Co. 
include the promotion of E. R. Davis, 
assistant general manager, to vice- 
president and assistant general man- 
ager; of Ralph R. Walbridge, com- 
mercial manager to vice-president in 
charge of business development; of 
R. C. McFadden, sales manager, to 
assistant vice-president to assist in 
business development activities; and 
of R. G. Kenyon, assistant vice-presi- 
dent and former advertising manager, 
to vice-president in charge of indus- 
trial relations. H. V. Busby, form- 
erly assistant commercial manager be- 
comes commercial manager. 


PHILADELPHIA ELECTRICAL AND MFG. 
Co., Philadelphia, Pa., manufacturers 
of “Pemco” products announces that 
they have succeeded the Electric Ser- 
vice Supplies Co. of Philadelphia in the 
manufacture and sale of Keystone Gol- 
den Glow floodlighting equipment for 
area and display floodlighting. This 
equipment will be known as “Pemco” 
Golden Glow floodlighting. 
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LINK-BELT STOKERS 


have many selling 


points 


The domestic stoker did not start out as an “inven- 
tion.” Power stokers, both underfeed and overfeed, 
had been in use for years previously, also stokers 
used to fire locomotives. 

However, Link-Belt was one of the companies 
that pioneered in the adaptation of underfeed 
stoker firing to home and commercial use, and has 
developed a number of notable mechanical im- 
provements in stoker firing. Among these are: the 
Air-Meter, which automatically meters the air to 
the fire in accordance with combustion require- 
ments ... the use of thermal cutouts, which re- 
placed shear-pins for stoker protection . . . the 
elimination of dead plates which increased active 
coal burning area .. . improved transmissions. . . 
and others on both bituminous and anthracite units. 


Bituminous 
Domestic 


Link-Belt 30-50 Ibs. per hour coal feed 
capacity, Bituminous Domestic Model 


Engineering talking points mean more sales 
because they represent better performance and 
economy. More sales mean more dealer profits. 
Now is the time to get in on the ground floor of 
the postwar stoker market, with a product that was 
developed and proved in the prewar period. Let 
us show you case histories of successful selling, 
and what we have on the fire for 1945. 

Folder No. 2014, “Why A Link-Belt Stoker 
Franchise” has a lot of interesting information; 
write for a copy. Also Folder No. 2031, “The com- 
plete line—up to 1200 Ibs. per hour coal feed.” 


LINK-BELT COMPANY 


Stoker Division 
2410 West 18th St., Chicago 8, Illinois 
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HAVE YOU HEARD 


TREMENDOUS STRIDES in rural electrifi- 
cation have been made in Idaho since 
1925, according to a bulletin recently 
released by the college of agriculture 
of the University of Idaho. Of the 
43,663 farms in the state, 80.5 per cent 
are now electrified. The average kilo- 
watt-hour use by these rural customers 
is 2,532-kw.-hr. for the twelve months 
ending Sept. 30, 1944, one of the high- 
est consumption records in the nation. 
It is estimated that ten per cent of 
the state total of farms and rural resi- 
dents not now receiving electricity 
will be reached with power company 
lines during the early postwar. period. 
“The remaining 10 per cent will prob- 
ably not be electrified until some more 
economical method of distribution is 
developed,” the report concluded. 


Tue American Centrat Merc. Corp., 
Connersville, Ind, has appointed 
Campbell-Ewald Co., Detroit, as its 
advertising agency. American Central 
markets its products under the trade- 
name “American Kitchens” in separate 
units or as a complete ensemble, in- 
cluding sinks. 


WHAT A FEW YEARS of wartime con- 
ditions of operation and repair can do 
to electrical equipment is indicated by 
the recent survey of 2,000 electric signs 
made by the staff of the city electrical 
department of Vancouver, B. C. Of 
the 275 inspected the first month, 66 
signs needed repairs, 28 needed paint- 
ing, 15 were condemned as unsafe and 
81 had been unlawfully installed. 


SUPPORT OF ELECTRICAL INSPECTORS to 
the idea of a uniform inspector’s ordi- 
nance has taken practical form in Cali- 
fornia where the Southern California 
Chapter of the AEI, recently appointed 
a committee to work out an approved 
form. A committee of this group is 
now working on definitions of portable 
and fixed appliances and minimum 
length of supply cord for portables. 
Among the subjects discussed at the 
same meeting were hazardous and sub- 
standard appliances and lamps recently 
placed on the market and reasons for 
banning them; suggestions for electric 
fence controllers were requested. It 
was pointed out that infrared lamps 
used too near circuit breakers will 
radiate heat and trip them. 


CUSTOMER CONTACT MEN of the Wash- 
ington Water Power Co. are now 
carrying out a program which will 
explain the rate structure of the com- 
pany to customers and will pave the 
way for an increased use of home ap- 
pliances. Two pieces of material are 
to be left in every home—a rate chart 
and a pamphlet which pictures to the 
customer how a bill is figured and 
clearly shows the benefits to be derived 
from increased use of electricity. Dur- 
ing recent months the company’s resi- 
dential representatives have been call- 
ing upon customers in the interest of 
wartime conservation. 


Lucite Ramirez, home service direc- 
tor for the Washington Water Power 
Co., has made it her business to pro- 
vide the birthday cake which goes 
each month to veteran patients at 
Baxter hospitals whose birthday falls 
within the thirty day period. 
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resi- PAGE 27 is a highlight from the February issue of one 
st of of the most influential magazines in America. 

It is part of a series appearing each month. Last month, 
irec- Fannie Hurst pictured her America for the almost two 
pro- million women who buy this magazine regularly at news- 
stands. In March, Maurice Maeterlinck is going to tell 


what his America means. 
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Read Mrs. Roosevelt’s message. Like the whole series, 
it says proud things that should spur Americans on today. 
We reprint it all here, so you will see it. Otherwise you 
might not...because it is an example of the bigness that 
features a most surprising and famous magazine, one you 
probably do not read regularly .... 
The magazine is TRUE CONFESSIONS. 
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*Reg. US. Pat. Off. 3-30 amp., 125 volts 


YOUR CUSTOMERS WILL LIKE 


PLUG FUSES | 


APPROVED BY UNDERWRITERS’ 


These plug fuses will give lasting protection. They are 
made from the finest materials. They have magnifying-lens 
windows and indicate clearly when blown. The arc of the fuse 


link is ruptured in a well in 
holding the Pyrex top and 


the cold-molded base. The shell 
base together is staked securely 


into this base. Ratings can be read at two points—on the fuse 
link seen through the window and on the contact rivet at the 


base of the fuse. 


These cartons aid consumers 


the usual one or two. 


BUY WAR BONDS 
AND HOLD THEM 


QUICK SALES 


Thoroly proved on the counter. Mod- 
ernly artistic in design, these shields 
are expertly merchandised to sell on 
sight. A beautiful multi-colored dis- 
play is furnished each dealer. Molded 
of unbreakable plastic and in a range 
of colors to harmonize with any wall or 
wall paper. Retail —single size 25c 
each — double size 35¢ each, with full 
discount. Order from your jobber. 


4656 W. Heron S$t., Chicago 44, Illinois 
Manufacturers of the Famous Gits Flashlights, 
Resor Knives, Savings Banks, Games, Stir Sticks, efc. 


Canedias Distribstor: Kahn, Bald & Laddon Ltd., 
69 York St., Toronto 
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G-E Pyrex Plug Fuses are 
packed in handy fuse dispenser 
cartons—five fuses to a carton. 


storing and using fuses. They can 
be tacked up near fuse panels. 
: Fuses are taken from the bottom 
/a of the carton one at a time. The 
= cartons will help you sell at least 
five fuses to customers instead of 


FOR FURTHER INFORMA- 
TION see the nearest 
G-E Merchandise Dis- 
tributor or write to 
Section D352-28, Ap- 
pliance and Merchan- 
dise Dept. General 
Electric Company, 
Bridgeport, Conn. 


But what will happen to me if you 
sign up for GAROD RADIOS? 


ie’s appropriate that the front part of the team 
looks ahead. And he's using good old horse sense 
when he signs up for GAROD Radios. GAROD, 
in the future, as in che past, will be reliable, popu- 
tar and priced right. The dealer who stocks them 
will benefit by our national advertising and pro- 
motional aids. As for the gentleman in our picture, 
we suggest that he, too, sign up for GARODS. 


Place your order now with 
your nearest GAROD distributor. 


TWO-MILLIONTH TANK TRACK PIN—A. J. Lindemann & Hoverson Co., Milwaukee, 
celebrated recently the occasion of the production of the 2,000,000th tank track pin 
for army tanks. Left to right: H. A. Halvorson, general sales manager; H. J. Berman, 
vice-president and works manager; H. F. Muenchow, plant superintendent; E. A. 
Lindemann, president, and Mike Zaleski, president of the UAW-CIO local at the 
plant. 


Raytheon-Belmont 
Merger Brewing 


That tentative negotiations are under 
way .to combine the forces of the 
Raytheon Mfg. Co. and the Belmont 
Radio Corp. was announced recently by 
Lawrence Marshall, president of 
Raytheon, and Parnell Billings, presi- 
dent of Belmont. The two firms cur- 
rently have total annual volume in 
excess of $200,000,000. 

Belmont, one of the country’s largest 
producers of private brand radio re- 
ceivers sold through mail order houses, 
chain stores and other retail outlets, 
has its plant in Chicago. Raytheon, 
a leading manufacturer of electronic 
tubes, operates plants in Newton, and 
Waltham, Mass. 

The contemplated move to unite the 
firms would combine their large re- 
search departments for the development 
of both radios and tubes. In addition, 
it would add the Belmont sales organ- 
ization to Raytheon’s distribution 
facilities. 

At the present time both companies 
are engaged almost entirely in mili- 
tary production, much of which is 
under security restrictions. 

The combination would pave the 
way for post-war expansion of the 
joint production facilities in home 
radio receivers and in tubes, as well as 
in micro-wave communications, fre- 
quency modulation, industrial elec- 
tronics and television. 


Irons Lead In 
Chicago Swap Campaign 


Fifty thousand “sick” or “lazy” elec- 
tric household devices have been re- 
juvenated and put to work in the war 
effort since Chicago’s appliance swap 
campaign started a year ago, E. M. 
Ball, manager of Commonwealth Edi- 
son Company’s dealer cooperation de- 
partment, has announced. Nearly 30 
percent of the total are electric irons. 

A total of 14,475 electric irons have 
been taken in by dealers thus far. 
Toasters rank second with 4,357. Also 
high on the swap list are vacuum 
cleaners, 3,109; ventilating fans, 2,656; 
clocks, 2,563; hot plates, 2,136; waffle 
irons, 1,711; space heaters, 1,702; 
coffee makers, 957, and washers, 885. 
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Bendix Radio Launches 
National Advertising 


One of the industry’s most extensive 
national advertising campaigns is 
being currently launched to herald the 
expansion of the Bendix Radio divi- 
sion of Bendix Aviation Corp. into 
production of a complete line of AM 
and FM radios and radio-phonograph 
combinations as soon as the military 
situation permits, it was disclosed re- 
cently by Leonard C. Truesdell, gen- 
eral sales manager for home radios. 
“Bendix Radio’s national advertising 
campaign throughout 1945 will reach 
a total circulation of more than 85,- 
000,000 Americans via such national 
magazines as Life, Collier's, The Sat- 
urday Evening Post, The Woman's 
Home Companion, Liberty, Better 
Homes and Gardens, House Beautiful, 
Time, Newsweek and the United 
States News, as well as trade publica- 
tions reaching a nation-wide repre- 
sentation in the radio, retailing, furni- 
ture and merchandising fields,” he 
said. 


New Boxes Cut 
Appliance Shipping Loss 


According to the Association of 
American Railroads, shipping dam- 
ages for refrigerators totaled $122,621 
in 1943; and enameled washing ma- 
chine tubs and other enamelware 
totaled $140,569 for the same year. 

The Wirebound Box Manufacturers 
Association, with the help of several 
package laboratories are creating con- 
tainers to fit post-war needs and to 
eliminate damage to products in ship- 
ping. They are also consulting with 
manufacturers of refrigerators and 
washers on how they can avoid damage 
losses in designing, manufacturing and 
packing their products. 

The Association believes it has the 
solution in a flexible, shock-resisting 
container of lightweight wood, bound 
and stapled with steel wire. This type 
of construction gives the box a flexi- 
bility that acts as a shock-absorber in 
taking knocks, cutting down damage 
to contents. 
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Beh American progress has been puilt on 4 spirit Here at Belmont, We now can 83y without a ie 
ae of business competition: And this spirit did not hesitation that Belmont’ post-war television sii, 
die with the war. Today> it inspires America receiving sets will be far superior to anything 
manufacturers to the greatest efforts his- visualized before the Nor do we hesi- 
tory determinatio® to out-invent to say that Belmont FM Radio receiving 
621 oo out-produce the enemy all over the world. gets virtually will eliminate interference and “ 
ma- Ce When the nation’s inventive and manufac- static. And of course, there will be Belmont ‘ 
ware ie turing genus again can be devoted to the ways Radio and Phonograph Combination® which £ 
of peace, great gains will have been made in will represent remarkable advance per- 
America’s industrial knowledge and produc- formance and value- Keep you" eyes on Bel- 
tion facilities. And nowhere will these gains be Belmont Radio Corpor ation, 5949 W. 
i to greater than in the field of electronics. Chicago 39, Illinois. 
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; 


THE STANDARD fer 
“LIGHT” SWITCHING 


TE 


ELECTRICALLY LIGHTED WALL SWITCH PLATE 


ALWAYS OFF when lights are on! 


SAFETY - CONVENIENCE - NOVELTY 


A Fast-Selling Item of Universal Appeal 


A beautifully molded plastic switch plate featuring a tiny electric 
light that comes on automatically when room lights are turned out! 
Eliminates fumbling for switch in dark, ends fingermarking of walls, 
and produces soft, subdued “safety” glow that shows location of 
furniture and room walls. Also indicates when lights remote from 
switch (porch, basement, stairway) have been inadvertently left on. 
Operates for less than 2¢ per year! Works perfectly on 3- and 
4-way switch arrangements. Multiple-switch plate assemblies avail- 
able. Fits standard switch: very easy to instal!. Available NOW— 
order today for good delivery position. 
MERCHANDISE HELPS! Beautiful, full-color display cards, 
newspaper ad mats, envelope stuffers, photo prints and 
other sales - boosting materials provided. Write for 
samples! 


ASSOCIATED PROJECTS CO., 74 E. Long St., Columbus 15, Ohio 


LIST PRICE 
$],00 
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EASY TOPS BOND QUOTA—Easy Washing Machine Corp., Syracuse, N. Y. cele- 
brates going-over-the-top on their recent war loan quota with war bond sales of 
$275,000. Ace bond seller, Ray Guido, is congratulated at victory dinner by (left 
to right) R. O. Warner, personnel director; W. H. Reeve, general sales manager; 
H. Paul Nelligan, president; and J. C. Nelson, chairman of the board. 


Manufacturer-Dealer 
PlanAnnouncedbyE.C.A. 


Distribution of post-war home 
radios, manufactured by the Electronic 
Corp. of America, will be on a direct- 
to-dealer basis, according to a recent 
announcement by Jack Gaertner, sales 
manager. 

The post-war sales plan was evolved, 
according to Mr. Gaertner, following 
a careful study of various distribution 
methods now in effect and the new 
ECA radio plan is said to mean 
“modern streamlined distribution with 
the highest profit potential for the 
dealer and the greatest value for the 
consumer.” 

“Our investigation,” Mr. Gaertner 
said, “convinced us of two things. 
First, that the retail dealer will be a 
vitally important distribution factor 
between mass production and mass 
consumption. Second, that increased 
and more vigorous competition in 
retail trade after the war will necessi- 
tate a greater degree of manufacturer- 
dealer cooperation, and protection of 
higher profit margin for the dealer 


“But the ECA plan goes farther. 
Only certain dealers will be offered 
the ECA franchise. . . Only a limited 
number of ECA dealers will be ap- 
pointed—dealers selected on a basis of 
influence and standing in the com- 
munity ; location of store, type of busi- 
ness, progressiveness in merchandising, 
advertising and promotion, and poten- 
tial volume. Only a limited number of 
non-conflicting dealers will be ap- 
pointed, and every dealer will be given 
the closest kind of cooperation. . .” 


Eureka's 1945 
Ad Schedule 


Full and half-page advertisements 
in four colors are scheduled to run 
monthly in The Saturday Evening 
Post, Collier’s and McCall’s maga- 
zines, featuring their complete home 
cleaning system, and their cordless 
iron. 

The program provides for coopera- 
tive newspaper advertising to begin as 
soon as the company resumes manu- 
facturing and delivery of consumer 
goods, contingent upon war condi- 
tions and availability of manpower and 
materials. 
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To augment its national advertising, 
the company also will release a series 
of monthly insertions in six trade pe- 
riodicals. Keynoting all advertising 
will be Eureka’s new slogan—‘Preci- 
sion from the Woman's Point of 
View.” 


Jack North Again Heads 
Cleveland Electrical League 


J. E. North was chosen president of 
the Electrical League of Cleveland for 
the 22nd consecutive time at the first 
1945 meeting of the newly-elected 
board of directors. In addition to 
serving as League president, North is 
sales manager of the Cleveland Elec- 
tric Illuminating Co. 

A. F. Head, General Electric Supply 
Corp. and R. K. Howes, Higbee Co., 
were named vice-presidents for the 
year. 

Harry Hutchisson and S. E. Strunk 
will serve as treasurer and secretary, 
respectively. 


Other directors for the year are: 
L. T. Blaisdell, General Electric Co.; 
John J. Bohing, Geo. Worthington 
Co.; W. T. Clark, Cleveland Electric 
Illuminating Co.; Wm. S. Fell, En- 
terprise Electric Lighting Fixtures, 
Inc®; James A. Foukal, Sterling & 
Welch Co.; Homer G. Frank, Strong, 
Carlisle & Hammond Co.; Carl 
Fruehauf, Fruehauf Hardware Co.; F. 
G. Hickling, Westinghouse Electric & 
Mig. Co.; F. J. Hopperton, Elliott 
Electric Co.; W. L. Howlett, West- 
inghouse Electric Supply Co.; Ralph 
Humbert, General Electric Co.; H. H. 
Kennedy, Frigidaire Division, General 
Motors Corp.; F. Maguire, W. 
Bingham Co.; H. L. Martien, Martien 
Electric Co., and A. L. Perry, Graybar 
Electric Cc. 


International Lightin 
Exposition Postpone 


Postponement of the International 
Lighting Exposition scheduled for 
Chicago on April 19-23 until next year 
was announced by S. R. Naysmith, 
chairman of the Industrial and Com- 
mercial Lighting Equipment of the 
National Electrical Manufacturers As- 
sociation. This action resulted from 
the desire of the Association to co- 
operate fully with the expressed desire 
of the government to reduce travel 
resulting from conventions and ex- 
positions. 
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“‘Every time I open the drawer, they pop up and say, 
‘SOLID Cincinnati reads the Cincinnati*Enquirer.’ 


Pick up any issue of the Enquirer. You sense a youth, a vigor, an eyes-forward spirit as 
you turn the pages. More features. Top features. Streamlined news editing. Every page 
readership-checked, regularly, by continuing surveys. No wonder you can count on 
reaching the people who count... the substantial, thinking, money-to-spend-tomorrow 
citizens of this solid city ... when your advertising goes in the Cincinnati Enquirer. 


The Cincinnati Enquirer is represented by Paul Block and Associates 
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WAYS BETTER 


OMEDAY, soon, we hope, we can 
again supply you with Manning- 
Bowman’s famous Iron-that-wags-its- 
tail. And that’s the day these five M-B 
selling features will mean More Busi- 
ness for you! 


5 M-B FEATURES|WORTH WAITING FOR: 
* Thumb-tip fabric control for quick 
regulation of heat. 


* Natural-grip, ever-cool handle for left 
or right hand. 


* Guardsman thermostat maintains 
temperature dialed. 


* Non-kink swivel cord. Any way the 
iron goes, the cord wags right behind it. 
* Quick-heating automatic iron is light 
in weight, easy to handle. 
Today, the Irons-that-wag-their-tails 
that were sold before the war are 
“household pets” in many an Ameri- 
can home. And thousands more Ameri- 
cans are waiting to give them a “home” 
when the supply is again available. 
These are the people who're prospects 
for the Manning-Bowman line—folks 
for whom M-B means best! 


We know it’s hard for you to wait. 
But there’s a war on, and we're doing 
all we can to help win it. So please be 
patient, and remember, the best is 
worth waiting for and... 


Mianning- 
Bowman 


Mleans Best 


MERIDEN, CONN. 
BUY MORE BONDS—AND MORE! 
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Admiral Triples 
War Production 


During a recent stockholders’ meet- 
ing, Ross D. Siragusa, president of 
the Admiral Corp., Chicago, revealed 
that the company had tripled shipments 
of war material to the government for 
the past fiscal year. He also revealed 


that sales for the year 1944 amounted | 


to $45,397,733.00 before voluntary re- 
funds, as compared with sales of $15,- 
899,512.00 in 1943. 

Net earnings for the year ending 
December 31, 1944 were $921,096.00 
after providing for all necessary 
charges and an estimate for possible 
refund in respect to renegotiation of 
war contracts, as compared with net 
profit for the year 1943 of $410,882.00. 

Current shipments are running at a 
monthly rate of approximately $4,000,- 
000.00, with unfilled orders as of De- 
cember 31st totaling $24,000,000.00. 


Nash-Kelvinator 
Reelects Officers 


All directors of Nash-Kelvinator 


Corp. were reelected at the annual | 


meeting of stockholders in Baltimore, 
it was announced recently following a 
meeting of the Board, which reelected 
all present officers of the corporation. 

Indicated net profit for the first 
quarter of the corporation’s fiscal year 
was $519,166, after provision for taxes, 
as compared with $1,060,261 for the 
corresponding period of a year ago, 
George W. Mason, president, reported. 
The quarter ended December 31, 1944. 


No Garment Bag Necessa 
With Cleaner Sale, Court Finds 


That customers may no longer be 
required to purchase a garment bag 
with each vacuum cleaner was the 
decision of Judge F. Ryan Duffy in 
Milwaukee federal district court re- 
cently. A preliminary injunction was 
issued against the Hub Vacuum Stores, 
Inc. The OPA had charged that the 
company had required customers to 
buy a $12.50 garment bag as a condi- 
tion of the purchase of a used vacuum 
cleaner. 


Bed Sheets Changed 
Once a Week, Survey Reveals 


That 46 percent of American house- 
wives change the sheets on a bed each 
week was revealed by a recent survey 
made by sheet manufacturers. Some 
47 percent put both sheets in the wash. 
Few women have ever bought colored 
sheets, only 77 out of 1,000 women 
admit having done so. The average 
family owns three beds, and has five 
sheets for each bed, it was found. 


Ben-Hur Appoints Stoner 


H. A. Uihlein, Jr., president of the 
Ben-Hur Mfg. Co., Milwaukee, Wis., 
has announced that C. W. Stoner, well- 
known refrigeration engineer, has ac- 
cepted the position of chief refrigera- 
tion engineer at the Ben-Hur Mfg. 
Co., manufacturers of the Ben-Hur 
home and farm freezers. 


the most of it! 


Start now to earn 
the bigger pay in 
electrical repair 


Was there ever such an oppor- 
tunity to get started in electrical 
maintenance and repair—and at 
top-notch wages? Are you ready — 
with experience and ability—to cash in on it? Others are getting just the sort of 
background needed — quick! practical! —to handle the great variety of electrical 
and repair work TODAY —from this well-known electrical library. 
ou can too 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
HOW —to install all types of motor and generator units—to inspect and repair 
motor starters and generators —to diagnose motor and generator troubles —to figure 
new windings for old cores, DC and AC windings—to test armature windings, 
test induction motors, etc., etc. One book is full of trouble-shooting charts that show 
quickly symptoms, causes, specific remedies, etc. 


Take the first step toward improving YOUR future 
Mail this coupon TODAY 


No money down—special price—easy. payments—FREE trial 


McGRAW-HILL EXAMINATION COUPON 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 


Send me for ten days’ free examination the Electrical Maintenance and Repair 
Library. If satisfactory I will send you $1.00 in 10 days and $2.00 monthly until the 
price of $15.00 is paid. If not wanted I will return books postpaid. (To insure prompt 
shipment write plainly and fill in all lines.) 


Name 


Position 
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1 Rural Electrification 


trical 


dy — 


years 


trial NORTH DAKOTA 


SOUTH DAKOTA 


NEBRASKA 


fl number of electrified farms in the Midwest 8 States has DOUBLED despite 
critical material shortages. After the war rural electrification in this area should 
show a remarkable upsurge. 

The Midwest 8 States are, by far, the largest farm electric market in the country 
today. The farmers of this area are eager to purchase all types of electrical products 
... and those farms that are not yet electrified are eager for electricity. 

The Midwest Farm Paper Unit thoroughly covers these 8 rich agricultural states 
with 1,164,000 subscribers that have average incomes of $5,219 per farm compared 
with the average farm income of $2,758 in the other 40 states. It is the only medium 
that will adequately cover and effectively sell this Midwest market. 

WRITE ... for your copy of this folder filled with facts and figures about a 
tremendous new market. 


NORTH DAKOTA 


SOUTH DAKOTA 


Nebraska Farmer  Wallaces’ Farmer & lowa Homestead. The Farmer Wis¢@nsin Agriculturist & Farmer Prairie Farmer 


MIDWEST FARM PAPER UNIT 


_ NEW YORK 17, 250 Park Ave. CHICAGO 2, 6N. Michigan Ave. DETROIT 2, 542 New Center Bldg. SAN FRANCISCO 4, Russ Bldg. LOS ANGELES 14, 523 W. 6th St. 
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as throughout the war, JUICE KING advertising will appear in 
leading national magazines. Look for it in Good Housekeeping, 
March . . . Better Homes & Gardens, March . 
Journal, April. And plan now to merchandise JUICE KING, the 


. Ladies’ Home 


finest home juicer, postwar. . 


NATIONAL 
DIE CASTING CO. 


AVENUE AT LAWNDALE, 
CHICAGO 45, ILLINOIS 


Electric Pump Jacks 


Pressure Water Systems 


With 22 million farms now electrified ... and 
¥%2 million more to be added in each postwar 
year... this is a market that no up-and-coming 
Appliance Dealer can afford to overlook. It’s a 
natural. 


While our facilities are nov largely engaged in 
war production, our limited allotment of Pump 
Jacks is going entirely to established U. S. 
dealers. But... we invite correspondence 
with Appliance Merchants who are inter- 
ested in learning more about the volume 
and profit potentialities of this field... 
for the postwar period. 


ENGINE & PUMP CO. 


Division of Batavia Metal Products Inc. 
a B 700 Wilson St. Batavia, Ill. 
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FISHING IN A WASHER?—Not exactly! Just Art Linkletter, master of ceremonies 
of "The G-E House Party,” getting a kick out of testing the action of a G-E washer. 
The fishin’ line is attached to the washer's activator. 


The West Figures 
Post-War Building 


New homes mean new electrical 
equipment and fittings. What is to be 
expected by way of home building 
activity in the far West during the 
five years following the war is indi- 
cated by the following reports from 
western utilities collected by H. C. 
Rice, merchandise manager of the 
Southern California Edison Co. in his 
capacity as chairman of the residential 
survey committee of the Edison Elec- 
tric Institute. 


Mr. Rice points out that of the 439,- 
462 homes which it is estimated will 
be built, more than 250,000 are pre- 
dicted for the southern California dis- 
trict and 109,000 from northern Cali- 
fornia. To meet this opportunity, 
“Home Planning Institutes” are being 
conducted under the auspices of the 
electrical industry and associated build- 
ing trades through the medium of the 
adult education department of the pub- 


lic schools of California, through which 
prospective home builders are in- 
structed in desirable standards of wir- 
ing and lighting and in the choice of 
appliances. 


Miller Again Heads 
Electrical Association 


Howard L. Miller was re-elected 
president of The Electrical Association 
of Philadelphia for 1945 at the annual 
meeting of the Board of Governors 
held recently. At the same time the 
other officers were likewise retained to 
serve next year. 

Mr. Miller is president of Utilities 
Engineering Co. and is widely known 
in the electrical construction business. 

The other officers are: H. B. Bryans, 
executive vice-president, Philadelphia 
Electric Co., vice president; Philip H. 
Ward, Jr., president, Ward Electric 
Co., Treasurer; and Robert J. Moran, 
chief of electrical dept., Middle De- 
partment Rating Association, secretary. 


ESTIMATED POSTWAR NEW RESIDENTIAL 
CONSTRUCTION-WESTERN STATES 


1st Yr. 2nd Yr. 3rd Yr. 4th Yr. Sth Yr. —‘ Total 


Indian Valley Lot. & Pwr. Co.... 25 
Tucson Gas Electric L. & P. Co... 125 
Utah Power & Light Co........ 1,000 
Municipal utilities.......... 250 
Mountain States Power Co... . .. 600 
Municipal utilities............. 250 
Uintah Power & Light Co. (REA) 100 
25 
Northwestern Electric Co........ 550 
California Electric Pwr. Co... . . . 1,300 
Municipal utilities... .... 450 
Pacific Gas & Electric Co... 
Eastern Oregon Lot. & Pwr. Co , 115 
Portland General Electric Co.... 2,000 
Pacific Power & Light Co....... 1,000 
The Washington Water Power Co. 600 


Orcas Pwr. & Lot. Co. (REA)... 18 

San Diego Gas & Electric Co.... 3,200 

Southern California Edison Co. 
Municipal utilities. . 


25 15 15 15 95 
25 125 125 125 625 
1400 1,800 1,900 1,900 8,000 
350 400 500 500 2,000 
300 
50 50 100 100 550 
100 50 50 50 350 
25 25 25 25 125 
950 1,200 * 2,700 
1,900 2,650 2,650 2,650 11,150 
600 850 850 850 3,600 


_ 22,690 22,810 26,953 19,185 17,798 109,436 


150 150 125 125 665 
2,500 2,500 3,000 3,000 13,000 
2,500 3,000 3,000 2,500 12,000 

700 800 

12 12 12 12 66 
4,100 4,700 3,800 3,200 19,600 


25,000 25,000 25,000 25,000 25,000 1 125,000 
. 25,000 25,000 25,000 25,000 25,000 125,000 


Total private utilities... ....... 58,305 63,160 69,243 60,050 57,363 308,121 

Total municipal utilities... ..... 25,950 26,000 26,300 26,450 26,450 131,150 

43 37 37 37 37 191 

84,298 89,197 95,580 86,537 83,850 439,462 
* No estimate. 
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M= the American giant who has right now, in the bank, 
ready for spending, some 12) billion dollars . . . who 
enjoyed last year an income of close to 28 billion dollars. 


The American Farmer! 


Come peace, he'll be ready and eager to buy all the things that 
wartime conditions have denied him. Especially, a new home! 


A new survey* of the nation’s better-able-to-buy farm fami- 
lies, just completed for Country Gentleman, reveals that 17% 
plan to build all-new homes—and almost 24 of these have 
already set aside the funds. 72% plan to repair or remodel 
their present homes. 74% expect to repair or build other 
farm structures. And 68% intend to spend an average of $271 
on household appliances. When you consider what this all 
means in terms of plumbing, wiring, paint, glass, wallpaper, 
hardware, fixtures and a hundred-odd other home-making 
items, you get a glimpse of a colossal consumer market that 
is absolutely vital to postwar employment and prosperity. 


Maybe colossal is too puny a word to describe this giant who 
is going to have a better home. For, in addition, he is the pur- 
chasing agent for six million farm businesses while supplying 
the where-with-all to satisfy all the other needs and wants of 


his family of 30,000,000 people. 
Is it any wonder we keep reminding you: The biggest farm 


market in all history lies ahead! 


*Full report available to any responsible 
executive requesting it on company letter- 
head. Address Country Gentleman, Inde- 
pendence Square, Philadelphia 5, Penna. 


4 
Jentleman 
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Good 


Fans 
to SELL! 


“Buffalo” direct-connected and belted disk fans are heavy- 
duty fans designed primarily for industrial ventilating. Mo- 
tors are standard makes usually employed for continuous 
service. All Buffalo fans are tested and rated according to 
methods approved by the Propeller Fan Manufacturers 
Association. 

Buffalo fans ace GOOD FANS to sell—because they stay on 
the job and satisfy the customer. 


Write for Bulletin 3222 which gives complete details. 


BUFFALO FORGE COMPANY 


205 Mortimer Street Buffalo, N. Y. 


Canadian Blower & Co., Ltd. 


“BREEZO” 
and “BELT-AIR” 
VENTILATING FANS 


“@Bunimerer 


his unit fulfills an extremely important 
need for general utility portable service 
equipment. It has wide range coverage for 
both a-c and d-c measurements of voltage, 
current measurements on d-c and the popu- 
lar ranges on resistance. 


The UM-3 is designed to clearly indicate all 
the functions which aid in the prevention 
of application of high voltages when prepar- 
ing for current or resistance measurements. 


Other G-E units for better 
servicing include: Tube 
Checker TC-3, Unimeter 
UM-4, and Oscilloscope 
CRO-3A. 


For further information 
write to: Electronics 
Department, General 
Electric, Schenectady 5, 
New York. 


Electronic Measuring Instruments 
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A Utility's Problems 
30 Years Ago Told 


ORKING conditions and prob- 

lems of a power company 30 

years ago were described by 
Lewis A. (Tam) McArthur general 
manager of the Pacific Power and 
Light Co., in an article which ap- 
pealed recently in the Yakima, 
(Wash.) Republic. After telling of 
some of the difficulties of technical 
operation and the primitive methods of 
transportation and communication 
available at that time. “Tam” went on 
to say: “Notwithstanding all this, the 
business of putting the Pacific com- 
pany together was great fun. It was 
an experience of the most constructive 
sort. Much of the time we had to 
figure up ways of doing something 
with nothing to work with except en- 
thusiasm. Nearly every month we got 
service into some new community and 
every year we were able to build im- 
portant connecting transmission lines. 
Towns with no service at all or with 
night service were put on the 24-hour 
list and many a housewife in the valley 
was glad to have electricity so she 
could iron every morning in the week. 

“Exact figures are not available, but 
[ think that in 1910, when the Pacific 
company was established, the average 
residential customer on our system did 
not use more than 250 kilowatt-hours 
a year. In 1944 we shall sell an aver- 
age of nearly 2,000, or eight times as 
much, at an average price of but a 
fraction of what it was thirty years 
ago. 

“Yakima was a civilized community 
thirty years ago, but working in the 
public utility business was pioneering 
in every sense of the word. Household 
gadgets were few and many were badly 
designed. The Pacific company played 
an important part in the development 
of some home appliances, especially the 
washing machines and ranges and even 
electric irons. Beyond all that we had 
to find and hire people with imagina- 
tion and enthusiasm and build them 
into a coordinated and efficient organ- 
ization.” 


CORRECTION 


To the Editor: 

I wish to call your attention to a 
write-up in your Distributor News 
November issue of ELectric Mercu- 
ANDISING. 

I refer to article on the Florida 
Radio & Appliance Corporation. In 
this you state that E. E. Brammer, 
formerly with Major Appliances, Inc. 
as Tampa Branch Manager, will hold 
a similar position with this new com- 
pany listed above. 

This statement is not correct. There 
was a time early in September 1944 
when there was a possible chance of 
my connection with the Florida R & A 
Corp. However, this did not material- 
ize. 

For your information—I am still 
with Major Appliances, Inc. in the 
capacity as Branch Manager for their 
Tampa operation, with offices at 209 
South Franklin Street, Tampa. 


E. E, BRAMMER, 
Major Appliances Inc. 
Tampa, Florida 
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rebuilding 
and relaunching your 
sales force 


Here’s just the book for quick brush-up 
by sales managers and training super- 
visors who’ve had a long rest—a crisp, 
concise, complete manual of fundamentals 
—a sure guide to all the points you want 
to remember, in taking on men, training 
them, and guiding their work. 


Just Published 


BASIC PROBLEMS OF 
SALES MANAGEMENT 


By Frank LaClave 
Associate Editor, Printers’ Ink 


118 pages, 514 x 8, $1.25 


HIS re-editing and publication of the 

LaClave articles from Printers’ Ink is 
a refresher course giving time-tested solu- 
tions. It covers everything from hiring 
and training to running contests, from 
compensation problems to conventions. It 
gives you a check-list of the vital key- 
points of effective management; it out- 
lines tested, sales-producing methods. 


How to attract good applicants 

How to analyze the application blank 
Effective methods of presenting training in- 
formation 


What to put in the sales manual 

How to produce a training film 

12 basic variations of sales compensation 

Laying out territory equitably 

18 stock dodges used by customers and how to 
meet them 

7 controlling 


in handling expense 
accounts 
as a cons of the automobile expense prob- 


How to get cooperation on reports 

The what and how of writing to salesmen 
12 ways of putting the advertising story across 
10 ways to make sales meetings interesting 
Making sales contests effective 


factors 


These are the kind of practical topics 
covered—with just the pertinent, experi- 
enced comment you need—to make sure 
nothing is overlooked, to make use of 
fundamentals that are as basic today as 
they were 10 years ago, to help you get 
into smooth stride and high productivity 
as quickly as possible. 


ASK TO SEE IT 10 DAYS 


Send this McGRAW-HILL coupon 


McGroew-Hill Book Co., 330 W. 42 St., N. Y. 18 


Send me LaClave’s Basic Problems of Sales 
Management for 10 days’ examination on ap- 
proval. In 10 days I will send $1.25, plus few 
cents postage, or return book postpaid. (Postage 
paid on cash orders.) 


Name 


Address 


City and State..... 
Position 


.-EM 3-45 


: | Start right 
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| 
— 

Om | | 

| 

UM-3 
MARCH, 1945—ELECTRICAL MERCHANDISINGH Exec 


ush-up 
super- 

crisp, 
nentals 


want 
raining 


sting 


l topics 
experi- 
ke sure 
use of 
oday as 
you get 
luctivity 


ELECTRICAL 


MERCHANDISING—MARCH, 


1945 


There's an extra profit opportunity 
ready for you here. The desire 

to buy these products has been planted 
by advertisers. Take advantage of it. 
Display these products this month, using 


a copy of the Companion or pages 


from it, in your displays... 


And remember — when you display the 
Companion with your merchandise 

you get an extra bonus of good will and 
confidence from the women 

...itsa favorite women’s magazine 


in your community! 


WOMAN’S HOME COMPANION 
250 PARK AVENUE, NEW YORK 
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ELECTRICAL PRODUCTS ADVERTISED © ; 
INTHE WOMAN’S HOME COMPANION 
4 
A.C. Gilbert Appliances 
_ Admiral RadioPhonograph 
Blackstone Home Laundry 
Easy Spindrier Washer x 
Ink is Est te He if ol R 
AllElectric Home Laundry 
Manning-Bowman Percolator; 
Maytag Washers & Ironers 
Universal Appliances y 


| 


Not Time Yet 


for Paper Capers! 


Dae the news is good — terrific, in fact. But 
don’t let that give you the idea that America’s 
paper shortage is over. More paper than ever is 
needed now to wrap supplies for our armies as 
they drive toward their goal. There’s still a man- 


power shortage in the pulp industry. 


So, you've still got to watch your company’s use 
of paper with the hawk eye of a paper miser. 
You've still got to use your ingenuity and that 
of your staff to find even more ways to use /ess 
can until complete and final victory ends the 


pape r. 


All material made of paper and paperboard still 
must be cut to the bone. Eliminate whatever you 


paper pinch. 


The baling of wastepaper and sending it to the 


reprocessing plant is still of prime importance. 


PAPER IS | 
WAR POWER 


USE LESS PAPER—SAVE ALL WASTEPAPER 


This advertisement contributed by this publication and prepared by the War Advertising 
Council in cooperation with the War Production Board and the Office of War Information. 


Wage-Earner Seen as 
Post-War Sales Key 


“Much has been written about in- 


dustrial and production revolution, 
post-war products, and huge buying 
power. But post-war prosperity de- 
pends upon selling products to people 
who will want to buy them,” said 
Fverett R. Smith, in a recent talk be- 
fore the Credit Bureau of New York. 


135 Billion Sales 


Mr. Smith, who is director of market 
research for Macfadden Publications, 
Inc., based his talk on research facts 
learned from interviews with wage 
earner families all over the country. 
He pointed out that there has not only 
been an industrial revolution, but there 
has also been a revolution in people, a 
revolution in their thinking toward 
their jobs and their buying habits. In 
order to provide the necessary jobs for 
at least 55 million people (6 million 
above any pre-war year) calls for 
sales of $135 billions, 50% greater than 
in 1940, according to Mr. Smith. He 
further pointed out that since wage 
earner families are 46% of all U. S. 
families, they will have to account for 
the major portion of these sales, and 
that’s why heads-up confidence, clear- 
eyed faith in their future jobs and 
earning power, is so.necessary before 
Mr. and Mrs. Wage Earner will walk 
down Main Street to buy what they 
need and want from their ? share of 
the total savings of 135 billions in 
the hands of the public at the end of 
the war. Mr. Smith urged that busi- 
ness men seriously consider the need 
by management to revise their attitudes 
toward wage earners, not only as 
employees, but more importantly, as 
markets, and as voters. 

Mr. Smith stated that research facts 
show that wage earners respect their 
jobs and need only reassurance that 
their jobs will be secure enough for 
them to bring about the better standard 
of living they want before they will 
express that confidence in terms of 
buying in volume sufficient to maintain 
the employment levels looked for by 
management today. 


Webster-Chicago Corp. 
Buys Webster Products 


Announcement has just been made 
by R. F. Blash, president, that Web- 
ster-Chicago Corp., 5622 Blooming- 
dale Avenue, Chicago, has purchased 
Webster Products, 3825 West Armi- 
tage Avenue, Chicago. The latter 
firm was, before the war, one of the 
largest manufacturers of automatic 
phonograph record changers. The 
former Webster Products organization 
and facilities will be retained intact 
and will operate as the Electronics 
Division of Webster-Chicago Corp. 

The Electronics Division is now 
manufacturing dynamotors and voltage 
regulators for the war program. 


British Complete 
Kitchen Unit 


One of the British aircraft factories, 
according to Electrical Review of Lon- 
don, is planning to convert its facilities 
to quantity production of a complete 
kitchen unit which will contain an elec- 
tric oven, two surface hotplates and a 
combination broiler and grill, a 14 to 
24 cu.ft. refrigerator, a 15-gal. electric 
water heater with a 500-w. heating 
unit which will be on all the time, 
supplemented by a 2,500-w. unit turned 
on by foot control when any large 
quantity of hot water is desired, an 
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ironing board and iron outlet, and an 
“airing cupboard,” connected to the 
ventilating duct system (25 w. fan) 
with a 120-w. heating element in the 
base of the cupboard. All this will 
take up 10 ft. 7 in. of wall space and 
will sell at from 60 to 70£. 

The same company (Burnley Air- 
crait Products Ltd.) has designed a 
small washing machine operated by a 
¢-hp. motor which operates by swirling 
water and is said to be adaptable for 
use with both clothes and dishes. This 
stands 2 ft. 6 in. in height and is 2 
ft. square, and sells for 14€, 


Paragon Adds Waxes 
To Appliance Line 


Paragon Utilities Corp., Brooklyn, 
N. Y., made public its plans, recently, 
to augment their present line of major 
kitchen appliances with a group of 
waxes and polishes for domestic use. 
Distribution of the new items will be 
launched at the January Furniture 
Show. And in anticipation of this 
new step they have moved to larger 
quarters—space 1545 in the Chicago 
Furniture Mart. Other showrooms 
maintained by Paragon are located in 
the New York Furniture Exchange, 
space 1613, and in the San Francisco 
Exchange, space 538. 


15-Mile Clarion 
Display Poster 


One of the merchandising novelties 
presented at the semi-annual Chicago 
Furniture Market was a 15-mile long 
display poster for Clarion radio, spon- 
sored by Warwick Mfg. Corp. Clarion 
dealers and distributors can now have 
display material by the mile. Similar to 
wall paper, coming from a special press 
in a continuous roll, the minimum 
length of each unit is 5,280 feet, or one 
mile, 17 inches wide, with a design 22 
in. long which is repeated continuously 
without a break. The four-color design 
consists of Clarion’s red coated hunter 
trade-mark with a new slogan “Calls 
The World to Your Door” coming 
from the hunter’s bugle in musical 
notes. 

Distribution of the continuous poster, 
according to Reau Kemp, general sales 
manager, will be made in 100 ft. rolls, 
which will enable the distributor to 
meet display needs of each dealer. If 
the latter wants an unbroken display 
around three walls he can have it, or 
it can be placed in show windows in 
strips of any length. 


New Graybar Appointments 


J. E. House has been appointed to 
the position of Graybar manager in 
San Antonio replacing J. E. Lowrey 
who will retire on a service pension 
early next year. 

Mr. House started his career with 
the company in Dallas in 1909 where 
he became a salesman in 1918. He 
successively became supply specialist 
and lighting specialist there and was 
moved to San Antonio in 1931 where 
he was city salesman until his recent 
appointment to manager. 


Portland, Ore., Manager 


R. D. Hyneman took over the duties 
of Graybar manager in Portland, Ore., 
recently. He succeeds S. G. Ward 
who is retiring on a pension after more 
than forty years of outstanding service 

L. C. Esthus recently took over the 
duties of Graybar manager in Des 


Moines. He replaces J. P. Lawto: 
who was appointed Northwestern 
district commercial manager with 


headquarters in Seattle. 
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i. your wholehearted support of the 
Payroll Savings Plan, you are doing far 
more than backing the most valid system 
of war financing—and building a power- 
ful dam against the onrush of dangerous 
inflationary dollars. 

By encouraging the all-out participation 
of your employees in this greatest of all 
savings plans, you are helping to create a 
sound economy for post war days. 

With this same plan, you are assisting 
working America to build a mainstay 
against the inroads of unemployment 
and want—to save for homes, educa- 


ON BOTH YOUR FINE WORK 


AND FORESIGHT ON THE PAYROLL SAVINGS PLAN! 


tional advantages and old age comforts! 


You and your employees, through mutual 
cooperation in this forward-looking plan, 
are gaining a new and closer understand- 
ing—the cornerstone of a firmer, mutually 
profitable relationship! 


National benefits, too, follow the “All 
Out” effort you are making! The pros- 
perity of our United States rests on the 
economic stability of both management 
and labor. Your Payroll Savings Plan is 
working constructively toward the assure 
ance of both! 


The Treasury Department acknowledges with appreciation the publication of this message by 
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This is an official U.S. Treasury advertisement prepared under the auspices of Treasury Department and War Advertising Councit 
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THE NEW 


Freez-All well realizes that it is not enough to have a 
line of fine food freezers and a great ready made mar- 
ket for them .. . there also must be extensive plans 
for reaping this market. Freez-All has already broken 
with a nationwide campaign that has brought many 
thousands of inquiries. In addition there will be local 
newspaper advertising, dramatic point of sale material, 
new exciting merchandising and promotional plans, and 
sales literature of many kinds to assist Freez-All dealers. 
Complete information on Freez-All home freezers gladly 
sent on request. Please write today. lers are now 
being franchised all over America. 


FREEZ-ALL DIVISION 
Portable Elevator Mfg. Co. 
Bloomington, Illinois 


Dept. T24 


How to draw clear, accurate 


circuit diagrams and wiring plans 


This book gives you tested drafting techniques needed oe 
in engineering and contracting, as applied to electrical 
circuits and wiring plans. In a progressive series of 
drawing plates and explanatory discussions, the book 
shows how to develop detailed wiring plans from the 
schematic circuit diagram, how to correlate the equip- 
ment-location plan, and how to check the design and 
execution of the finished drawing. 


Get the benefit of years of drafting experience in many 
electrical fields to turn out better, more accurate dia- 
grams and wiring plans. 


Just Published! 
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House & Garden.............. 146 
Hurley Machine Division, Electric 

Household Utilities Corp..... 46 


International Nickel Co., Inc., The 6 


65 
Johnson Rubber Co......... 


Delco Radio Div., General Mo- 
By D. WALTER VAN GIESON 10 Kelvinator, Div. of Nash-Kelvina- 
Assistant ame py eed Transportation, Detrola Radio Div. of Interna- tor Corporation ....... Back Cover 
140 pages, 5% x 8%, $1.50 tional Detrole Corp. vee eeeees 76 Knapp-Monarch Company 92 
Domestic Sewing Machine Co., 
The book gives you— The author describes and explains drawings taken from actual Inc. . 164 
working installations to show typical applications in such fields | 
—valuable material on the prin- 48 railway Dormeyer Corp. .............. 131 Ladies Home Journal.......... 165 
vision, and power—and including as well car, aircraft, and ship 
electricity and wiring plans, ‘raf signals, dane, neon and Driver-Harris Company ........ 140 Lamb Electric Co., The......... 138 
uorescent lighting. esides treating the procedure for de- i 5 
—useful data, specifications, veloping detatled wiring plans, the book explains the correla- DuMont Laboratories, Inc., Al Landers, Frary and Clark. ..... 62, 63 
and rates tion of location and conduit-location plans, and dis- 175 Lau Blower Co., The.........-. 142 
—six pages of electrical symbols Gesign ‘and correct’ coccation. nent’ drawing for prog Duo-Therm Div. of Motor Wheel Lear Inc., Home Radio Div..... ? 
used in drafting circuits and Cor 49 P 
—helpful tips on some of the peseeesseee'Send this McGRAW-HILL coup Lindemann & Hoverson Co., A. J. 1/3 
“kinks’’ and shortcuts in McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 18 Link-Belt Co., Stoker Div....... 186 
drafting room procedure Send me Van Gieson’s Electrical Drafting for 10 days’ exam- Little Burn c H.C 88 
—practice problems and test RK paid Easy Washing Machine Corp... I! ide Back Cove 
Special attention has been given Electromaster, Inc. 174 
to recent advances in electrical 
drafting. Modern methods and Electronic Corp, of America.... 5 
Emerson Radio and Phonograph Maguire Industries, Inc., Elec- 
that you might otherwise over- EM 3-45 
look, or have to learn yourself, (Books sent on approval in U 8. only.) 
the hard way. 
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Majestic Radio & Television 


Manning-Bowman .............. 192 
McDonald Mfg. Co., A. Y...... 192 
McGraw Electric Co., Clark Wa- 

166 
McGraw Electric Co., Toastmas- 

ter Products Div............. 90 
McGraw-Hill Book Co., Inc. 

192, 196, 200 
Meck Industries, John.......... 149 
Meissner Mfg. Co............. 9 
Michigan Farmer .............. 151 
Micro Switch Div. First Industrial 

Midwest Appliance Parts Co.... 203 
Midwest Farm Paper Unit...... 193 
Minneapolis Star-Journal & 

Modern Maid Co., Inc......... aa 
Moe-Bridges Corp. ............ 105 


Monitor Equipment Corp. ..160, 16! 
Motor Products Corp., Deepfreeze 


National Carbon Co., Inc. ..117, 145 


National Die Casting Co....... 194 
Nebraska Farmer 193 
Nineteen Hundred Corporation 

176, 185 


Noblitt-Sparks Industries, Inc.... 153 
Norge Div., Borg-Warner Corp. .52, 53 


151 
Ohio Textile Specialty Co....... 203 
Olympic Radio & Television Div. 

of Hamilton Radio Corp...... 79 
Onan & Sons, D. W........... 180 


Owens-Corning Fiberglas Corp.. 68 


Paragon Utilities Corp......... 168 
Parts, Service & Accessories.... 203 
Pearsol Appliance Corp........ 203 
Penn Appliance Distributors. ... . 203 
Pennsylvania Farmer ........... 151 
Phileo Corporation ............ 43 
Philharmonic Radio Corp....... 127 
Portable Elevator Mfg. Co...... 200 
Prairie Farmer ................ 193 
Premier Division, Electric Vacuum 

Cleaner 59 
Proctor Electric Co., Div. of Proc- 

tor & Schwartz, Inc........... 60 


Radio Corporation of America.. 124 
Railway Express Agency, Air Ex- 


126 
Raytheon Mfg. Co............. 99 
Regina Corp., The............. 157 
Re-New Sweeper Co............ 203 
Rheem Mfg. Co............... 66 
Rittenhouse Co., Inc., The A. E.. 112 
170 
Robbins & Myers, Inc.......... 154 
Round Oak Company.......... 178 


Samson United Corp.......... 143 
Saturday Evening Post........ 96, 97 
Searchlight Section ........ 202, 203 
* Sentinel Radio Corp........... 159 


Sessions Clock Company, The.. 128 
Signal Electric Mfg. Co........ a 
Smith Corporation, A. O....122, 184 
Sonora Radio & Television Corp. 73 


Sparks-Withington Co., The..... 16 
Stewart-Warner Corp., Radio Div. 100 
Successful Farming ............ 183 
Sunroc Refrigeration Co........ 18 
Swartzbaugh Mfg. Co., The... .. 150 


Tennessee Valley Associated Mar- 
106 

Thermador Electrical Mfg. Co... 173 

Trav-Ler Karenola Radio & Televi- 


83 
Trilmont Products Co.......... 13 
True Confessions .............. 187 
U. S. Electric Mfg. Corp........ 180 
U.S. Engine & Pump Co........ 194 
United Vacuum & Appliance Co. 203 
Utility Appliance Corp......... 158 
Verd-A-Ray Corp. ............. 170 
Vesco Products Co............. 203 
Voss Bros. Mfg. Co............ 180 


Warren Telechron Co.......... 70 
Warwick Mfg. Corp............ 91 
Washer Sales & Service Co..... 203 
Webster Electric 116 


Westinghouse Elec. & Mfq. Co. 
102, 103, 119 
Westinghouse Elec. & Mfg. Co., 


Home Radio Div........... 40, 41 
Westinghouse Elec. & Mfg. Co., 

203 
Wiegand Co., Edwin L......... 104 
Wirebound Box Manufacturers 

Wisconsin Agriculturist & Farmer 193 
Woman's Home Companion..... 197 
Zenith Radio Corp............. 135 

a 
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(Classified Advertising) 


POSITIONS VACANT ......... 202 
POSITIONS WANTED ......... 202 
SELLING OPPORTUNITIES .... 202 
DISPLAY ADVERTISERS ....... 202 
Dickerson, Associates, Lynn... 202 
Malina & Associates......... 202 
Triangle Roofing & Supply Co. 202 
Grey Adv. Agency........... 202 
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ESTATE HEATROLA POSTWAR PROFIT QUIZ: 


Why get into 


We’re going to 


have an OL 


We’re going to 
stick with 


Anew GAS 


range is No. I 


to switch to an 


ELECTKIC range 


on my list 


It’s harder to change 
people’s minds than 
it is to sell 'em 


| Don't lose sales because of fuelish arguments 
LINE UP WITH THE “FUEL-PROOF” LINE* 


ESTATE 


RANGES & HEATERS 


RANGES FOR CITY GAS, LP-GAS, ELECTRICITY 
SPACE HEATERS FOR COAL, WOOD, OIL 


*Estate Heatrola is the ONE line of cooking and heat- 
ing appliances for ALL fuels...all sold under one 
famous, nationally-advertised trade name. (Want the 
name of your Estate Heatrola distributor? Write us.) 


Betier 
ANION “ 


Nearly 2 out of 3 of your best prospects are reading Estate Heatrola adver- 


tising in these national magazines—Woman's Home Companion, American 
Weekly, House Beautiful, House & Garden, Better Homes & Gardens, 
Household, Farm Journal, Successful Farming. It pre-sells them on the 
Heatrola Range with the famous Bar-B-Kewer and other years-ahead features. 
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(full secutive insertions, 


only) % SPACES with 
vorde ules for prominent display of adver- 

cation New = tiseme nts 
Offices count The advertising rate is $8.00 per inch for 
all advertising appearing on other than @ 


. « MERCHANDISE 


if full amount is made 


N G 
BUSINESS 


contract basis. Contract rates quoted on re- 
quest. 

AN ADVERTISING INCH is measured %” 
vertically on a column—4 columns—38 in- 
ches to a page. Copy for new advertisements 
vanaived by March 19th will appear in April 
issue, subject to space limitations. 


trical engineering graduates. 


Prominent Electrical Manufacturer 
Seeks Permanent Wholesalers Salesmen 


A manufacturer of nationally known, high quality, electrical products 
will add a number of men to its sales organization—permanent sal- 
aried positions—not commissioned jobs. 
knowledge either by experience or education but not necessarily elec- 
Should be capable of group selling, 
addressing 10 to 100 people. Preference to men with merchandising 
ability and field knowledge of wholesalers’ business. 
ample product training and will be assisted by promotional programs. 
State age, experience, salary expected and all pertinent personal 
information to expedite personal interviews. Address 


SW-733, Electrical Merchandising 
330 W. 42nd St., New York 


Must have basic electrical 


Will be given 


Y. 


Advertising manager 
for one of America’s 
five leading manufac- 
turers of radio sets 


This is a job involving large- 
scale postwar expansion—an 
exceptional opportunity for an 
exceptionally able man. Must 
have wide and successful ex- 
perience in advertising and 
merchandising of radio sets. 


Write in full to Copy Chief 


Grey Advertising Agency, Inc. 
166 West 32nd Street 
New York 1, N.Y. 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St + San Francisco 3, Calif. 


REPRESENTATIVES AVAILABLE 


MANUFACTURERS ATTENTION: Drop 
shipment jobber well rated, located mid- 


west with live national sales organization de- 


sires items to sell furniture, hardware, toy, 
juvenile furniture and department store 
trade. Correspondence invited. RA-724, Elec- 


trical Merchandising, 
Chic ago Il 
MANUFACTURERS REPRESENTATIVE — 
An organization covering the Pacific North- 
west desires additional lines appliances or 
equipment. RA-725, Electrical Merchandis- 
ing, 68 Post Street, San Francisco 4, Cal. 


PACIFIC COAST Representation, A firm con- 
sisting of three partners who possess exten- 


520 N. Michigan Ave., 


sive business and merchandising experience 
on the Pacific Coast, particularly in the San 
Francisco area, is desirous of contacting man- 


ufacturers who contemplate renewing or 


establishing agencies on the Pacific Coast. 
Satisfactory references can be furnished. 
Write King, Shea, & Poston, 604 Mission St., 


San Francisco, 5, California. 
WANTED to contact manufacturers of mo- 
tors, hoses, plugs, cord and attachments 
for the post-war Milwaukee tank type cleaner, 
to have the time-tested features of Electro- 
lux and retail at $39.50 through neighborhood 
dealers only; with as many parts as possible 
interchangeable with Electrolux for neighbor- 


hood repair purposes RA-735, Electrical 
Merchandising, 520 N. Michigan Ave., Chi- 
cago 11, 


If You Are Doing War Work Now 
We Are Ready to Work With You 
On Your Product of Tomorrow 


Our highly trained staff of experts can assist you in 
the design, engineering. and sale of your product. 
We are equipped to help you create new, and im- 
prove old products: design informative labels; inject 
new ideas in your packaging and merchandising. We 
have had thirty years of experience in selling chain 
stores, department stores and jobbers—have an at- 
tractive showroom and office and experienced per- 
sonnel skilled in checking competition. If you are 
ee in post-war sales volume and profits, 

write to 


MALINA & ASSOCIATES 
1140 Breadway New York 1, N. Y. 


wr WANTED by 
OHIO DISTRIBUTORS 


Ohio distributors with headquarters in 
Cincinnati desire major appliances to 
distribute Only items of highest 
quality will be considered. Our organi- 
zation offers you unimpeachable integ- 
rity; top financial standing; and an 
aggressive, competent sales force of 
experienced appliance salesmen. 
are anxious to communicate 
manutacturers who have never 
in this territory or who have not 
obtained the results that this fast 
growing wealthy area warrants. Your 
correspondence will be held in strictest 
confidence. Kindly write: 


Triangle Roofing & Supply Co. 
107-109 West Third St., Cinn. 2, O. 


by aggressive concern of manufacturers’ 
tatives, with headquarters at Houston, Texas. The 
area we cover offers perhaps the greatest sales 
potential of any other similar territory within the 
nation. Texas is industrializing. Texas is the land 
of opportunities: the land of permanent and large 
payrolis; the capital of the world, and Hous- 
ton is the financial and trade center of it all. 
Our concern is an accredited representative of 
a large and well-known firm of Radio manu- 


represen- 


329 M & M Building, 


Range, Stove and Home Laundry Equipment Lines 
WANTED 


LYNN DICKERSON, ASSOCIATES 


facturers and other lines. We are, at this time, 
in a position to handie the additional lines 
as indicated. We have an established following 
particularly in the better and larger department 
stores. We are willing to carry a stock inventory 
and even handle our own billing. A commission 
basis is desired. Competent sales organization to 
back us up. We are rated in Dun & Bradstreet 
and in excellent financial condition. Replies to 


Houston 2, Texas 


MANUFACTURERS 


WESTERN CANADA 


distribution of home appliance electrical lines 
desired on Agency basis. Excellent trade connec- 
tions, fifteen years sales and sales promotional 


experience. references. All correspondence 
held in strictest confidence. Kindly write 
P.O. Box 981, Winnipeg, Man., Canada 


FOR SALE 


250 Cord Sets, Belden Plug, 11 Ft. Rubber 
Cable, Asbestos inside, 2 wire, No. 14 
$2.00 

690 pieces Rubber Cable, 15 ft. lengths, 

wre, No. 12 $2.25 

100 Transformers G.E. 50 Watt, 110 volts 
to 6 volts $2.75 

600 Belden Rubber Plugs with 15 in. Rub- 
ber Cord attached 25c 

800 ft. used (like new) No. 4—3 wire Super 
Rubber Cable 25, 50, 75, and 100 ft. 
lengths $1.00 per ft. 

28 4 HP 860 R.P.M. 3 ph. West. with Mag- 
netic Brake 220 volt, 60 cy., type CSA 


$24. 
18 \% HP 860 R.P.M. 3 ph. G.E. enclosed 
Motor, type K.T. 220 volt 60 cy. $18.00 
12 12 HP Louis Allis 3600 R.P.M. B.B. 


$40.00. 
600 H & H Heater Switches high, medium, 
low, off 20 amps at 110 volts 60c. 


WANTED 


32 volt motors. 


Clarke & Henke Electric Company 
436 W. J . Milwauk 3, Wis. 


MANUFACTURERS ATTENTION 


Sales Executive available as representative in Mich- 
igan with office in Detroit. Sixteen years contacting 
Department Stores, Utilities, Appliance, Furniture 
and Hardware Dealers. 


Financially responsible. 


SALES MANAGER AVAILABLE 
Young, capable, aggressive sales manager, many 
years experience in all phases major appliance "neld 
seeks connection with 
quality appliances. Able to conceive and execute 
sales programs and efforts of others. 


For Every Business Want 


Think “Searchlight” First! 


“Searchlight” is the classified advertising 
of Employment, Equipment and Business 


Large Dealer Following. Highest references. Com- Competent to assist in reconversion problems be- Opportunities in American Machinist. 
mission basis only cause of background of war contract negotiations It reflects current oR 8 
-732, Electrical Merchandising and terminations. offered and wanted. Use it for your 
520 N. M gan Ave., Chicago 11, III. Reply SA-734, business wants. 
230 West 42nd . New York 18, Y 
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Oldtimers You 
Should Know 


Harvey A. Keys, Northern States Power 
Co., Minneapolis. : 


That experience is something which 
is worth a lot of money in the bank 
is pointed out by Harvey A. Keys, 
veteran Commonwealth Edison and 
Byllesby merchandising man, who to- 
day is with Northern States Power Co. 
in Minneapolis. 


Started Five-and-Dime 


“Once upon a time I started a 5-an\l- 
10 store. I got a good location and 
opened up in the fall. For several 
months we did a whale of a big busi- 
ness, particularly at Christmas. The 
drop-off that took place after Christ- 
mas alarmed me and when spring came 
around after three or four months of 
poor business, I figured that I had 
chosen a bad spot and sold the store. 


Harvey A. Keys, now with the Northern 
States Power Co., Minneapolis, is an old 
Commonwealth Edison and Byllesby mer- 
chandising veteran. He has followed the 
rise of electrical appliance merchandising 
from the early days of the utility shops 
to the present. 


Had I a little more experience in the 
5-and-10 cent store business I would 
have realized that the months following 
Christmas are a bad time of year for 
five-and-dime stores. That location 
today is occupied by a Woolworth store 
which still carries on profitably.” 


An Insull Anecdote 


A Samuel Insull anecdote is related 
by Mr. Keys of a time when he was 
running the Commonwealth Edison 
electric shop. It so happened that 
Samuel Insull came through for inspec- 
tion and Mr. Keys was tied up per- 
sonally with the socially prominent 
Mrs. John Logan. As it would hep 
pen, everything was wrong in the store. 
One salesman had his hand on a cu 
tomer’s shoulder, the girls were tw 


tering, and salesmen were sitting on 


desks. Insull walked through saying 
nothing. Ina few moments down cae 
a memo to Mr. Keys commenting ‘)at 


his visit to the electric shop reminded 
him exactly of the style in which 
grocery stores were conducted in his 


childhood. 
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WHERE TO Buy 


Parts, Services & Accessories 


$1.00 per line per insertion. Minimum charge $4.00. (First line in small black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads. 


UNDISPLAYED RATE: | 


DISPLAYED RATE: 


$12.50 per inch per insertion. Contract rate on 


measured vertically %” on one column. There are 4 columns—48 inches to a page.) 


request. (An advertising inch is 


126 S. 2nd ST. 


supply houses). 


VACUUM CLEANER ARMATURES! 


and small appliance armatures—precision reconstructed 
and dynamically balanced by the “Wilson” method. 


Immediate delivery on an exchange basis of all popular makes. 
Others rebuilt like new and guaranteed. Prompt service! 


Net cost from $2.64 and up. 
WRITE FOR ARMATURE PRICE LIST! 


ARMATURE GROWLERS—S6.95 


Two coil testers made of electric steel . . . to test for shorts. 


PENN APPLIANCE DISTRIBUTORS 


(One of Pennsylvania's largest vacuum cleaner 
References: Dun and Bradstreet 


HARRISBURG, PA. 


ONE SOURCE OF SUPPLY 


1913 Washington Ave., Houston 10, Tex. 
410 Marquette, Minneapolis |, Minn. 
Goodrich White Wringer Rolls for all makes 


WASHER & CLEANER PARTS 


NE E_ D 


VACUUM & APPLIANCE co. 


TKs and Chromalox heat units, switches 
and parts for al! standard makes of 
electric ranges. 


Finch’s Washer Parts Co. 


432 S. Division Ave. 
Grand Rapids 3, Mich. 


WASHING MACHINE PARTS 
eu Part For Any Washer” 


Address on request 


The FRANTZ MANUFACTURING @ 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES . 


= Aerobell — Boss—Gainaday—Laundry Queen 
= Sunnysuds—Woodrow and Thirty Other Makes 


WRINGER ROLLS—LUBRICANTS—BELTS 
We have a PARTS JOBBER near you 


1251 DUEBER AVE. 
CANTON 6, OHIO 


#18—2 conductor glazed cotton covered 


2122 Euclid Ave. 


PEARSOL 


VACUUM CLEANER CORD 


type formerly used on most vacuum cleaners 


PEARSOL APPLIANCE CORP. 


CENTER POST WRENCH 


With this tool, you can remove and install center posts 
on 95% of all makes of washers. Hailed by service men 
as the greatest time-saving tool ever developed. 


Adjustable to all sizes and styles of 
posts by simply adjusting two large 
thumb screws. Grips and holds the 
post for removing or assembling. 


2122 EUCLID AVENUE + CLEVELAND 15, OHIO 
* Washing Machine and Vacuum Cleaner Parts * 


cord—the Per 250° Roll.$ 7.50 


Per 1000° Lot..$29.00 


Cleveland 15, Ohio 


APPLIANCE CORP. 


j NGER RO L L S 
GooD YEAR 
WHITE“SOFT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER 
1766 E. 55th STREET 


co. 
CLEVELAND, OHIO 


Repair your own 
NOW ELECTRICAL APPLIANCES 
with CHANITE Self-Welding ELECTRICAL 
HEATING ELEMENT flux. Generous amount, 
instructions enclosed. $1.00 postpaid. 
CHANITE SALES COMPANY 
914 South Main Fort Worth 4, Texas 


SPECIALTIES 
Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 


and covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 


NEW ADVERTISEMENTS 


Received by March 19th will appear in the 


MILLIONS of IRONS NEED REPAIRS 

REPAIRED 

IRONS WHOLESALE 

Send them to us to- 

day. We will bill at 
retail less 


40% 


KE Y R RO ces 
MOULDED CLEMENTS 
BEST NICHROME, SAKED IN SHOE FOR 
DOVER ETC.—STAND UP. 


ESSEX IRON SHOP 


172 WASHINGTON ST., NEWARK 2, WN. J. 


Our 132-page 
F Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS: 
2720-22 W. Division S Chicago 2 


April issue subject to space limitations. 
This 
Section 


supplements other advertising in 
this issue with these additional an- 
nouncements of products and serv- 
ices of special interest in the mer- 
chandising and sale of electrical 
appliances. 


ELECTRICAL MERCHANDISING 


IMMEDIATE D 


all orders shipped net ices are F. 


Also complete line of Washer Parts! 


Original parts for the following washers: 
ABC, Apex, Automatic, Barton, Black- 
stone, Coronado, Dexter. Easy, General 
Electric, Horton, Hotpoint, Kenmore, 
Maytag, Meadows, 1900, Norge, Speed 
Queen, Thor, Universal, Voss 

Order by original part number or mail 
in old part and give name and model 
number of washer. 


Finch’s Washer Parts Co. 


432 S. Division Ave., 
Grand Rapids 3, Mich. 
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GOODYEAR WRINGER ROLLS 


They're Soft! White! Trouble Free! 


1-11 12-35 36-Over 
No. Size Application Ass‘t. Ass’t. Ass’t. 
963 ag ABC, Dexter, Haag, Sp. Queen, Etc...... 1.58 1.46 1.25 
FE409 2%" ABC, Dexter, Haag, Sp. Queen, Etc...... 1.77 1.65 1.40 
1967 1%," Lovell Wringer 1, 1.28 1.07 
1969 1%" Lovell Wringers 1.35 1.15 
1971 2” Lovell Wringers 1.46 1.25 
2360 2%," Lovell Wringers 1.65 1.40 
5157 2" 1900—Kenmore 1.65 1.40 
. BLANK END ROLLS 10¢ LESS... 
WOOD BEARINGS DOUBLE OIL WOOD BEARINGS 
25 POPULAR NUMBERS | WILL FIT MOST ALL 16 POPULAR NUMBERS 
250 TO KIT ONLY $13.95 WRINGERS 100 TO KIT ONLY $5.95 


TERMS — 1% cash ogee be ones if remittance is sent with order, otherwise 


Prompt Service Always! 


VESCO PRODUCTS CO. 


KITTANNING, PA. 


ELIVERY! 


Made-up Lower Rolls 


©. B. Kittanning. 


FREE! 68 PAGE CATALOG OF 
VACUUM CLEANER PARTS 


e@ COMPLETE REBUILDING 

@ PROMPT REPAIR SERVICE 

@ EXCELLENT STOCK OF HARD 
TO GET PARTS FOR 
LL MAKES & MODELS 


Re-NEW SWEEPER CO. 


9591 Grand River Ave. 
DETROIT 4, MICHIGAN 


Now.... 


GENUINE PARTS 


- WASHERS and CLEANERS 


‘FROM ONE SOURCE 
Write for latest list which shows 
makes handled and discounts from 
published list prices. 
BROCKWELL ELECTRIC CO. 
Genuine Parts Exclusively 


106 E. 9th St. Chester, Pa. 
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WASHER SALES & SERVICE CO. 


SHOP TALK 


Ir SEEMS THAT THIS DEPARTMENT 
has always been getting the name of 
P. Eduard Geldhof, vice president in 
charge of engineering, Nineteen Hun- 
dred Corp., St. Joseph, Mich., mis- 
spelled. So here it is in print, so that 
all of those who read as they run can 
see that middle name is not “Edward” 
but Eduard.” Our spies who have seen 
him wrestling on the living room rug 
with his son, declare that no one 
would recognize the engineer with the 
cast-iron nerve hustling out the wash- 
ing machines. 


Mrs. Frank S. Sr., widow 
of the founder of the present Gibson 
Refrigerator Company, died at her 
home in Greenville, Mich., recently. 
She was 78. Frank S. Gibson, Sr., 
died in 1926. 

She is survived by her sons, Charles 
J. Gibson and Frank S. Gibson, Jr., 
president and secretary-treasurer, re- 
spectively, of the Gibson Refrigerator 
Co. and by her daughter, Mrs. Louis 
W. Hamper, wife of the executive vice- 
president of the company. 


Jerry (G. B.) ScHuyYLer, known 
for his long association with Apex, 
will bob up in Bergen County, N. J. as 
an appliance distributor after the war. 
Already he has the Packard agency for 
automobiles and will take on a line of 
appliances when available. 


Paut Berner or Lovett is a man 
that ought to meet Alva T. Smith of 
Milwaukee, the inventor of the electric 
roaster. Both love boats, spend a lot 
of time on them, getting mahogany 
colored in so doing. In fact, after a 
summer at it, neither is recognizable on 
the street. 


NEW TESTIMONIAL for clothes dryer: 
On trial at the old folks home in Erie 
is a clothes dryer. Recently an old 
lady approached Paul Berner of Lovell, 
and declared, “Do you know, Mr. 
Berner, this thing is the best cure for 
rheumatism I have ever seen. Every 
time it runs I set down where the hot 
air comes out and it has cured my mis- 
ery all up.” 


Mrs. WititAM A. Ritt, who lives 
at St. Paul, Minn., has a cameo that her 
husband frequently uses as an example 
of merchandising. When Bill Ritt, 
who is secretary-manager of the North 
Central Electrical Industries of Min- 
neapolis, was in Germany after the 
first World War, he was shopping for 
some jewelry for his best girl. The 
German storekeeper showed him some 
cameos and on one of them quoted a 
price of 225 marks which was terriffic 
for even those days. 

“How in the world do you justify 
a price like that?” asked Bill. 

“Here is a magnifying glass. Go 
over it yourself and see how free from 
flaws it is and how perfect its detail.” 

Bill did and was impressed by the 
salesmanship of asking him to make 
an expert examination. 
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DONALD S. STOPHLET DIES 


Donald S. Stophlet, owner of Lofgren's ap- 
pliance store at Moline, Ill., and a frequent 
contributor to ELECTRICAL MERCHANDIS- 
ING, died recently. 


Mr. Stophlet, who had spent most of his 
business life in various phases of the appli- 
ance merchandising business, was born at 
St. Paul, Minn., in 1888. He was a graduate 
of both Culver Military Academy and the 
University of Chicago. A former long-dis- 
ance runner, he held the Western AAV rec- 
ord for the one-mile run. He was a veteran 
of World War |, was wounded in the Meuse 
Argonne campaign, and was retired as a 
first lieutenant in 1923. 

Mr. Stophlet's articles on appliance mer- 
chandising covered all angles of a dealer's 
operations and were widely read throughout 
the trade. He will be missed as both a 
counselor and a friend. 


LETTERS 


Hot Merchandise 


To the Editor: 

The following episode occurred re- 
cently which, while amusing to hear 
or to read about, was a minor tragedy 
to the party involved. 

Our Service Division recently re- 
ceived a call from a friend who im- 
plored them to find her an electric iron. 
It appeared that while she was doing 
the weekly ironing at her summer 
cottage at Nantasket, a beach resort 
near Boston, she heard the baby crying 
so she disconnected the cord from the 
iron and went upstairs. 

A few minutes later she came down- 
stairs to resume ironing. The cord was 
there, the ironing board was still there 
and so was the pile of clothes—but no 
iron. 

During the few minutes that she was 
upstairs, somebody had evidently stolen 
into the cottage and made off with the 
iron, hot as it was. 

Fortunately we were able to locate 
an iron for our good friend. She vows 
however that she will lock all doors 
and draw the shades before taking this 
iron out from its secret hiding place. 

Ipa M. REARDON 
Service Division 
Boston Edison Company 
Boston, Mass. 
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